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KUDDLES KEEP-WARM DOLL 
charms everybody! Displays baby’s infant-feed- 
ing spoon and a 2-piece Educator Set (any pat- 
tern) in its plastic bib. Zips open its Fiberglas- 
lined bunting to keep baby’s bottle warm or 
cool. Sanitary, colorfast. gift boxed. 

Retail, $3.95 (Sold direct at full Keystone discount.) 


SOMERSAULTIN’ SAM 

tumbles and twirls at high-chair or table. Dis 
plays baby’s 2-piece Educator Set...in ay 
beautiful Holmes & Edwards pattern, Washabl 
pink and blue plastic with strong suction cup 
Retail, $2.95 (Sold direct at full Keystone discount 


Brand new 
baby gifts...with the 
world’s most precious silverplate! 


HOLMES & EDWARDS 


Sterling Inlaid Silverplate 
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Specialists 


Right in the heart of the European diamond reentiat we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS * PHONE: ANDOVER 3-7447 
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THE COVER 
How important is $20 and under 
merchandise—in terms of jewelry 


store dollar-volume and store-traffic? 
The answers—and suggestions on 
what to do about promoting low- 


priced items—can be found in a 


series of articles starting on page 73. 


(The cover photo is by Ewing Galloway). 
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Sold direct to retail jewelers by 
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so much more to SELL 


most PROFITABLE name in watches 





HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 
3 
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MANUFACTURING COMPANY, INC. 
567 Fifty-Second Street, West New York, New Jersey. | 
CANADIAN FACTORY: 91 Brandon Avenue, Toron 
MONTREAL OFFICE: 1449 St. Alexander Street 
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lok LARGER, Shine DRAGER | 


in K &B DIE-STRUCK 


Compare Karlan & Bleicher Die-Struck “Grand 
Illusion” Settings with any other setting on the 
market...see for yourself, before your very own 
eyes how much larger your diamonds look... how 
much brighter your diamonds shine, in a K&B 
Setting than in any other type of setting available 
today... YOU be the judge... YOU make the test... 
YOU convince yourself. NO SETTINGS, but abso- 
lutely NO SETTINGS give your diamonds this 
marvimum illusion of Size and Brilliancy that these 
K&B Settings do. And remember this—there are 
many extra advantages in K & B Settings that you 
will never find in ordinary. settings—they are easier 
to set, easier to assemble, and, they take a far better 
finish...then too, they are non-porous and non- 
brittle—this means fewer production headaches. 


“K&B Settings Are A 
Diamond’s Best Friend’ 


THE LEADING RING FINDING MANUFACTURERS 
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Your wholesaler is ready to show you this amazingl) 
wonderful Diamond Mounting line. Ask him to see yor 
without delay—this K & B line represents masterpieces 
of Ring Design at exceptionally sensible prices. 


WARD AN | ( i 1k | | i } i \\ | 7 For Quality Ladies’ and Gents’ Stone Rings — it’s 
* es 


Creators and Designers of “Perfect Ring Findings” 


136 WEST 52nvn STREET *° NEW YORK 


a 


FALCON STONE RING MANUFACTURING CO., INC. 





A DIVISION OF KARLAN AND BLEICHER 
19 OFFICES IN CHICAGO AND LOS ANGELES 
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MANUFACTURED BY UNTERMEYER, ROBBINS 

















*“**- For both jeweler and supplier, the ingredients of success are the same. 


For 90 years we have believed...and so have our customers...that long 
after the gimmick of the hour is abandoned, long after the hocus-pocus 
of diamond “bargains” and trick merchandising stunts vanish into thin 
air, integrity, experience and value remain the only enduring foundation 
for a successful, profitable, and permanent diamond business. 


This is our credo, this is your priceless asset that builds more sales, profits 
w more 


Want to kno 


ut us, our line, 


ree selling 


and prestige for your store. 


UNTERMEYER, ROBBINS & CO. 
Manufacturers + Ringmasters Since 1865 


136 WEST 52nd STREET e NEW YORK 19, N. Y. 
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Baker Vee Flare 4-prong setting 


Never before a setting so distinctively advanced in styling. A fluid combination of light 
delicate lines and gracefully flared reflective surfaces that cradle the diamond. Rectangular 
prongs converge to form deep outside flares . .. magnify and enhance the splendor of the stone. 


Die-struck in wih Iridium-Platinum, pan Palladium and Gold. 
), is available in a complete range of 11 sizes up to 3 Carat. 
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113 Astor Street 
Newark 5, New Jersey 














RECOGNIZE THESE STAR SALESMEN ? 


Robert Cummings Betty Field Ralph Bellamy Ruth Hussey 
in “Flood!” in ‘Family Crisis” in ‘High Man” in “Warm Clay”’ 


Gertrude Berg Herbert Marshall John Ireland Polly Bergen 
“Hearts & Hollywood”’ in “Yesterday’s Magic”’ in "The Bridge”’ in "Falling Star” 


Louis Jourdan Franchot Tone Boris Karloff Kim Stanley 
in ‘Warm Clay”’ in ‘Days of Grace” in “Sting of Death”’ in ‘The Bridge” 


THE 
THESE AND OTHER GREAT NAMES SELL YOUR 


ELGIN WATCHES, WADSWORTH WATCHES, AND I ( | \ 
HADLEY BANDS, WEEK AFTER WEEK ON TV...ON... 


Watch it... Your customers do! | O |S) R 
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take ‘woes pick... 


Choose any ring. You can’t go wrong with 
BRISTOL styling and quality for BRISTOL 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond 
Rings. 





your best buy is BRISTOL BRISTOL SEAMLESS RING COMPANY 


71 Nassau Street, New York 38, N. Y. 
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SPECIAL INTRODUCTOR! i} 


- POPULAR PRICES — ALL NEW MODELS | 
9 LADIES WATCHES! 6 MEN’S WATCHES! 


NATIONALLY ADVERTISED 


YOUR REGULAR COST $330.30 
YOUR SPECIAL COST $300.00 


YOUR RE-SALE PRICE $693.75 FTI 


YOUR PROFIT $330.68 mio \ 





OFFER! BIG SAVINGS! 
|\WALTHAM sa watches 


rotit! 


PLUS 


BREE SALES AIDS including 


—titractive store clock and other 
portant merchandising helps. 





40% CO-OP AD ALLOWANCE 





nder our cooperative plan 


7 MONTHLY Payment Plan 





OFFER LIMITED 


One Assortment to a Store 


WALTHAM WATCH co. 
Waltham, The Watch City, Mass. 


Dear Sir: 
Send me one assortment of 15 New. Young Waltham 
watches at special price of $300.00 including sales aids. 








A complete watch band department 


in one beautiful, compact unit! 


inside the Show Case 
$ plastic trays, each display- 
ing 10 J-B watch bands. 
Featuring Mu ti-Size, ‘the 
talk of the watch band 
world! Introducing brilliant 
new J-B originations. Styles 
for men and women. Prices 
for everybody —from $4.95 
to $10.95. 


WE ARE 
CO-OPERATING! 


Your Cost $96.00 
Your Selling Price $216.15 


Your Profit ri $120.15 


| —F-t-3Y ae Code -Y-1 1 Mi tal-mmela-laat-liret-li hg 
ro TE eo} F-\'f-Teo Mm of-Talet_a, 


| == 1-0 (ome) xel-Va 
fill-in merchandis 


HOW ASE 


Contains 30 best-selling J-B watch bands popularly priced to sell in volume! 


Put this proven 24 hour-a-day salesman in full view! Inch for inch of display space, it’s yout 
strongest seller. Always convenient and efficient. It simplifies stock-keeping. Tells you ata 
glance what you have, what you've sold, what you need to order. Includes sensational new 
Mutt1-Size models for men... exclusive with J-B! 


Couldn’t be duplicated for *151 J-B Watch Bands 
Yet it’s yours—F REE! are featured on 


Wait till you see this stunning cabinet! Durably built ‘Stop the Music’? 
of handsomely finished natural wood with glass top to radioandTv fy 
protect and enhance the beautiful J-B watch bands. All coast-to-coast! 
free! You pay only for the merchandise. 


And the display itself is FREE! 





“Tjewelers everywhere report— 
li's the greatest thing that ever happened 
lin watch bands! 


























™ 
e PAT. 
a exclusive new links 
RO 
MCk @ @ one size band fits all size wrists 
< bad De ' <a | @ no tools, no trouble — perfect sizing in 10 seconds 
; / ii Kk 2 A Ay, @ cuts inventory, multiplies sales 
? n ‘ ¥ 4 - a $- 4 A 4 ad 
vf 3 5 \ % € “ What a sales maker! You never lose a sale because Mutti-SizeE 
3 > < ste. “ si =" bands can be custom-sized to fit every wrist. Mut1-Size bands are 
1. ony stretch ' pe ire vd ial chee nn actually 5 bands in 1—regular, long, extra long, short, extra short. 
. safety lugs needed Easy to adjust to the size you want. Safe too—operates like any 
awe 7 \ other watch band. 
> ‘gS Extra links on the back of every MULTI-SIZE band card 
| = = e oa = = = = ere * 
UUb d O ¢ Q oxidized b on 
p D 0 901d gq 0 onto fe q] 0 2, qd q 0 
0 0 exe} fe q.* AISO 0 d 0 Old q.~ PB q ds To 
old dtop b 0 oleate R 0.9 
and for the ladies... 
fabulous 
Order from your wholesaler 
ne! yr Pee. new 
our wrist 
at a . 
a fashions! 
These fast-selling 
; styles — and more! 
, In the J-B 


Show Case selection! \ 





#6500...New, | 

super-streamlined = 

Golden Wis,” Retail PEP © —etatt PESOS en 
a each yellow or white gold-filled 





JACOBY-BENDER, INC., NORTHERN BLVD. AND 62ND ST., WOODSIDE 77, N.Y. 


3-55 










SATISFY YOUR 
CUSTOMERS’ DESIRE « «+ 
CALL YOUR 
WHOLESALER 

FOR 

squire 

MEN‘S JEWELRY 














3229 S $7.50 retail 


Engraved knighthead, 
bright and satin con- 
trasted finish in Ham- 
ilton or Rhodium. 





3200 S $3.50 retail 


Diagonally pierced metal 
with stone background. 
Hamilton finish with red 
or black stone. Rhodium 
finish with blue stone. 

















When you want the best in men’s jewelry ... 
call your Squire wholesaler. He is equipped to serve _ 
you with a complete assortment of the 
latest, most popular styles. 

3273S $5.00 retail And be sure to insist on Squire for the 
Gunsne, rend -ted, best in link construction. There is no 
multi-colored trout fly substitute for Squire’s “Anchored Con- 47 
in offset mounting. mba is ae ; 

struction”, spring-loaded for positive, 

long-wearing action. 
And whatever you do . . . don’t miss the Squire line for 
1955! It’s the best ever! Squire, Inc., Taunton, Mass. 














BUY ALL YOUR JEWELRY 
THROUGH YOUR JEWELRY WHOLESALER 
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SETTINGS 
and 
SHANKS IN 









SERIES 485 


GOLD-PLATINUM-PALLADIUM 





Write for Free Illustrations of Various Styles 


SERIES 440 


HONESTY ACCURACY 


KARAT == = =REFINERS & SMELTERS . _ FEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 © New York 19, N. Y. 
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vee’ NATIONAL ~ S 4 
“GOLD FILLED PROMOTION 


‘ continues | re pay off! 











The hugé“pre-Christmas promotion was only the 
beginning. Gold Filled sales*%oomed with the help 
of Life magazine and network television promotion. 
Where retailers featured Gold Filled . . . sales in- 
creased! When counter people talked Gold Filled... 
dollar volume per unit sales climbed! But that was 
just the beginning. There’s much more to come. 


big ‘‘Name’’ Gold Filled 
tie-ins with top recording 
stars! 





The big national Gold Filled promotion will 


continue to pay off for you. 
> new Gold Filled Life ads! 





Here’s how you can cashin... 


STOCK ..... make sure your stock of Gold Filled is 
large enough to provide a good range of selections. Don’t 
be caught short. 


Gold Filled television 
participation in leading 
markets! 





a DISPLAY ... let the national promotion build your 
store traffic. Use and identify Gold Filled items in window 


displays. Group Gold Filled items in counter displays. new Gold Filled displays 


~ and direct mail! 
) IDENTIFY... instruct your clerks to identify each 


Gold Filled piece as Gold Filled when selling a customer. 





Take advantage of the preselling done by national ad- 
vertising. 













EXPLAIN ... make sure everyone in your store 





can give a lucid explanation of Gold Filled and how it 
differs from less expensive plates and washes. If you 
would like a booklet explaining Gold Filled, 
just write to the address below. 
It will be sent you 

without charge. 





Manufacturers Association 
Attleboro, Massachusetts 
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is sweeping 
the country! 











Never before a pattern) | 


NEW... new beauty in 






modern design with a 


balanced place setting... 


1847 ROGERS BROS 


America’s Finest Silverplate 








Northwestern 
Wholesalers 


ready to fill 
your order for... 

























BUTTERFIELD BROS. SIMON GOLUB & SONS 





317 S. W. Alder St. 504 Hyde Building 
Portland 7, Oregon Spokane 8, Washington 
Ss. H. CLAUSIN & CO. INC. MAYER BROS. INC. 
911 W. Riverside Ave. 816 Dekum Bidg. 
Spokane 8, Washington Portland 4, Oregon 
SIMON GOLUB & SONS MAYER BROS. 
1417 Fourth Avenue 4th & Pike Bldg. 


Seattle 1, Washington Seattle 1, Washington 





52-pc. Service For 8 
in No. 52 FLAIR Chest 


$89 75 Retail 


Especially designed to enhance Flair pattern, 
chest is distinctively styled to reflect today’s 
trend in modern furnishings. Highly polished 
bleached mahogany-grained panel compli- 
ments rich black sides. White cover lift and 
ball feet for smart contrast. Luxurious red 
and gray tarnish-resistant lining. 


See order form at end of this section 


We astern 


wholesalers 


are excited about... 


THE BALL CO. OF CALIF. 
610 So. Broadway 
Los Angeles, California 


A. Cc. BECKEN CO. 
909 17th St. 
Denver 2, Colorado 


J. P. BYRNE & SONS CO. 
1441 Welton Street 
Denver, Colorado 


Ss. H. CLAUSIN & COMPANY 
409 Darling Building 
Salt Lake City, Utah 


A. COHEN & SONS CORP. 
215 W. 5th St. 
Los Angeles, Calif. 


THE CORWIN COMPANY 
Figueroa at 11th St. 
Los Angeles, Calif. 


THEO. H. DAVIES & CO., LTD. 
Honolulu and Hilo, Hawaii 


GRAYBAR ELECTRIC COMPANY 
1750 Alameda Street 
San Francisco 1, California 


GRAYBAR ELECTRIC COMPANY 
1900 14th Street 
Sacramento 1, California 


THE HALL COMPANY 
937-939 South Grand Avenue 
Los Angeles 15, Calif. 


iS YOUR ORDER 


_ See order form at end of this section 


MORRIS KRULAK & COMPANY 


Third Floor, Denver Theatre Bldg. 
Denver 2, Colorado 


ALBERT F. LONG CO. 
1201 Welton Street 
Denver, Colorado 


MORGAN @& ALLEN CO., INC, 
657 Mission Street 
San Francisco 5, California 


W. REYNOLDS COMPANY 
Post Office Box 3984 | 
Honolulu 12, Hawaii 


W. REYNOLDS COMPAN 
315 West 5th Street ’ 
Los Angeles 13, California 


W. REYNOLDS COMPAN! 
831 North First Avenue 
Phoenix, Arizona 


W. REYNOLDS COMPAN! 
657 Mission Street 
San Francisco 5, Calif. 


WESTERN SUPPLY COMPANY 
15th & Champa St. 
Denver, Colorado 


WESTERN SUPPLY COMPANY! 


357 West 2nd, South 
Salt Lake City 1, Utah 


iN ? 








SPECIAL INTRODUCTORY OFFERS! 















NO. 1 


Entertainment 
Set 


For the first time, an “all silver” 





introductory offer! Sparkling 
spoon paired with matching 
dish in Flair holloware for 
ANY serving candy, nuts, jellies, 


1g. jams, relishes and sauces. 


Regular $ 25 
Retail 


Special & Qe 


Retail 
(Inc. Fed. Tax on dish) 






INC, 






ANY 





NO. a_ 


Spreader Set 






Four individual spreaders with 






sculptured handles for casual en- 






tertaining. Exceptionally conven- 






ient for gracious service with all 






AN| 
: kinds of cheese and snack spreads. 


Regular $ r 4 20 
Retail 


Retail 











A" Special & 













GIFT BOXED... SALES-MAKING TRAFFIC 
STIMULATORS FOR EXTRA VOLUME AND PROFITS 


1847 ROGERS BROS. 


America’s Finest Silverplate 















AMMEX JEWELRY & 
NOVELTY CO. 
319 First Nat’l Building 
El Paso, Texas 


THE BALL COMPANY 
Charlotte Hotel 
Charlotte, North Carolina 


A. C. BECKEN CO. 
Chamber of Commerce Bldg. 
Nashville, Tenn. 

A. COHEN & SONS CORP. 
321 Peachtree St. N. E. 
Atlanta, Georgia 


DUNN & EWBANK, INC. 
406-408 S. Morgan Street 
Tampa 2, Florida 


THE EDWARDS CoO. 
805 Ellis Street 
Augusta, Georgia 


EWING BROTHERS 
5 Plaza Way 
Atlanta 2, Georgia 


South and Southwestern 
wholesalers are enthusiastic about. .} 





B. M. HAMMOND Coa., INC 
111 West Commerce Street _ 
San Antonio 5, Texas 


HILLER JEWELRY Co, 
304 Godchaux Building 
New Orleans, La. 

BEN HYMAN & Co. 
256 Spring Street, N. W. 
Atlanta, Georgia 
WM.R. KATZ COMPANY 
I. C. T. Building 
Dallas, Texas 
B. KLEITZ & BRO. CO., INC 

6th & Market Streets 
Wilmington 99, Delaware 
MAX KOHNER, INC. 
21-23 W. Baltimore St. 
Baltimore 1, Maryland 


LEONARD KROWER & SON, INC 
Canal & Exchange Place 
_ New Orleans Q, La. 






































FLAIR HOLLOWARE ... . Expressly created to compleme 
flatware design, a complete service to stimulate holloware sales 


Buffet Tray Roll Tray 
$17.50 Retail $10.00 Rete 


Prices subject to Fed. Tax 


1847 ROGERS BROS 


America’s Finest Silverplate 











Beverage Pitcher 
$30.00 Retail 
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NY L. LURIA & SON 
980 So. West First St. 
Miami, Florida 


INCE LYLES-VAN-DeGRAZIER CO. 
Life of America Bldg. 
Dallas 2, Texas 


a OKLAHOMA ROSS-BECK CO. 
Colcord Bldg. 
Oklahoma City, Okla. 


Ni, INC c. B. PETERSON CoO. 
613% Church St. 
Nashville, Tenn. 


PHILLIPS WHOLESALE 
JEWELERS, INC. 


12 East Grace Street 
Richmond 19, Virginia 
RICHMOND JEWELERS 
SUPPLY CO. INC. 
115 No. Foushee St. 
Richmond, Virginia 
SAUNDERS DIST. INC. 


224 East Trade Street 
Charlotte, North Carolina 
SOBEL BROS. 
930 E Street N. W. 
Washington 4, D. C. 
TAYLOR & COMPANY 
508 San Jacinto 
Houston 2, Texas 




















TEXOMA COMPANY $1075 retail 
512 So. Akard St. Newest accessory on the market for 
Dallas, Texas elegance in modern entertaining. 


Smartly styled! Unbreakable black 


de. U. S. ; JEWE i. RY, INC. plastic fork tines and bowl add ex- 
Baltimore & Liberty Sts. citing contrast to graceful hollow 
Baltimore 1, Maryland handles in Flair. 





ACT NOW FOR PROMPT DELIVERY! 


— @ | ele 
























Micwesrern 
wholesalers 
backing... 





BENJ. ALLEN & COQO., INC. H. W. BURDICK Co. 
10 S. Wabash Avenue 3622 Prospect Avenue 
Chicago 3, Illinois Cleveland 15, Ohio 


BALDWIN-MILLER CO. 
238 South Meridian St. 
Indianapolis 25, Indiana 


THE BALL COMPANY 
6 No. Michigan Ave. S. H. CLAUSIN & CoO. 
Chicago 2, Illinois 41-12th Street, N. 


THE BALL COMPANY Minneapolis 2, Minn. 
627 First Avenue, North 
Minneapolis, Minnesota 


J.P. BYRNE & SONS CoO. 
14th & Farnam Streets 
Omaha 2, Nebraska 


EDWARDS & COMPANY 
1115 Walnut St. 


A. CC. BECKEN CoO. Kansas City, Missouri 
Box | 
Chicago, Illinois EISENSTADT MFG. CO. INC. 


317 North 11th Street 


A. C. BECKEN CO. St. Louis 1, Missouri 


1008 Michigan Theatre Bldg. 


Detroit 26, Michigan A. H. FICKEN co. 
BOAS SONS, LTD. 850 Euclid Avenue 
55 E. Washington Street Cleveland 14, Ohio 

Chicago 2, Illinois 





(Continued) 


EMIL BRAUDE & SONS INC. he 
538 S. Wabash Ave. | ( 
Chicago 2, Illinois \ 


3-Pc. Hot Beverage Service $65.00 Retail N . 


Hot Beverage Server . . $37.50 Retail 
Cream & Sugar . . . . $27.50 Retail 
Serving Tray .... . $17.50 Retail 


(Prices subject to Fed. Tax.) 











1847 ROGERS BROS 


America’s Finest Silverplate 


1847 





See order form at end of this section 


ready to ship 


your order ,4\ 


new idea in 
holloware ... 


Complements the balanced 
beauty of its counterpart in 
flatware. Smooth contours 
ingeniously fashioned to 
reflect the current vogue 
for true beauty in modern 
design . . . most pieces 
functionally styled to serve 
more than one purpose. 


immediately! 












predict a profitable future with 4 








Balanced Place Setting . ... Uncompromised by past influence, it’s 
bold and daring! Smooth sculptured handles are gently moulded 
with graceful lines sweeping towards the plate for balanced sym- 
metry at each place setting. Another “first” in 1847 Rogers Bros.! 


FRANKLIN BROTHERS 
i 18 East 11th Street 
| Kansas City 6, Missouri 








THE GERWE-BROWN Co. 
817 Main St. Vv 
Cincinnati 2, Ohio 
































THE GORENFLO COMPANY 
1940 E. Jefferson Ave. 
Detroit 7, Michigan 








neces dae neta, 


HARRY GREENWOLD, 
WALLENSTEIN-MAYER CO, 


31 East Fourth Street 
Cincinnati 2, Ohio 


T 


J. H. GROSS & COQ. 
3210 Euclid Avenue 
Cleveland 15, Ohio 


HALLETT BROS. E 
121 North Sth Street 
Lincoln 8, Nebraska 





HEYNE & GROVES, INC. 
408 Madison Avenue 
Toledo 4, Ohio 


eet 


H. P. JOHNSON CoO., INC. 
213 Wisconsin Avenue 
Milwaukee 3, Wisconsin 





nner teases iit 
apne Se aes 





A. ©. KUESEL & SON 
; 213 W. Wisconsin Ave. 
at ges Milwaukee, Wisconsin 






SUFFICIENT STOCK NOW! 





0, 
\NY 


¥ 
Co, 


ic. 




































mM. A. LUMBARD CO. 
504 Shops Buildings 
Des Moines 9, lowa 





we. P. MAHNE SILVER 
313 Arcade Bldg. 
St. Louis 1, Missouri 


MASCHMEYER-RICHARDS 
SILVER COMPANY | 


315 No. Seventh St. 
St. Louis 1, Missouri 


THE E. H. PUDRITH COMPANY 
220 Bagley Avenue 
Detroit 26, Michigan 


Cc. & N. RAUCH, INC. 


48 South Main St. 
Winchester, Kentucky 


BOB SCHEFFRES & CO. INC. 
29 East Madison Street 
Chicago 2, Illinois 


N. SHURE COMPANY, IN 
Adams at Wells Street 
Chicago 6, Illinois 


STEIN & ELLBOGEN COMPANY 
55 East Washington, Street . 
Chicago 2, Illinois 


STEIN & ELLBOGEN COMPANY 
220 Bagley ‘Avenue 
Detroit ‘26, Michigan 












See order form at end of this 





Eastern wholesalers ;,, 

















AISENSTEIN & GORDON, INC. J. W. JOHNSON, INC. 
712 Sansom Street 15 Maiden Lane 
Philadelphia 6, Pa. New York 38, New York 

oe LESTER JEWELRY COMPANY 
ee ee ~ 88 Clinton Avenue North 


Syracuse 2, New York 
A. JOS. BALTIN & COQO., INC. 


Rochester 4, New York 






722 Sansom Street M. LEVITZ & CO. 
Philadelphia 6, Penna. 133 North Pearl Street 
BIGGARD & COMPANY, INC. Albany 7, New York 
_ 800 Penn Ave. LIEBERMAN BROS. 
Pittsburgh 22, Penna. B4 Nessau Street 
A. COHEN & SONS CORP. New York 38, New York 
27 West 23rd Street 
New York 10, New York LIPSETT & HILL, INC. 
GRAFNER BROTHERS Franklin at Mohawk St. 
818 Liberty Avenue Buffalo 2, New York 
Pittsburgh 22, Penna. LUCAS WHOLESALE 
H. O. HURLBURT & SONS JEWELERS, INC. 
817 Chestnut Street 116 S. Salina Street 





Philadelphia 7, Penna. Syracuse 2, New York 











Serving Pieces are smartly styled and repeat balancel 
theme of place setting pieces for delightful harmony. 


Cold Meat Fork ....... $3.50 Retail 
Guevy tale cs $3.50 Retail 


1847 ROGERS BROS 


America’s Finest Silverplate 

























% 


ar merchandising 


L.LURIA & SON 
160-Sth Avenue 
New York City 10, New York 


NY NEW JERSEY JEWELERS 
SUPPLY HOUSE 


260 Washington Street ALEX SABIN & SONS, INC. 
Newark, New Jersey 20 West 47th Street 
PETERSEN, MAX & COMPANY New York 19, New York 


210 Ellicott Square 


Buffalo 3, New York S-K-L CO., INC. 


15 West 47th Street 


GEORGE PHILLIPS & CO. New York 36, New York 
Times Bldg. 
THE SAMUEL WEINHAUS 
Scranton 3, Penna. COMPANY 

H. POLNER, INC. 8O8 Liberty Avenue 

Main at Swan Street Pittsburgh 22, Pennsylvania 

Buffalo, New York NAT ZUCKERMAN @& 
THE CLAUDE R. ROBINS COMPANY COMPANY, INC. 

312 Chestnut Street 135 Fifth Avenue 





—————= 
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emmpattatens New York 10, N. Y. 














Footed Platter with Well . . $22.50 Retail Sauce Bowl and Tray . . . . $15.00 Retail 
Double Serving Dish . . . . $22.50 Retail 


(Prices subject to Fed. Tax) 









rail 


HAVE YOU PLACED YOUR ORDER? 


See order form at end of this section 








New Engiand 





wvholesaiers 


now shipping... 



































ALBERTS’ 


12 Teaspoons 

12 Forks 

12 Knives 

12 Service Spoons* 
1 Butter Knife 







SONS, INC. D. C. PERCIVAL & COMPANY, INC. 
373 Washington Street 373 Washington Street 


Boston 8, Mass. Boston 8, Massachusetts 
THOMAS LONG COMPANY J. A. SILVER COMPANY 
46 Summer Street 167 George St. 
Boston 10, Mass. New Haven, Conn. 
K. A. MURPHY COMPANY ALBERT WALKER CO. INC. 
373 Washington Street 37 Chestnut Street 
Boston 8, Massachusetts Providence 3, R. lI. 





54-pc. Service for 12 
in No. 54 Sculptured Modern Chest 


$9975 Retail 


Beautifully contoured with deep carved 
face panel suggesting modernity of 
Flair. Rich mahogany finish. Interior 
tailored in luxurious red and gray tor- 
nish-resistant lining. Also available in 
smart blonde finish—No. 54A 


CONTENTS 


1 Cold Meat or Salad 
Serving Fork 

1 Gravy Ladle 

1 Pierced Tablespoon 

1 Sugar Spoon 

1 Tablespoon 


*Salad Forks may be substituted 


MAIL YOUR 
ORDER TODAY! 


See order form opposite 
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SPECIAL 






ASSORTMENT UNIT 


puts you in business right away! 


Special FLAIR Flatware Assortment 
Unit No. 104 


1 52-pc. Service for 8 in No. 52 Flair Chest 
1 54-pe. Service for 12 in No. 54 Sculptured Modern 
Chest 
12 Entertainment Set Introductory Offers 
6 Spreader Set Introductory Offers 


Retail Value $260.60 


Subject to usual discount 


Outstanding Free Display 


No. E-902 shown at right, with each FLAIR Flatware Assortment. 
Solid wood construction, three-dimension cut-out lettering. Plat- 
form in front may be used for holloware, Entertainment Set or 
serving pieces. Fine for window or counter. Includes FLAIR knife 
and fork ABSOLUTELY FREE! 











FLAIR 
Entertainment Set 
individually gift boxed and 
packaged in units of 12. At- 
tractive display shipped FREE 
with every unit. 


Retail $47.40 


(Inc. Fed. Tax on dishes) 
Subject to usual discount. 


FLAIR 

Spreader Sets 

beautifully gift boxed and pack- 
aged 6 to a unit. Colorful card 
included FREE. Card converts 
gift box into an eye-catching 


display. 
Retail $23.70 


Subject to usual discount. 


FLAIR Holloware Assortment 
Unit No. 95B 


Consists of one each of most-in-demand items with free display card. 
Contents: Footed Platter with Well, Relish Dish, Double Serving 
Dish, Sauce Bowl and Tray, Roll Tray, Buffet Tray and Utility Tray. 


Total Retail $104.00 


Fed. Tax extra 
Subject to your usual discount 





1 No. E-902 Flair Dimen- 
sional Display 


1 No. E-1154-18 Enter- 
tainment Set Display 


2 Price Lists 


25 Consumer Folders 





Ss 


FREE Advertising Kit with the 
FLAIR Flatware Assortment No. 104 


1 Newspaper Mat 


1 Set of TV and 
Radio Scripts 


1 Display Suggestion 
Sheet 
































CLIP AND MAIL TO YOUR WHOLESALE DISTRIBUTO 


PLEASE send me the special 1847 Rogers Bros. Flair Assortment Units in quantities indicated: 
Special Flair Flatware Assortment Unit at $260.60 each, Retail. 
No. 54 Sculptured Modern Chest with [(_] Mahogany finish or [] Blonde finish. 


Special Flair Holloware Assortment Unit 95B at $104.00 each, Retail. 
All retail prices subject to usual discount. 








PLUS the following items in Flair: 











STORE NAME 








ADDRESS 





CITY. ZONE STATE 
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STRONG MAGAZINE 
ADVERTISING FOR 


BRS ee See araa 
si 
ose 















IN THIS GREAT LIST 
oF 15 TOP MAGAZINES 


LADIES’ HOME JOURNAL LIVING FOR YOUNG HOMEMAKERS 





McCALL’S BRIDE’S 

SEVENTEEN GUIDE FOR THE BRIDE 
BETTER HOMES & GARDENS MODERN BRIDE 
MADEMOISELLE TRUE STORY 
GLAMOUR TRUE CONFESSIONS 
CHARM MODERN ROMANCES 





| PLUS for the first time READER'S DIGEST with 10 MILLION CIRCUL) 


1847 ROGERS BROS. 


AMERICA'S FINEST SLVERPLATE & PRODUCT OF THE INTERNATIONAL SILVER COMPANY 












Full-page presentation ad in 
BETTER HOMES & GARDENS | 
COUPLED WITH 4 QUARTER- | 
PAGE ADS IN SAME ISSUE! 





PLUS A 3-PAGE GRAND SLAM IN THE 
APRIL LADIES’ HOME JOURNAL! 






& 





so modern...it sets a new tradition 

















/ 















“Plant” your rings early — in these flower- 
hued Dennison cases of smooth, gleaming plas- 






tic. Your sales are sure to grow. 
This ring case, 6550TX, reflects the beauty 
and freshness of spring. The curved and fluted 








surfaces, the slanted base enriched with a gold 






leaf decoration are designed to catch the eye at 
once. The simplicity of this case makes it suitable 
for either sex; it will hold two woman’s rings or a 
















man’s large ring. 

Colors are light pink, light blue, light green or 
white with white rayon satin cover cushions and 
transparent or Karess velvet ring pads in harmon- 
izing shades. Cases come in individual white 
packers — cartons of one dozen. Order by 
number, 6550TX. 


Ask your wholesaler to show you ¢ 
the complete Dennison line WNNVAOW 


FOR RETAILERS: A complete line of boxes and 


cases, findings and supplies. MANUFACTURING COMPANY 
ly designed paper jewelry boxes and cases. Marlboro, Massachusetts 
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... nothing writes as smoothly as 0 


Waterman's 


ppl 


And we're pointing it out more often—in more magazines—than ever before} 
In fact, Waterman’s Sapphire advertising will appear every single month 
during 1955 in at least three of the national magazines pictured— 

for a total of over 30,000,000 impressions! 


This hard-hitting campaign points out this vital fact: on any surface... 
nothing writes as smoothly as a Waterman’s Sapphire. It mentions the 
Sapphire’s synthesized jewel point... its remarkable affinity to ink... 
its instant response to any writing surface with never a skip, smear or clog, 


And thanks to the increased productién needed to satisfy fast-growing 
demand for this beautiful pen, we 
now offer the Sapphire at the new 
easy-to-sell price of $5.00, tax included, 
Also available in sets with matching 
pencil starting at $10.00, in 14kt. Gold 
Filled and Sterling Silver. Sold by 
leading jewelers everywhere. 

The Sapphire is truly a “jeweler’s 
jewel” of a profit-maker. 


Microscopic photos prove superiority of 
Waterman’s Sapphire 


Conventional steel ball point Waterman’‘s Sapphire point — 
(enlarged 250 times) aftertwo (enlarged 250 times) after two 
weeks of continuous writing. weeks of continuous writing. 
Microphoto reveals that the Note that the Sapphire point 
surface is scratched andpitted. is almost perfectly smooth. 


WAT E RM A Ni 4 E N Cc oO M PA tN Te H Ww Cc eg 1 DeForest Street, Seymour, Conn. 
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Charms sell . . . when they are Bracelets of Charm 














by Forstner! These six bracelets will lead the parade 


to higher sales this spring! 
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A few of the many 


other charms available. 
ALL PRICES KEYSTONE 





JEWELRY’S NAME FOR QUALITY 


All items shown are available in 1/20th—12 kt. 
Gold Filled (F) or Sterling Silver, Rhodium Plated (S). 
Some styles in 10 kt. or 14 kt. Gold. . 


FORSTNER CHAIN CORPORATION + IRVINGTON 11, NEW JERSEY 











Lhe wheel of a Ballou ear wire is of 
such perfect workmanship many manu- 
facturers of high grade products order 
uncapped wheels for their products. 


SCREW EAR WIRE 


With precision, machine-cut threads on the hub as well as on the post 
J 


the Ballou line of screw ear wires offers the trade a quality that it pays to use 


Inspected in the Ballou tradition each item is checked for alignment ang 
corrected, if necessary. Available only in precious metals — 14K, 10K, Sterling 
and Gold Filled. Send for supplementary catalog sheet. 


FINDINGS 


SOLD TO THE MANUFACTURING TRADE 


B. A. BALLOU & CO., INC., 61 PECK STREET, PROVIDENCE 2, R. I. 
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from the world cafntol of fine watches... 


BULOVA leadership changes all America’s 
udeas about buying high-jeweled watches 


with the words... 


“PRECISION 
ADJUSTED” 


Every reputable jeweler is aware of his present 
loss of watch business to retailers other than 
jewelry stores and to disreputable outlets 
which sell up-jeweled watches (really rebuilts) 
to an unsuspecting public. 


On March 15, Bulova launches one of the most 
powerful campaigns ever—against this unscru- 
pulous practice —by selling the true value of the 
high-jewel, precision adjusted watch. With dra- 
matic force, Bulova drives home the desirability 
of buying a watch with real working jewels — 
not just “counting” jewels—a watch that 
guaranteesfullquality, high-jewel performance. 


With the words “PRECISION ADJUSTED” 
we meet head-on the hottest issue in the watch 
business today—the one factor that is holding 
you back from more sales—up-jeweling of 
cheap imports. 


Featuring the Bulova “23” —the fastest selling 





fine watch in history —the full national power 
of Bulova advertising in Television and Mag- 
azines will bring home the “precision adjusted” 
story to your customers. 


You, as a fine jeweler, know that there is no 
point in buying a high-jewel watch unless it is 
precision adjusted. Fortunately, you, the jewel- 
er are the only one in a position to present 
this story to the customer. No one else who 
sells watches can speak with authority. The 
“precision adjusted” story is the jeweler’s and 
he alone can profit by it. 


Working with you, Bulova puts the fullest 
advertising power behind this sensational 
story to combat the serious threat to your 
business. 


Watch for it! Tie in with this powerful cam- 
paign to bring the watch business back to 


your stores. 


President 
Bulova Watch Company 











HAND CARVED 


Matched Wedding Ring Sets 


exclusively 


designed by 
Bek Gare? 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 


BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and unesurpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on .. . HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer 


Mats Available Free Upon Request 





24-Hour Service On All Special Orders 
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Ronson Announces 
5 Spectaculars 


| for ‘99 


|. New Ronson Shaver “Trip-Kit”, + 3100s. 


Compact, genuine leather travel case 

holds Ronson Electric Shaver, unbreakable mirror, 
Kent comb, collapsible toothbrush, toothpaste, 
stainless steel file. $32.50 retail F.T. I. 


2. New Ronson ‘‘Windlite”, #21296. The 


popular Ronson Windlite now available in smart 
black enamel with chromium plate. $4.95 retail. Also 
in black with gold finish, # 21562, $5.50 retail. 


3, New Ronson “Capri”, #27873. The 


fabulous Capri is Ronson’s newest lighter. 
Beautifull y styled...precision crafted. 

Patented swivel base for easy fueling. 

Gold plate, $12.50 retail, plus tax. Also in gold 
finish, # 27976, $8.50 retail, no Fed. tax. 


4. New Ronson “‘His and Hers” set, 
#50235. This matched set in handsome gift 
package features the beautiful Essex and Capri 
lighters. Lustrous gold finish, $17.00 retail, 

no Fed. tax. 


5. New Ronson “Smart Set”, + 18245. 


Smart and practical gift set...Ronson’s trim and 
thin Adonis lighter with matching tie clasp 
and cuff links in chromium plate. Handsomely 
packaged. $20.00 retail F.T.I. 
























Order today from your Ronson supplier 


Ro MELO] World’s Greatest Lighters 


























FOR MARCH, 1955 






THE SUPER- 


ready NOW! tHe swiss 


Here’s the first sales aid that literally 
Swiss Watch... to easily explain what 























<r enema 


SHOW YOUR . 
CUSTOM : RS ans This unique booklet, illustrated in full color, de- 


how ingenious... scribes in detail a typical mechanism of the fine 
Self-Winding Swiss Watch. For the first time it 
shows, graphically, the function of each part of a 
how accurate self-winding device in a series of transparent, over- 
The Self-Winding Swiss lapping plates. Your sales people _ nm ha 
i inestimable help in explaining—and selling—‘* Uhe 

Watch really is! ‘Timekeeper of the Future.” 






how practical... 


“For the gifts you’ll give with pride, 
let your jeweler be your guide.” 







Ny 


THE WATCHMAKERS OF SWITZERLAND 





you Ss 
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SALESMAN FOR 


SELF-WINDING WATCH! 


X-rays the inside of a Self-Winding : 
is the most wanted watch of our time! 








pr - 


i 








Now, for your customers, the mysteries and 
intricacies of the Self-Winding Swiss Watch 
are simply an open book .. . this point-of-sale 
book published in Switzerland, using a 
revolutionary printing process to show— 

part by part—the mechanism that makes 

a Self-Winding Watch wind. 

And The Watchmakers of Switzerland are 
making this available to every quality jeweler! 
Every part of a typical mechanism has been 
printed on successive pages of transparent acetate 
paper. With the flip of a page, you can show 
your customer just how the self-winding 
movement works, just why this type of watch 
has so many advantages. 

This is the merchandising device of the future 
for ‘““The Timekeeper of the Future’! It does 
the talking and the selling for you in terms 
your customers will understand. 

And it’s free to you with the compliments of 
The Watchmakers of Switzerland! 


HOW TO ORDER “THE SELF-WINDING SWISS WATCH”— 


In the next few days you'll receive an order card in the mail. Watch for it. . . fill it 


out... return it. Your copy of this newest publication from The Watchmakers of 


Switzerland will soon be on its way to you. 


TO HELP YOU SERVICE SELF-WINDING WATCHES— 


A limited supply of the Technical Bulletins, illustrating and describing the disas- 


sembly and assembly of Swiss self-winding, chronograph and calendar movements, 


FOR MARCH, 1955 


is still available. The Technical Bulletins can be ordered with this new booklet. 
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THESE TOP NATIONAL BRANDS ARE BEHIND YOU! 


Fite Phonson a 


P SHAVERS 
MEN'S JEWELRY BRACELETS OF CHARM ) | MANICURE 


Cont fill GEMEX (Va IMPLEMENTS United 


CLOCKS 
CUTLERY WATCH BANDS PaPER-MATE PENS 
tq GENERAL@BELECTRIC POOLE tien COFFEEMATIC 
AUTOMATIC SKILLETS 
SILVERWARE WALTHAM 
he tock SHAVERS WATCHES 


WATCH BANDS 


INTERLOCKING RINGS RONSON ZIPFPO LIGHTERS 


LIGHTERS 
26 
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The Finest Gifts Are at Your Jeweler’ 

. . hipwiiielll A) 

Cash in on National Jewelry Week! Promote, advertise and display ee 
the 18 nationally-famous products featured in this salesmaking promotion! National 
Jewelry Week can make this your biggest Spring season ever...leads right into 


Mother’s Day, Father’s Day, Graduation, June Bridal Month and anniversaries. 


Tie-in with National Jewelry Week! It focuses nation-wide attention —- NATIONAL 


on you, the retail jeweler, with the biggest industry-wide advertising, publicity and JEWELRY 
merchandising program the jewelry industry has ever had! National Jewelry Week WEEK 


April 22ug fo 28th 


is destined to become jewelry’s greatest event! 


Free Merchandising Kits! Include window displays, window streamers, 


mats, sales aids and check-list of tie-in ideas. Be sure to ask your wholesaler’s sales- 
man for your Free Merchandising Kit—or write The National Wholesale Jewelers’ 
Association, 1900 Arch St., Philadelphia 3, Penna. 





National Jewelry Week is an industry-wide service program 


officially sponsored by the 





Jeweler + Jewelry Wholesaler -+- Jewelry Manufacturer 


working together hand-in-hand to provide better gifts at better values! 
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Sterli — Si Vel is its own 





As a principal fabricator of Sterling 
Silver, we scrupulously do our part to 
preserve this magnificent metal’s good 
name and inherent appeal by main- 
taining highest possible standards of 
fineness, gauge and working proper- 
ties in every ounce we produce. 





Os "tee? by 
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Os & 
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BEST SALESMAN 


The strong appeal that Sterling Silver has for 
everyone, comes from the metal itself. The high 
esteem, the desire to possess, the pride in possession 
—all are engendered by this wonderful metal’s 
matchless combination of rich beauty, unequaled 
luster and intrinsic precious metal value. Yes, to 


see Sterling Silver wares is to want them. 


A tasteful display in your store, like the one above, 
will help you take advantage of Sterling Silver’s 
great natural sales appeal. 


HANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, N. Y. 


UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36,N. Y. 


Quality precious melals since 1867 


BRIDGEPORT, CONN. © CHICAGO, ILL. * LOS ANGELES, CALIF. * PROVIDENCE, R. 1. * TORONTO, CANADA, 
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our Money Ofer 


on the HAMILTON BEACH Liqui-Blender:! 


es ee ee ee eee eee 
am ve 


: iy 
Ff “Vate’ 20”? 5% PROFIT) \ 


\ ON THIS #3922 HAMILTON BEACH | 
7 LIQUI-BLENDER ! 


- -” 
~ 
BUY THESETWO eg ee, 


HAMILTON BEACH | THIS MODEL “G” 














os, 








MIXETTES —~ FOOD MIXER . e } aX 
At $12.28 Each Plus At $24.25 
($19.50 each, retail) ($38.50 retail) eel 


AND GET THIS EXTRA-VALUE 
HAMILTON BEACH LIQUI-BLENDER FOR ONLY $] 917 


Regular retail price $39.50 
Your special cost $19.17 


Your profit $20.33 (51.5%) 
PLUS A BIG 42.7% PROFIT ON THE ENTIRE ASSORTMENT! 


3 IG MERCHANDISING KIT FREE 
WITH SPECIAL OFFER! 









Wat ‘ pushing ai are | <a 
; ave bee “minded W you a | € ag 
a editors OO that value "Beach Bives ‘ae 
—_ And eo Hamilton Fold” tee 
e ea, ’ 
he \ “Cut 
jd on t \ : ew *'. pjender NEWSPAPER 
ie gelling - es action» new Lid ase od prea wow omarege 
For lots eying Str ower, Y special to build traffic! tition 
action is ~ the cutting ¥ sage of erm 51.9" 
. + 1c ke t 1 
delivers lowe Ta a e 
: an 
with the der offer 
EE | 
Liqui-B 
— COUNTER FOLDERS 
for waiting customers! CEEAY Cane 





to win attention! 


Call your distributor NOW! © 


re 
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Ae HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine, Wis. 
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Want to give your 
store traffic 







then hurry... 
tie-in with thi. 
exciting new 
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RUEN 





There’s not a minute to lose, if you want to take part in Your Gruen representative is working overtime to make 
this traffic-pulling new Gruen promotion. For the powerful sure nobody misses out on this great new contest promotion. 
Gruen “Mystery Moment” contest ad, above, will be reach- But, if he hasn’t reached your store yet — don’t wait. Write to 
ing Life’s 26,450,000 readers any day now. the Gruen Watch Company, today, and full details of the hd A 


“Mystery Moment” contest will be rushed to you at once! 
As you can see from the ad, Gruen isn’t running this con- 


test, you are. Gruen supplies the contest, the advertising sup- 


port, the free prizes .. . and you take it from there. Your store dean gee Alain ane ie 
tant trade-mark in watchmaking. 
is the only place where “Mystery Moment” entry blanks can Gruen Watch Company, Time Hill, 


; Cincinnati 6, Ohio. 
be obtained, so contestants have got to come to you. THE PRECISION WATCH® 
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the new simulated pearls 
with the look of 
lovely cultured pearls 


Now . . . for MOTHER’S DAY — BRIDES — 
GRADUATION ... you can offer your customers 
Rosée simulated pearls with the rich, subtle tint 
of expensive cultured pearls. And with Deltah’s 
HOLLYWOOD FASHION GROUP you can fea- 
ture ‘‘Rosée”’ necklaces and chokers at prices to 


attract customers in mass! 


HOLLYWOOD FASHION GROUP 
GIVES YOU $54.50 PROFIT 
ON INVESTMENT OF $29.75! 





You make 82% extra profit with the 8 beauti- 


ut 


fully packaged ‘’’’Rosée’’ necklaces and chokers 
(plus the free bonus of 6 ‘’Rosée”’ earrings) in 


the HOLLYWOOD FASHION GROUP... . on the 
low cost to you of $29.75. 


America 







Fa As) 


AT BETTER JEWELERS 


Deltah to Bah, s* the petals DE ommee 


your 











SIM 7 > ; * 
ULATED PEARLS 411 Fifth Avetiue New /York\ : wholesaler 


ew 





here’s a touch of Cleopatra in every woman 





AND NOW YOU CAN CASH IN ON IT...WITH 


( a7 ers ~4o iv . 












3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


... bewitching adornments for the — search of truly exciting gifts. 


woman with an instinct for high fash- Strong, tubular construction, tarnish- 


ion... luxurious, coiled golden brace- proof scales, golden color, or rhodium- 


lets for her wrist or upper arm, a plated for long-lived beauty. Also 


gleaming golden choker for her throat. available with Turquoise or Jade 


You'll sell them to women with a__ stones in place of snake’s head and tail. 





flair for the dramatic and to men in’ Whiting & Davis Co., Plainville, Mass. 


land UL hand with flushion —~SINCE 1876 
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TO BRING 
THE WATCH BUSINESS 
BACK TO THE JEWELER 


The 


BENRUS WATCH COMPANY 
runs full page advertisements 
like thiS [Nn @o oc 








All major 
urged to joi 
consumer cal 
tail jeweler’s 
efforts of all 
industry can 
spicuous suc 





All major watch manufacturers are 
urged to join with us in this important 
consumer campaign to revitalize the re- 
tail jeweler’s watch sales. The combined 
efforts of all the leaders of the watch 
industry can help make this plan a con- 
spicuous success. 


Magazine advertisements such as that 
shown here are part of a completely co- 
ordinated campaign being carried for- 
ward by Benrus. All jewelers are invited 


to write for details of the plan and a 
description of the comprehensive point- 
of-sale material available. 


THE BENRUS WATCH COMPANY 
New York 36, N. Y. 
























it happened in... 





LONGVIEW 
TEXAS 





—_--—-— 
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Changing horses in midstream! We 
were to liquidate Sosland’s on a 
commission basis, having guaranteed 
the total amount of our estimate 


with cash, as is our practice. We had 
estimated correctly, in dollars that 
is — in time, we were way off. Here 


was a stock of over $100,000 in a 
town with a population of only about 
25,000! This selling would take 
lime, time we hadn’t counted on. Of 
course we could and would have 
stayed as long as necessary whatever 
it did to our schedule. But a better 
solution was our ability to arrange 
for the sale of the store as a going 
business three weeks after we ar- 
rived. We made a little less, Sos- 
land’s made 25% more by changing 
horses in midstream. Yes, Gordon 
Brothers can make mistakes, too, 
but never, no never, does anyone 
else suffer by them. 











Stories from our 51 years’ experience with truths of just as great significance today. 


ec 


Each Omega part is fitted with 
microscopic care. Over 70 inspec- 
tions assure a movement as fine and 
accurate as modern science can 
possibly make it. 





From blueprint stage to assembled 
mechanism, Omega engineers work 
with tolerances finer than one- 
thousandth of an inch. 








ot how many... 


but how well! 


It was 2000 years ago that a handful of determined Greeks crushed the 
vaunted Persian legions numbering over 100,000 troops. 


The vulnerability of size—and size alone — was never more conclusively 
demonstrated. 


Yet the temptation to be biggest has never ceased to exist — among manu- 
facturers as well as armies. And with it, all too often, a lessening of quality 
... a disregard for the true sources of strength. 


In the jewelry business, every generation has seen its share of famous names 
losing their lustre... reputations going down hill... standards thrown over- 
board in the frantic exploitation of sales. 


Omega understands this process of deterioration which has ruined so many 
good products, when quality controls are abandoned to the exigencies of 


the moment. 


Instead, Omega is committed to doing the job as well — or as near perfect — 
as human beings and machinery can manage. Despite the fact it’s the world’s 
largest-selling quality watch ... despite vast increases in production during 
recent years ... Omega has never sacrificed so much as one degree of its high- 


precision in the interests of expediency. 


The jewelers who sell Omega are secure in the knowledge that theirs is a 
quality franchise. They know that no matter how great demand grows, 
Omega will continue to produce according to the principle, “not how many 


but how well.” 


For that is the Omega way, ever dedicated to being but one thing — the finest. 


OMEGA 


THE WATCH THE WORLD HAS LEARNED TOTRUST 


NORMAN M. MORRIS CORPORATION + 655 MADISON AVENUE > NEW YORK 21, N. Y. 
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BLUEPRINT FOR BIGGER SALES... 


THIS GREAT NEW 


ADVERTISING 
CAMPAIGN! | 


It’s entirely new . . . fresh. Called ‘“To- 
gether’’. . . because it fits today’s cus- 
tomers’ wants and needs. For couples 
do more things together today. They live 
. .. and entertain . . . more casually. 
This new “Together” advertising will 
help you sell your two Community* 
markets. . . brides as well as the older 
replacement market. 


o proud of your 
& 
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Full-color pages (three on best-read 
covers) in top-circulation magazines 
this spring. Reaching more than 57 
million readers! 











Please turn this page 









Television advertising this spring! On for more news... 
NBC’s ‘‘Home Show,” starring Arlene 
Francis. 47 nation-wide stations reach- 
ing more than 25 million homes! 











* TRADEMARK OF ONEIDA LTD,, ONEIDA, NEW YORK, 
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SCH all six COMMUNITY 


wth these brand-new 


NEW “TOGETHER” CHEST WITH 54 PIECES! 


(AVAILABLE WITH ALL PATTERNS) 


Your customers won’t be able to 
resist this stunning, new two-tone 
de luxe drawer chest. And, to at- 
tract them even more—two bonus 
pieces are added to the regular 52- 
piece service for 8 (handsome 
PastryServerandCold MeatFork)! 
Only $89.75 retail! 





Chest comes in a choice of two combinations. 
Blond-finish chest has front insert finished in 

dark mahogany; inside lined with chartreuse “‘crepe- 
sheen” and satin. Mahogany-finish chest has front 
insert finished in blond; inside lined with rose 
“‘crepesheen” and satin. 


SPECIAL ! 


NEW “GET-ACQUAINTED” OFFER 


+A it ‘7.] WITH SOUTH SEAS PATTERN! 


PATTERN 


note a astidene bes! “South Seas” brand-new ad (on back cover of this Tie in with the new “South Seas” 
omer 690° J issue) will send customers right into your store. For it advertising! Feature this Tidbit 
a } ‘ features this popular pattern with a new “‘get-ac- Server display on your counter for 


muniu Wonk | quainted” offer . . . a Tidbit Server valued at $2.50, quick customer identification. Free 
’ of extra charge with your order of 


neSY SWE RRCATE { but priced at only 69¢. And you make your full 
P y 69¢ y y each assortment. 


Fou Revises OLIVES: sautta RUTS ” 4 profit on this item. 
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patterns... 
springtime specials! 


| 




















NEW “TOGETHER’’ 
DISPLAY! 


A new lighted display to help you put the new 
Community* advertising campaign to work for 
you. Brings the campaign to life in your window 
or on your counter. Display all six Community 
patterns. 














Tie in with the new Community advertising by 
featuring this illuminated display. Available free 
of extra charge with your order of two or more 
services in the “Together” chest. 


TOGETHER, YOU%L BE PROUD OF YOUR... 


THE FIMEST SIELVERPLATE 

















NEW SERVING-PIECES DISPLAY! eves vrs a rarems 


iy 
Makes it easy for gift seekers to buy! Also invites owners of Séting Pe . 
Community to see at a glance extra serving pieces they want. “OM MUNITY: 
Remember—Easter, Mother’s Day, spring weddings and anni- » ore 
versaries are all on the way! 






Peey, 
oF Mage 
WY fray, ny: 


1 cage as 


Nerang 






Individually boxed and priced for easy selection. 
Compact and easy to use on your counter, in 
your window. In spring colors of pink and green. 
Free of extra charge with your order of any Com- 
munity pattern assortment of these 7 items at 
only $39.00 retail. 


. ) MAKE NEW CUSTOMERS BY DISPLAYING THESE NEW 


= 


rc CUSTOMER ATTRACTIONS! FEATURE ALL SIX 
e 


of BEAUTIFUL COMMUNITY PATTERNS FOR WIDE SALES APPEAL! 


*TRADEMARKS OF ONEIDA. LTD., ONEIDA, N.Y. 
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PINK LIZARD 
Mian, that’s style 


FOSTER METAL PRODUCTS, INC., Attleboro, Mass. 


Also: 657 Mission St., San Francisco 5, Calif. * 29 East Madison St., Chicago 2, III. 
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Increase your watch sales with INCabloc 


Tie in with INCABLOC’s 
powerful national adver- 
tising —in LIFE, SATURDAY 
EVENING POST, WOMAN’S 
HOME COMPANION, COL- 
LIER’S, LOOK, WOMAN’S DAY, 
TIME, NEW YORK TIMES 
MAGAZINE, FARM JOURNAL, 
EBONY. Write for and use 
INCABLOC’s selling aids— 
colorful six page booklets, 
counter cards, mats, and 
watch tags. They're free! 





Watches equipped with INCABLOC shock absorbers are selling faster 
than ever with these convincing sales points: 3 


@ INCABLOC protects the vital parts of a watch against damage from 
everyday shocks. 

@ INCABLOC maintains the accuracy of a watch. 

@ INCABLOC extends the life of a watch. 

@ INCABLOC is now used in over 80,000,000 watches—proof that watch 


manufacturers and customers recognize the importance of INCABLOC 
in watches. 


And just as important, INCABLOC protects you because—it reduces unprofit- 
able returns and servicing to a minimum during the guarantee period of 
the watch—keeps your customers satisfied. 
Remember, when you feature INCABLOC, you sell more watches. It’s like 
having another salesman behind your watch counter. 

e e a 


For the attention of watchmakers and repairmen: When routine cleaning or 
repairs are required, INCABLOC permits easy cleaning of balance-pivots and oiling 
of jewels without disassembling the watch movement or affecting the adjustment. 


incabloc 


Made In Switzerland 
INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y. 











SEE WHY COLUMBIA CAN'T TURN, TWIST, SLIP 











Columbia 
dealers 
get more than 
a prayer and 


a song in 


GUARDIAN: 






This CONTROLLED plan 
giving DIRECTION io your 
diamond merchandising 


is tested and proved for 


SALES 





The Guardian Angel 
contracts to permit easy 
passage over knuckle... 






then self-adjusts to 
finger contour, holding ring 
safe, comfortable, perfectly 
positioned always! 


Columbia 

















j|IMPACT! 


With powerful national advertising and strong local promotion, 
Columbia Tru-Fit’s “GUARDIAN ANGEL” has already proved itself 


the most dramatic merchandising theme in diamond ring history. This season’s 










expanded campaign is delivering even more sales impact to thousands 
of dealers throughout the country... you should be one of them! 


We invite your inquiry on the availability of a 
franchised Columbia Tru-Fit agency in your community. 


Ceuefe iedilanens RINGS 


a division of Axel Brothers, Inc. 
21-10 49th Avenue, Long Island City 1, N.Y. 


EASTERN STAR LADIES \ 


TO GOODMAN'S EASTERN STAR 


EARRIN G S&S 


ep is a definite, pent-up demand by 
Eastern Star women to augment their jewelry 
with attractive Eastern Star Earrings, such 
as created by Goodman & Company. 

It will be well worth your while to order 
today for plus profits. 


DIAMONDS ENLARGED 
TO SHOW DETAIL 


DIAMOND EARRINGS DIAMOND EARRINGS DIAMOND EARRINGS 


SUGGESTED SUGGESTED SUGGESTED 
RETAIL PRICE RETAIL PRICE RETAIL PRICE 


$70.00 eB Relenele) $37.50 


GOODMAN &: COMPANY 
Me ishevs of 78 ee. Jewelry Ounce [DOA 


42 W. WASHINGTON ST. TRI TAN SAN od ©] bo Pe 
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retail 


jewelers 


Mare Nicolet 


MANUFACTURERS OF FINE WATCHES SINCE 1886 


FOR MARCH, 1955 








Wholesalers: The complete CARL-ART Lines of 14K Gold, 
Gold Filled and Sterling Silver jewelry will be on display 
at United Jewelry Show, Sheraton-Biltmore Hotel, Providence, May | to 13 
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SELF-WIND 


fast sellers 


CROTON 


| _NIVADA GRENCHEN 


AQUAMATIC 


q : Pre-sold by the most consistent, penetrating LIFE 
; campaign in watch history—26 ads—to run every week 
this spring, this fall. Tie-in with this LIFE schedule: — 


“VIKING”—March 14, April 11, May 16 
“SEA NYMPH”— April 18, May 9 
“STREAMLINER”— March 21, May 23, June 6 
“DISCUS”—March 28, May 30 
ee 4, April 25, May 2 


*As long as crystal is intact, 
case unopened. 
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CROTON NIVADA GRENCHEN > 
404 Fourth Avenue, New York 16, x : 
Please send me a sample Viking a. ‘Sea Nymph a 
Streamliner [] and — promotional sii 








Store Name 
Address 
City. 











We he 


































Be ready . . . whey 


CORO ‘rings out’ the 


good news about ney 


COSTUME RINGS! 





ADVERTISED IN 





April 11th issue 


First it was eat- 

rings! Then, heaps 

of bracelets, ropes of 
beads. Now CORO 
does it again ... with new 
COSTUME RINGS 
... anew fashion focus 
to ring up ‘plus’ business 
for you! 











It will pay you to stock 
CORO, THE BEST 
KNOWN NAME IN 
FASHION JEWELRY. For 
further information write 
CORO INC., 47 West 34th 
Street, New York 1, 

Dept. HB. 














& 


NEVER BEFORE ... has there 
been so much style... 
so much quality .. . so much 
eye-appeal and buy appeal 
packed into one watch. 


THE PROMOTION POSSIBILITIES 
ARE LIMITLESS... 


with this Swiss-jeweled, anti-magnetic, 
shock-protected watch. It is 
available in a wide range of to retail at only 


fashion-wise colors. Sparkling +19” Packed in beautiful 
enamels are applied to the presentation boxes 


exquisite gold-toned Plus Tax : 

case and the suede ; FX T R A ] 

straps are specially . 

dyed to match the : 

enchanting colors. WANTED 

FREE Top salesmen 


Colorful Motion : : 
Display with the for choice 


purchase of 24 watches. . . 
territories 


FREE | 
Write to 


Ste bey Mat Ads available 
Sl on request. Address ‘below 


dewaind Swiss Watches by MAYFAIR 


BAYER PRETZFELDER & MILLS, (Established 1848) 11 East 48th Street, New York 17, New York 


Distributors of: Ulysse Nardin, Nicolet, Imperial and Mayfair watches. 
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“MEEKER PEEKER™ 


fey Cole 





Site seit into’ 0 
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Lex Barker i 
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Wanna see what's j 
Mala Powers’ 


Kiexics Sono 
oe ae 

i side @ Reputohe » 

see what's in "Tie ADISBAL MOSES. STORY 


©. set Resaibiiegey Ben Cooper's 


| mneckeri] ag... 


aks eles — SILOS ~ inside Alexis Smith's 
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east 
Kaad-onded designs... snawak oxdie weostor ard af a ts neatly 
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seat shivn piers is Mowder's casbaase P42 OS BB eS 


EREY SATES COR HIDE. Siew ow 8 
aed 8 all Rts aratly” hese thin haxvites; 


SEVEN reaae POCKETS. Woo 


5 i , 
ace x . 
bs % 
MOVIE STARS WHO HAVE : . sig anggpaloyotoveyrt 
Fhe MEPAER sae Jugtin, Ma, Mew Vor afkcem $¥ THE BEPRER OO. Bagh, Ra. Soe ¥ hardwood smorkide. Mayhew shoo om ssmsnth oacbthe leather 
asso : e at Sieve rows, AS 10 ORS go 
Meeker § % 
REVEALED PERSONAL CONTENTS OF THEIR oe 
wo rane Easentnd % : prnrioci 
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MEEKER HANDBAGS AND BILLFOLDS IN SSEt Esl 
BIG MEEKER PEEKER CAMPAIGN 


Tie in with FREE Promotion Material 


Send for Meeker’s Mother’s Day Package to help you 
Advertise, Display and SELL! ETE 


1. Display helps include Billfold Holders, Window Streamers, _. | Be 14, (ollier’s 


























Handbag displayers, ‘“‘As Advertised In” cards, and 
background material 


2. Mat ads G : al 3 — Bye 
3. TV and Radio Commercials aa PHOTOPLA a= 
4. Tips to help your sales people sell more Meekers as gifts 


5. Mother’s Day display suggestions rie, dh ip: ey Coaesina 


THE MEEKER CO. «© JOPLIN, MISSOURI 
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Flex-Let paid $74 
for these 14Kt 
gold cuff links 


Favs. a 


YOU can sell these 
flawless replicas 


for $3.95... 


FLEX-LET 
1955 Designer’s Group 





C/600 Retails 395 TL 


Said Anatole Grilikhes, 
fine jewelry craftsman: 


“T'll admit I can’t see 

the difference between my 
14Kt gold originals 

and Flex-Let’s flawless 
reproductions!” 










Gentlemen’s Jewelry 


=>. = 


wa 


C/259 Retails 350 1; 














KEYSTONE PLUS MARK-UP 
FOR YOU, THE JEWELER, ONLY! 



































1/398 Retails 395 7; 


FLEX-LET CORPORATION, INC. 
580 Fifth Avenue, New York 36 











Order Today From: 


A. t. @ 
53 Warren Street 
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in the history of the 
JEWELRY INDUSTRY giiecaeeeee: 


See how- 
Duet Custom Set* Rings save you money, save inventory, 
permit on-the-spot remount sales! 


Only 1 center diamond required for any number of rings. Now, 
anyone can set a center diamond in less than 30 seconds. 





im tenn Remember—you can change the center diamond from ring to ring until a permanent setting is desired. 


KUSHNER & PINES INC. 15 West 47th Street New York 36, N.Y. JU 2-2570 
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New high fashion in waterproof watches! 
A great styling achievement in the world’s most perfect 
waterproof* construction—finest development in over 30 years 
of pioneering in waterproof,*shock- resistant and self-winding 
dress watches. Backed by a powerful waterproof guarantee— 
renewable every two years for the life of the watch. 








Sold through jewelers—and only through jewelers 


the watch with the guaranteed Incaflex balance wheel 


and the guaranteed unbreakable mainspring 


Wyler 


incafle x 


WYLER WATCH @ 131 East 23rd Street, New York 10 


*WATERPROOF AS LONG AS CRYSTAL IS INTACT AND GENUINE WYLER PARTS ARE USED @ Write for literature. @ This display available on request. 
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looks like 14K gold 
processed like 14K gold 
styled like 14K gold 





our exclusive 


makes it possible 
for us to provide 
this guarantee 
~—, 40 your customers 
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IF AT ANY TIME 
THE FINISH ON THIS 
TARA JEWELRY 
SHOULD PROVE TO BE 
DEFECTIVE, IT 
WILL BE REPLACED 
WITHOUT CHARGE. 





%e 
Me 
te e 
Me ® Ult—“i‘“‘_OSOS—S—O—s—OOOOOSSCCNSSCC MR 
Pes e 
e ° 
ce ee 
OG cell 
i ad 
Peccceceee® 


EVERLASTING FINISH is a Heller Tara 
exclusive!...a specially developed pro- 
cess combined with infinite care and 


experienced craftsmanship in every step 
of manufacture. You'll find a brilliance 
of polish, depth of color and a durability 
not usually associated with jewelry at 
even much higher prices. 


OR FREE MERCHANDISE BONUS... 
INTACT YOUR TARA WHOLESALER 









































PACKAGING 
AND 
DISPLAYS 
DESIGNED 
TO HELP 
YOU SELL! 


two great jewelry lines for the jeweler exclusively... by HELLER TARA Inc’ 
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oss presents... 


A NEW CONCEPT IN 





: ‘ * 
how it works: Mi 
1. Orange Blossom will now extend a full Sh O7 

merchandising and advertising allowanm | Na 


on net paid sales to each dealer, 


re 
a ia le cfs tim u J ant 2. The dealer can apply this to local advertisim qu 
in recognized media, and/or Orange Blossom ha 
, : ‘; will not dictate the use of this allowance otht the 
L h at Sau Shes iM d. woidual needs than request its devotion to the mutual sp 
interest of promoting the Orange Blossom lim. ya 
... under Or ANE Blossom No package plans are “tied” tq the offtt 
a 


Here is your opportunity to convert purchass 


J Pons Ors. hip on an Orange Blossom franchise imb al. 
additional sales and profil Ti 


3. The dealer can apply it to displays, cards, ye 








books or other sales aids previously offer of 
at cost by Orange Blossom, andj me 

4. The dealer can apply it to additional me 
Orange Blossom merchandise at net prib a 
*Traub unconditionally stands behind this plan, as set forth : 


complete detail in the Traub~Dealer Participating Cen 


the most effective local advertising and 
merchandising participation plan ever offered 


Orange Blossom—the industry’s oldest 
nationally advertised ring line—the 
recognized name for consistently high 
quality and pride of craftsmanship— 
has taken aggressive action to give you, 
the dealer, the type of local merchandising 
sponsorship you want. No other 
manufacturer in the industry offers 

a program so generous in either percentage 
allowances or in scope of activity. 


This new program reduces your burden 
yet provides for an unusual amount 

of freedom in selecting media and methods 
most suitable to your needs. There 

may be a franchise open in your area; 

a note to us will bring you full particulars. 
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ENGAGEMENT AND WEDDING RING 
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Wholesale $10.00. 


So successful 
because 


they're so 


versatile 





CLOCK DISPLAY BAR — SPECIAL INTRODUCTORY OFFER 
.. an eye-catcher that shows off all clocks in less than 2 sq. ft. area. Purchase 
display at $20 and receive FREE one Occasional Clock —your choice—with 


$22.50 retail value. 7 


a 
So Yhpo ome ~ TM. GETS OEGKS » TABLES 





No. 2994. Scroll. 823” square. 
Metalgold, Black. Pkd. 1. 
Wholesale $10.00. 


No. 2995. Floral. 824” diam. 
Metalgold, White with Gold, 
Pink with Gold. Pkd. 1. 
Wholesale $10.00. 


> 


No. 2990. Sunburst. 924” diam. 
Metalgold, Black. Pkd. 1. 
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yroco Occasionals stand...hang 
fit most anywhere in any room 


Different and decorative . . . Syroco Electric Occasionals promise you more 
clock sales because they appeal to more clock customers in more ways. Syroco 
gives Occasionals dramatic size and a decorative flair they have never had 
before—versatile smartness at home in any room... perfect on TV, shelves, 
tables, boudoirs, walls, mantels. Appealing, too, in price, three clocks retail 
at $19.95; three at $22.50. All six have guaranteed electric movements... 
polished brass backs . . . removable polished brass easels to permit hanging 

. smart black 49g” dials and raised polished brass numerals. All six give 
you full 509% mark-up! 


SEND FOR FOLDER OF ALL SYROCO WALL AND OCCASIONAL CLOCKS — Dept. J-1 
Copyright 1955 
SYRACUSE ORNAMENTAL CO., INC., SYRACUSE 2, NEW YORK 
PERMANENT SHOWROOMS: NEW YORK — 225 Fifth Ave. 
CHICAGO — 1526 Merchandise Mart SEATTLE — F. Aust, 2028 Second Ave. 
Canadian Dist. — John Walter & Sons Ltd., Kitchener, Ontario, Canada 
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is a “MUST” for 


ARTES LITURGICAE 


What greater tribute to the spirit as well as the loveliness of 
religious jewelry can you make than to always select CHAIN 


worthy to be incorporated as part of the liturgical designer’s 


QUALITY and appeal. 


art? Pieces such as these may become treasured heirlooms or 
precious symbols of devotion. Another reason why we urge 
you to take pride in the chain you SELL... select it for 


MACHINE CHAIN 
MANUFACTURERS 
ASSOCIATION 


ATTLEBORO, MASSACHUSETTS 
P. O. BOX 623, PROVIDENCE, R. I, 
MAPLEWOOD, NEW JERSEY 
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You can sell more of anything 
—when it’s “advertised in the Post”! 

















* Whether you sell dresses or diamonds, your best customers 
are Post readers * They pay more attention to Post advertising 
* They have more confidence in Post-advertised products ** You’ 


sell them when you tell them, “It’s advertised in the Post.” 


—gets to the heart of America 
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now... forthe first time 


8-DAY traveling alarm clock 





years of quality, 
@tcuracy and 
dependability in 


the manufacture 








of timepieces. 


la Fae 9 eee 





to retail at *1] 95 
* plus tax 


PWs8s0 West Coast Prices Slightly Higher 


@ One key winds both the time and the 
alarm. 


®@ Case covered with the fabulous, dur- 
able, new grain... Genuine Texol... 
in Tan, Maroon, Blue, Brown Alligator 
and Green. 





® Gold-tone brass case with white dial, 
luminous figures and hands. 


@ Phinney-Walker Exclusive: Manufac- 
tured by the finest craftsmen in 
Switzerland. 


@ Size: 3%" x3%"”x 1%”. 


one key for both time and alarm 
You wind the ALARM when you wind the TIME ...ONE 


gq onsult Your Wholesaler key, ONE operation. 


1E 





iy e m iy af CLOCK CO., INC. Manufacturers of Phinney-Walker Clocks Since 1915 


30 IRVING PLACE, N. Y. 3, N. Y. 





MIDO WATCH COMPANY of AMERICA, Inc. 


now exclusive distributors 


of 


LTIFORT 


_ e 
WATCHES 


for men and women 


After March 1st, headquarters will be 


580 FIFTH AVENUE, NEW YORK 36, N. Y. 


“a 


*Remains waterproof alter cleaning and repair if serviced 
hy a Mido jeweler using genuine Mido parts. 


SELF-WINDING * WATERPROOF* * SHOCK-RESISTANT ¢ ANTI-MAGNETIC « UNBREAKABLE MAINSPRING 
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Sterling, hand-en- 

graved cross and 
©} center, assorted col- 
‘e@ ors fire polished. 


Sterling, hand-en- 

graved cross &center. 
%, Fire polished beads 
“ein assorted colors. 


Sterling, hand-en- 
graved cross &center. 
Fire polished beads 
in assorted colors. 


All Rosaries and Medals 
come Gift Boxed. Medals 
are actual size. Rosaries 
are half-size and have 
pegged corpus. 


ALL PRICES KEYSTONE 


THE CATAMORE COMPANY 


231 PINE STREET, PROVIDENCE 3, R. I. 
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R31 ............$10.35 
Sterling. Pearl beads 
hand engraved cross 
and center. — 




















National Jewelry Week Action Feature 
Attention 
Jewelers!... 





The FRENCH INSPIRED 


QUADRILLE*« United 


oe America’s Romantic Dancing Clock 


AN 

x 
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“BRINGS TIM 














TO 


National 
Advertising Premiere* is Set for the April 25th Issue! 


> QUADRILLE, United's Newest Action Clock 
Selects National Jewelry Week as the Perfect Time 
to Stage a Gala, Sales-winning Performance 

















QUADRILLE is an irresistible attraction! It capti- 
vates the young-at-heart, appeals to all who love a 
wonderful Time. Since this includes the vast majority 
of Life’s 26,000,000 readers, QUADRILLE plans to 
waltz them your way! 


QUADRILLE is an electric masterpiece. Guaranteed 
to keep good Time, it also pleasurably provides one! 
This action-feature, integrally incorporated, is the 
plus that attracts—and sells. 


tee of 


So... Be QUADRILLE-ready. Display this exquisite 
Action Clock in action. In “bringing Time to life”, 
QUADRILLE now brings LIFE’s responsive market 
to you... as eager-to-buy customers. 


CONTACT YOUR JOBBER... TODAY! 


This 4" QUADRILLE” 
No. 990 


It Romances and Sells the Time It Tells! 


Stately height (11 in.). Impressive width (8 in.). 
Compact depth (6 in.). Metal embellishments fin- 
ished in brilliant 24 kt. “gold plate’. All four sides, 
glass-encased. Base-top surface, revolving dais and 
dial face contrastingly accented in applied tones 
of blue. Fascinating electrically impulsed action 
causes regally, ornamented figurines to gracefully 
turn, individually twirl and “keep step” with Time. 


+= $79.95 


— Ul p12 ed Mole) @eie)-]- 
379 DE KALB AVENUE 
|:}-fele) ¢& 4) Byam) fm & 


* 

QUADRILLE, in the April 25, 1955 issue of LIFE, is participating 
prominently on a special Double Page spread sponsored by the 
National Wholesale Jewelers’ Association. 





@eeoeeevoeveoevneeoeo eae ee eeeeeeeveeeaeeeeveeeeeeeeeeeeoeeeneeaeeee ee ee 


QUADRILLE AD-MATS FREE!... 


Completely prepared 1 and 3-column x 9-inch 
mats and separate, variously sized illustrations 
of Clock only are available for your local news- 
paper and direct-mail advertising. 















A Division of the 
United Metals Goods Mfg. Co., Inc. 
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Airtemp Air Conditioning means more business for 


irtemp Waterless 





ue! 








a 

5 H.P. waterless model—one of four models. A size 
4 t to suit almost every air conditioning requirement. 
e j 


AIR CONDITIONING 





FOR MARCH, 1955 


DIVISION OF CHRYSLER 


INDUSTRY 


HEATING 


JEWELRY STORES 


Air Conditioning 


COSTS LESS to install « to operate ¢ to maintain 





Even if you now own air conditioning you should 
read these facts on Airtemp Waterless (air-cooled) 
air conditioning. They may save you money. 


COSTS LESS TO INSTALL—these new packaged 
air conditioners don’t use even one drop of water 
so you save on plumbing costs. No cooling tower 
or evaporative condenser either. 


COSTS LESS TO OPERATE—uses only electricity. 
No water bills to pay. The condenser retains its 
high efficiency because it’s air-cooled. 


COSTS LESS TO MAINTAIN—no water to lime the 
piping or to leak. Maintenance limited to oiling 
fan motors and cleaning air filters when dirty. 


You can forget all about increases in water rates 
and restrictions on the use of water, too, when 
you get Airtemp Waterless air conditioning. 


This new advancement in air conditioning is 
built and backed by the world’s largest manu- 
facturer of Packaged air conditioning, Airtemp 
Division of Chrysler Corporation. Call your 
Airtemp dealer—he’s in the Yellow Pages. 









FOR HOMES, BUSINESS, 
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GIOVANNETTI offers you a varied PALLADIUM line 


...a@ fast and complete service! 





For years, Giovannetti has been creating palladium jew- 
elry, of stand-out beauty and value! 


Today, Giovannetti offers you a complete service. On 
both large and small orders. With exceptionally fast de- 
liveries. Diamond-set ... or unmounted. 


... 204 different styles of rings. 


... 42 different styles of watch cases...and 14 differ- 
ent styles of watch bands and bracelets. 


John Giovannetti, Manufacturing Jewelers 
115 West 45th Street, New York 19, N. Y. 


[] Please send me your complete catalog and - 
price list of palladium mountings. 


[] Please send me, on memo, your palladium 
“Star of America” rings, “Mr.” (Keystone, 
$150) and “Miss”, (Keystone, $130). Specify 
sapphires or rubies. 


Merchandising Kit of sales aids featuring 
palladium. 


Says Mr. Michael Giovannetti 


“Palladium’s workability enables our craftsmen to cre- 
ate unique designs. Palladium’s bridal-white color is per- 
fect for diamonds. And its strength always holds gems 
securely. 


Name 





Company 





“Our palladium ‘Star of America’, ‘Mr.’ and ‘Miss’ rings 
are set with beautiful ‘Linde’ star rubies or sapphires and 
two full cut, fine color, 6 point diamonds... shown above, 
in boxes.” 


Street Address 








City State 
Giovannetti offers these on memo... USe the COUPON. a ame ee mee mee me ee ee ee ee en 
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Platinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC. scwvorx 5. 7. 
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POWER 
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Every jeweler will find profit-making power in 










the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


THE JEWELERS’ 






















It contains an invaluable wealth of information essential to 


Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 
information pertinent to the Jewelry and allied industries. 

265 pages jammed with authoritative, factual information. $ 00 

More than 4500 word-and-term definitions, many of them ‘aaa — 
clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Rirthstones. 


ORDER 
TODAY 





AUTHORS 
Dr. Frederick H. Pough 






Check or money order must 
accompany all orders. 
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DO NOT SEND CASH 


Former Curator of Gems and Minerals of ' 
the American Museum of Natural History : THE JEWELERS’ ¥STONE ! 
Soha 3: Bewsnen J RS’ CIRCULAR-KEYSTO: 
Director of rl 100 E. 42nd St., 
Bowman Technical School : New York 17, N. Y. ! 
C. M. Hoke . 
Consulting Chemist ' Please send me a copy of the revised JEWELERS’ ; | 
Jewelers’ Technical Advice Co. ; 5 1 | 
Joseph D. Little DICTIONARY. Enclosed find $6.00 . 
Authority on antique silver, both sterling and 1 } 
Sheffield as well as modern plate and sterling. NE tien nancies nes is enclosed’ 1 § 
C) & e t ‘ | bE 
A | imited quantity ! Money order ........... is enclosed | 
_ 
« | i 2 
available ; ow iF 
! ne er eT ee ee re ee i— 
1 a 
' 
1 
i 
1 
1 
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E iting Diamond Values! 


For special styling, special brilliance-- 
Diamond Rings that are different. 


SUGGESTED RETAIL 





A. Solitaire Set ....... 85.00 





B. Gent's Linde Star ... 110.00 
C. Gent’s Diamond Ring. 220.00 
D. Gent’s Diamond Ring. 75.00 


E. 21 Diamond Wedding 
Ge wksienenes 125.00 


Lawes ee SO SO SO SS SSS SCF S22 SSS SS S22 S222 S222 


F. Dinner Ring ........ 28.50 


G. Diamond Dinner Ring. 300.00 


H. 1% ct. Total Diamond 
LO een ae 120.00 


1. Diamond Dinner Ring. 165.00 


J. Diamond Dinner Ring. 95.00 










sh 
d Every man, every woman loves the glamour of 
these rarely seen diamond favorites. 
| 
| 
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C really unusual selection 


Hand picked to insure 
the individual beauty 


of each ring— 

these sparkling diamonds 
are perfectly matched 
for size, color, 


quality and brilliance. 


AVAILABLE IN 14K 
WHITE OR YELLOW GOLD 





SUGGESTED RETAIL 
H. 


$52.00 


Diamond Engagement 


& Wedding Ring Set 
¥s ct. Total ...... 225.00 
Engagement Ring ... 155.00 
Wedding Ring ...... 75.00 
1. Diamond Engagement 
& Wedding Ring Set 
¥2 ct. Total ...... 270.00 
Engagement Ring ... 145.00 
Wedding Ring ...... 130.00 
J. Diamond Engagement 
& Wedding Ring Set 
—6 Diamonds .... 67.50 
Engagement Ring ... 45.00 
Wedding Ring ...... 22.50 
K. Diamond Engagement 
& Wedding Ring Set 
—12 Diamonds ... 90.00 
Engagement Ring ... 54.00 
Wedding Ring ...... 36.00 
L. Diamond Engagement 
& Wedding Ring — 
8 Diamonds ..... 78.00 
Engagement Ring ... 48.00 
Wedding Ring ...... 30.00 


ALL PRICES KEYSTONE 


Diamond Ring Brilliance... 


Rings enlarged to 
show detail. 









A. 


A. Lock Set % ct. Total $165.00 
Engagement Ring ... 90.00 
Wedding Band ..... 75.00 


. Lock Set % ct. Total. 225.00 
Engagement Ring ... 160.00 
Wedding Ring ...... 70.00 


. Lock Set % ct. Total. 300.00 


SUGGESTED D. Lock Set1ct........ 

7 Engagement Ring ... 360.00 

RETAIL Wedding Ring ...... 320.00 
E. Diamond Engagement 
& Wedding Ring Set 

Ya ct. Total ...... 142.50 

Engagement Ring ... 97.50 

Wedding Ring ......, 45.00 

F. Lock Set—6 Diamonds 120.00 

Engagement Ring ... 79.50 

Wedding Ring ...... 40.50 

‘ D. 
G. Lock Set—6 Diamonds 105.00 
Engagement Ring ... 69.00 $450.00 
Wedding Ring ...... 36.00 














$180.00 


a 


Write for further information concerning use of 

this insert for: Catalog Page © 
Direct Mail 
Envelope Stuffer . 


David Sarkin, Inc. 


37 WEST 47th STREET 
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GGhd for Value 
NAOMI QUALITY AT THE SAME 
PRICE AS ORDINARY RING GUARDS 


STOP... See NAOMI quality ring guards and ring clasps 
at your NAOMI Certified Material House today. Easy to 
attach. Needs no soldering. Prevents slipping. Available in 
yellow or white—Rhodium* finished. 


CAUTION .... Accept no substitutes. Only NAOMI ring 
guards and locks are finished like fine jewelry, yet cost no 
more than ordinary ring guards. Attractively displayed for 
easy selling. NAOMI products are fast moving and profitable. 


GO... Stock NAOMI quality ring guards and locks now! 
Only NAOMI unconditionally guarantees customer satisfac- 
tion. See your nearest authorized NAOMI Material House 









es T: rs today. 
3 k /@~ AD y *The precious metal that is durable and non-tarnishing. 
A} YF © 42.07 WY SHURE FIT RING GUARDS NAOMI DUAL RING CLASPS 
iy 4 Post [— The Finest Ring Guards Made Featuring the exclusive Naomi-Lok 
. : OF Cone: \ 
F BN Wr? 
F. aA ss 
0.00 ar ae “ANY 
3 ‘eo Y Se ry 
7 3 f] e ) A 
SeR(G)s f 
’ “Se YY yh 
Vz iatecen, LADIES’ #10 GENTS’ #20 GIANTS’ #30 SMALL #2 LARGE #1 —«EXTRA LARGE #0 
‘ = ry ph Dp 
* #7O YN 2 Id Kt. Gold : 14 Kt. Gold 14 Kt. Gold 14 Kt. Gold 
el RE NC $a's0. Page dl $8.00 sar ae. $13.20 Sag $5.25 per poo of 6 $5.75 per ome of 6 $6.25 per card of 6 
: aay 1/10-14K GF 1/20-12K GF 1/20-12K GF 120.12 GF 1/20-12K GF ‘a Uerm oF . 
¢ % CAV $1.50 per dz. $1.75 per dz. $2.00 per dz. -10 per dz. .90 p . R 


Order No. 12 for assortment of dual ring clasps 


3s DGS 

2 =a ang (Sizes #1 and #2 on card) Priced as follows: 
/, 
(((() ) 14 Kt. Gold $5.50 per card of 6 
"age 4 # 1/20-12K GF $3.50 per dozen 


| WRITE FOR FREE COMPLETE FINDINGS CATALOG 


(il NAOMI) 22: 
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Kreisler originates... 
others imitate! 


... always “‘first” with a new design, a new style, a new concept 





in watchbands. Kreisler is always the first watchband you need 
to build sales. And remember—while others imitate—no one, 
but o one, can duplicate the skill, the craftsmanship, the value, 


the quality, the service of world-famous Kreisler watchbands! 





“DOUBLE FEATURE” a First by Kreisler 





cd 
ne 





a 


“FANTASY” a First by Kreisler “ELEGANTE” a First by Kreisler 





The world’s most famous watches are beautified and protected 


by 


@ Notice how more and more of the famous brand watches 
SESS. C44" you sell carry Kreisler watchbands. These quality 
makers select Kreisler for their outstanding style, their 

complete dependability. No finer endorsement, no 


WATC LY by AN D S greater evidence of faith can be given any watchband! 
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And now again for 1955 


with MIRACLE SPRINGS" 


KREISLER SENDS SALES SOARING AGAIN! Kreisler did 
it before with Citation, Double Feature, Fantasy and 
Basketweave. Now Kreisler heads for new heights 
with exciting new Taperamic Link Watchbands of 
revolutionary design. Here’s wing-slim styling to set 
off the coin-slim beauty of today’s watches. And here 
are links that lie so flat on the wrist that they give 
any watch a far advanced look. 


12317 


12557 
(Stainless 
Steel) @& 


ie 


‘s @ — 

: design has the aerody- 

es namic beauty and the 

; a super-strength of jet 
plane wings! 


9015 Bergenline Avenue, North Bergen, New Jersey. 


FOR MARCH, 1955 


NEW TOP-FLIGHT WATCH PROTECTION, TOO! Surveys 
prove watch safety is the number one want of your 
watchband customers. And you can give it to them 
in the utter dependability of the new Kreisler Taper- 
amic Link Watchbands. Slim as they look, they’re 
backed by the rugged strength of Kreisler Miracle 
Springs .. . electronically balanced to give complete, 
tension-free comfort on the wrist. 


I 


Wing-slim, 
tapered 

























At $71.50 or more, the watch to sell is 
Longines, The World’s Most Honored Watch 
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. 
When your customer is willing to buy a very fine watch—a watch at $71.50 9 | 

or more—the one watch to sell is a Longines, the world’s most honored E ) 

watch. Of all the finest watches of the world, only Longines has won 10 a | 


world’s fair grand prizes, 28 gold medals, so many honors for accuracy. 


A Longines is a sale you can always feel proud to make. 


Longines 


The World’s Most Honored Watch 


Since 1866, maker of watches of the highest character 
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VERY year the gift shows ex- 
hibit unusual items that leave 
people dazed or intrigued. “Func- 
tional fantasia,” one of the manufac- 
turers called his creations this year. 
They include a heavily jeweled yard- 
stick, a glittering piggy-bank and a 
pocket watch encircled by a band of 
ermine. Other exhibits were bejeweled 
whiskbrooms, lunch boxes and 
featherdusters and a 15 inch ball- 
point pen graced with a band of 
pearls. These novelties are now in the 
stores. 

It is the tendency of the consumer 
press and even the trade press to 
make fun of such items. But they ful- 
fill many excellent functions. Such 
unusual products are unique in ap- 
pealing to a clientele with means. In 
windows, they are sure fire to attract 
the attention of the most casual 
passerby. They create traffic in the 
store and stimulate sales of standard 
merchandise. And today there is an 
increasing demand by all types of 
consumers for bright, dressy items 
for the home and for personal use. 


o © 


N W. AYER recently advertised 
°* in Printers’ Ink about the 
good advertising job it was doing for 
a leading electric clock manufac- 
turer. This reminded P. /. reader 
Warner Alden Morse, Brockton, Mas- 
sachusetts, of a very interesting ex- 
perience he had bearing on the dif- 
ference between electric and spring- 
wound clocks. 

Mr. Morse was given an electric 
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clock 29 years ago, something pretty 
new at the time. He said it still turns 
out the minutes with unerring ac- 
curacy in his living room. But before 
Christmas last year, his wife an- 
nounced that she had long had a yen 
for a clock that ticks and strikes. One 
you wind up, she said. 

Buying a good spring-wound clock 
was difficult, Mr. Morse found. How- 
ever, his daughter found a beauty, 
after searching in the better stores in 
Brockton and Boston. The search was 
required, he said, by the fact that ad- 
vertising had created such a demand 
for the electric clock that good, 
spring-wound clocks are scarce. 

But electric clock advertising didn’t 
influence Mrs. Morse. She wanted to 
hear her clock tick. Said her hus- 
band: “So much for Advertising 
versus the Power of a Woman.” 


© © 
slaw maid poured a glass of am- 


monia solution down the kitchen 
sink and Mrs. John O’Dell, Concord, 
North Carolina, almost screamed. In 
the glass was her $2,500 diamond 
ring. Frantically she called in a crew 
of plumbers. 

They attacked the problem logical- 
ly. First they placed a screen over the 
sewer feeder line from the street 
block in which Mrs. O’Dell lives. 
Then they asked neighbors to turn on 
their water taps to flush the line. A 
few minutes later one of the plumbers 
plucked the valuable ring from the 
mucky water. 

A lady’s diamond ring, the symbol 
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of courtship and love, is one lost ar- 
ticle that invariably arouses the sym- 
pathy and cooperation of other 
people. 


e 


AN has always sought a com- 

pletely accurate timepiece but 
even quartz clocks, the most accurate 
timing devices in common use now, 
vary from one third to one tenth of a 
second each year. Now the Atomic 
Age has ushered in an even more 
accurate device, a molecular elock 
that will vary no more than one 
second in 300 years. 


Developed at Columbia University, 
it is called a maser and is based upon 
the constant radiation of high-energy 
ammonia molecules. Unlike other so- 
called atomic clocks, the maser does 
not use electronic circuits, but re- 
lates its accuracy directly to the am- 
monia radiation. About the size of a 
refrigerator, the maser has no face, 
no hands, and looks like a secret 
weapon. 


© © 


OUNG men about London town 
are wearing earrings. It’s the 
latest fashion for young blades of the 
better classes in the British capital. 
One young man of society paraded 
with a diamente drop earring. 
Another, a scion of an ancient family, 
sported a single pearl in his right ear. 
“It’s quite the rage nowadays,” 
said the one. “All the fashionable men 
are wearing them,” said the other. 
Novel as it may seem to Americans, 
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14K. Yellow Gold Crosses 


Included in our huge collection 
of emblematic jewelry is a large se- 
lection of lovely crosses, a few of 
which are illustrated here. Their 
excellence reflects our long experi- 
ence in the manufacture of em- 
blematic jewelry, the skill of our 
designers and the high quality of 
our workmanship. All are made 
of 14K gold and solid throughout. 


PRICE 
PRICE without 

NUMBER _ complete chain DESCRIPTION 

“4111/3 $12.50 $7.50 Plain 

*4112/3 = 15.00 =10.00 Hand engraved 

“4114/3 14.00 9.00 Engine Turned 
4114B/3 14.50 9.50 Engine Turned 

¥4126/3 6.30 2.80 Plain 

¥4127/3 7.00 3.50 Engine Turned 

¥4128/3 7.50 4.00 Hand engraved 
4131/3 11.50 6.50 Plain 
4132/3 13.50 8.50 Hand engraved 
4134/3 12.00 7.00 Engine Turned 
4134B/3 12.50 7.50 — Engine Turned 

“4135/3 = 10.00 5.00 = Plain 

“4136/3 =: 11.50 6.50 Hand engraved 

“4137/3 ~—-11.00 6.00 Engine Turned 

“4151/3 10.50 5.50 Beveled 
4152/3 14.00 9.00 Beveled 

(keystone) 


Complete prices including 18 inch cable 
chain. 


*Available in 14K white gold. 
tBaby cross, chain length 13 inches. 


Other crosses up to $399.50 


Actual size illustration above reproduced from our latest catalog 


Wefferling, Berry & Co. is known for the completeness of its selection of 
emblematic jewelry. We manufacture the finest quality Masonic, 


Shrine, Scottish Rite, Knights of Columbus, Elk, Moose, 


Eagle, and other lodge and fraternal jewelry. 


WRITE Dept. CK3 for our 
latest 60 page catalog of 


fine emblematic jewelry. 


Wrerreriine Beery & CO. Sine Entlematic Jewelry 


MEMBER AMERICAN GEm society 8 ROSE STREET, NEWARK B, N. J. 
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the idea is not very new, according to 
our London report. British fishermen 
have worn one gold earring for cen- 
turies as a charm against death at 
sea. 

—And, after all, who isn’t pretty 
much “at sea” nowadays. 


© © 


T. VALENTINE’S DAY inspired 
Martha Percilla, Fashion Director 
of the Jewelry Industry Council, to 
compose “Alphabetical Suggestions 
for the Valentine Shopper’ —in verse. 
In case you didn’t get a copy when 
it was hot off the press, we offer the 
ABC’s and the XYZ’s of the matter. 
“A is for Amethyst, February’s 
birthstone. 
B is for Bracelet, even if she has 
one. 
C is for Charms, to add to her 


pleasure.” 
(We gently omit 20 lines at this 
point. ) 


“X is for the Kiss from your Val- 
entine. 

Y is for You and the fun you'll 
have shopping. 

Z... it’s Zero Hour, you'd better 
get hopping!” 








Spring is just around the corner. 
Now, there’s nothing like poetry for 
spring advertising. Need we say 
more? For those of you who want 
the complete list, and perhaps more 
poetry, Miss Percilla’s address is the 
JIC, 608 Fifth Avenue, New York 
20, N. Y. 


© © 
, other day William A. Savitt, 


Hartford, Connecticut, jeweler, 
asked a woman who was looking at 
watches in his store if he could help 
her. During their conversation, the 
woman mentioned that she had pur- 
chased a watch at Savitt’s a long time 
ago, but now it needed repair. Mr. 
Savitt asked her to bring it in, and 
she did so the same day, this time 
accompanied by her daughter. 

The jeweler recognized the watch 
at once. It was one of a small stock 
the store sold 25 years ago. He men- 
tioned that many of the watches had 
been purchased by young women re- 
cently arrived from Ireland. 

“I was one of them,” said the lady, 
and then added that her conscience 
had bothered her from the time she 
first wore the watch. 

















“My, such a beautiful smile!" 
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Twenty-five years ago she also had 
bought another watch for a friend 
who provided a down payment and 
then left town, with an unpaid bal- 
ance of $18. Now the lady wanted to 
pay her friend’s debt. 

Mr. Savitt was so impressed by the 
customer’s honesty that he had the 
old watch repaired free of charge and 
presented it to the lady’s daughter. 
He applied the $18 toward a new 
watch for this lady who had entered 
the store to just look around and 
dream about a new watch. 

Savitt Jewelers received good news- 
paper publicity for this act of gen- 
erosity. Hartford Times writer Rich- 
ard L. Hull published an item about 
it headlined “Paid in Full: A Business 


Note with Understanding.” 
© © 
bie state of a country’s jewelry 


industry is often a good ba- 
rometer of its prosperity. The col- 
umnist Inez Robb ran into this 
salient fact while shopping in a New 
York store specializing in English 
silver. Over the years she had always 
enjoyed browsing in this store, and 
was accordingly surprised to find 
signs announcing the store’s final sale 
and closing at the end of February. 
The British proprietor explained, 
“Well, Modom, the answer is simple: 
trade follows the tourist.” Believe it 
or not, he continued, English silver 
brings better prices from American 
tourists in England than from Amer- 
ican residents in the States. The 
English silver market is booming, and 
American tourists are carrying off 
any silver piece not nailed down. He 
declared he was returning to England, 
the Land of Opportunity. 


© © 


ool HAT price glory?” asks 
Glenn S. Carr, the caretaker 
of the village clock at Fredonia, New 
York. Take the cash and let the 
glory go, is Mr. Carr’s feelings. He 
wants a raise, saying that $35 a year 
just isn’t enough remuneration for - 
climbing into a church tower twice 
a week to wind the old clock. 

He told the village board of 
trustees that each trip to the clock 
tower takes three-quarters of an hour. 
At his present salary, he added, that 
averages out to about 34 cents an 
hour. He figures the job is worth at 
least the minimum wage of 75 cents 
an hour—which would come to $78 
a year. 
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A Half Century Ago 


IN THE JEWELERS’ CIRCULAR 


J. R. Wood Diamond Ad 


“Profit in a flash. You can sell them at a profit because they flash. 
They fiash because they are properly cut. You can sell them in a 
flash because they flash. As we cut the diamonds we offer we can sell 


them at rock bottom, first cost prices. Want some?” 
(March 1, 1905) 


Novelties Among the Jewelers 


“Scarf pins show some odd designs, as a pearl] fish, a diamond owl, 
a Turk’s head, and an interrogation point in diamonds.” 
(March 1, 1905) 


Philadelphia Jewelers’ Club Celebrates 


“Marking a decade in its banqueting career, the Philadelphia 
Jewelers’ Club gave its 10th annual dinner Wednesday evening last 
at Horticultural Hall, Broad St., below Locust. In an almost royal 
way and with a liberality—nay, even prodigality—rarely excelled, the 
club, now noted for its generous hospitality, entertained representa- 
tives of every branch of the jewelry industry of America, in all more 
than 550.” 

(March 1, 1905) 


Shreve, Crump & Low Lamp Department 


“At the Shreve, Crump & Low Co.’s store nearly all of the fourth 
floor has been devoted to a collection of lamps and lighting fixtures, 
with an exhibit from the Tiffany Studios, of lamps and shades as the 
principal feature. In color effect, as well as form design the pieces are 
very artistic.” 

(March 1, 1905) 


North Attleboro Notes 
“Fred E. Sturdy, of J. F. Sturdy’, 


Sons, has purchased a Summer cot 


: tage 
at Lake Archer, Wrentham.” . 


(March 1, 1905) 


Lancaster Notes 


“The Hamilton Watch Factory Bow. 
ing Team, last week, won another game 
from the ‘All-B’ Team, which made them 
victors in the series of games played 
between them.” 

(March 8, 1905) % 


Indianapolis Notes 


“The jewelry merchants of Shelby. | 
ville are keeping their stores open every 
night in the week except Sunday, They i 
had an agreement to close at 6 o'clock, 
with the exception of Monday and Sat. 
urday evenings, but this was violated, 
Quiet hostility now exists between the ~ 
merchants.” ; 
(March 1, 1905) 4 


Detroit Notes 


“Wright, Kay & Co., last week, cele | 
brated the 34th anniversary of their 7 
business career. The concern began — 
business in a very modest way on Wood. — 
ward Ave., but its trade gradually in 7 
creased until now it occupies the — 
greater part of the large building at ~ 
140-144 Woodward Ave.” 


(March 8, 1905) 


Philadelphia Notes 


“A number of local jewelers will * 
journey to Washington to witness the 
inauguration ceremonies, March 4 (of ~ 
President-elect Theodore Roosevelt) .” 


(March 1, 1905) 





$3 Years Ago 


Letter to the Editor 


“Your advice to the watch- 
makers, silversmiths and 
jewelers, to form a ‘Union’ 
has been brought to my no- 
tice, and, as a_ practical 
watchmaker of many years 
experience, pronounce the pro- 
posed ‘Union’ as a much 
needed institution for the pro- 
tection of both the trade and 
the public.” 

(February, 1870) 


Watchmaker Wanted 


“A good practical workman 
to do all kinds of repairing on 
watches. Wages $18 to $20 
per week. A steady job. None 
but a good hand need apply.” 


(February, 1870) 
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An Educational Medium 


“To all in any way inter- 
ested in the welfare of the 
American artisan, we fear- 
lessly recommend this journal 
as one of the best educational 
mediums in the United States. 
—Each number contains much 
useful and instructive infor- 
mation.” 

(March, 1870) 


Pressed Glass 


“The manufacture of 
pressed glass has cheapened 
flint glass to such an extent 
that almost the poorest of the 
population may be supplied 
with elegant articles of do- 
mestic use, which a few years 
ago were beyond their reach.” 


(March, 1870) 


Reed & Barton Ad 


“Reed & Barton, manufac- © 
turers of the finest quality of 
electro-plated table ware, of — 
every description, patentees 
and manufacturers of the © 
Seamless Lined Ice Pitcher 
... the lining made from one 
piece, without seam or joint, 
will never be liable to leak.” 


(December, 1869) 


An Early Sturdy Ad 


“Sturdy Brothers manufac- 
ture at Attleboro, Mass., 4 
superior quality of rolled 
plate jewelry for the whole- 
sale dealers. Sleeve buttons, 
a specialty.” 

(March, 1870) 
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How important are. 





[ tems of $20 and under are important to both the dollar-vol. 
ume and store-traffic of the jeweler. Just how important is indicated by 


this study resulting from figures supplied by representative jewelers in 
one large eastern city. 


Most jewelers know how their total dollar volume breaks down by 
departments. They know how important their diamond, watch and silver. 
ware lines are. They know they must promote those departments, if they 
are to make the essential high-unit sales which characterize transactions 
in those departments. 

Certainly, one of the most important ways to promote volume in big. 
ticket items is to expose more customers to the merchandise—to get more 
people to look at it; in plain words, to increase store traffic. 

The most economical way to do that is through the promotion of lower 
priced items, selling, let us say, for $20 and under. 

Whereas, most jewelers determine the allotment of their promotional 
money and efforts on the basis of departments, most consumers buy the 
gifts they need on the basis of the money they have to spend. 

Now, it is not necessary tu: review here government statistics on the 
average incomes and expendable surplus of individuals in each income 
bracket to prove that the great volume of gift sales lies in the lower price 
range. The fact is that it does—and every jeweler knows it. 

But, because most jewelers are so conscious of the dramatically im- 
portant “one-lump”’ profit in a big-ticket sale, they too often overlook the 
important part which the lower priced items play in (1)—Increasing 
volume (and thus lowering overhead), and (2)—Increasing store traffic 
(and thus exposing customers to high-priced merchandise). 

To get some actual field-facts on the subject, JC-K selected representa- 
tive jewelers in one large eastern city and its suburbs and asked them 
(1)—What percentage of your total dollar volume is represented by 
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items selling for $20 and under? (2)—What percentage of your store 
traffic do you attribute to items selling for $20 and under? 

We did not query the few “exclusive” carriage-trade jewelers, but did 
include good-sized, high grade, center-city establishments as well as 
neighborhood jewelers. 


PERCENTAGE OF $20 AND UNDER 


Now let us look at the replies to the first question, “What percentage 
of your total dollar volume is represented by items selling for $20 and 
under?” 

Though it is to be expected that the dollar volume percentages would 
be substantial it was not expected that they would be as high as they 
are. This, particularly in view of the fact that the question specifically 
stated that answers were not to include watch repairing. 

An idea of the breadth of the different type store responding can be 
gained from the fact that the dollar volume attributed to $20 and under 
items, ran from a low of 33 per cent (a downtown store) to a high of 
80 per cent of total volume (a neighborhood store). The suburban 
stores reported varying percentages from 35 per cent to 95 per cent. 

The average of the city’s stores’ dollar-volume percentages in items 
selling for $20 and under was 59.6 per cent and the suburban stores 
69.6 per cent. 

As noted above, there is a great difference in the dollar-volume im- 
portance of such lower priced merchandise between different stores. 
Certainly, it is to be expected (as the answers indicated) that highly 
personalized, cash-type, street floor businesses, located on main down- 
town streets, will average approximately one-third of their total dollar- 
volume in merchandise priced $20 and under. It is also understandable 
that quality credit stores, similarly located, would average about one-half 


of their dollar business in such merchandise. 
(Please turn to page 110) 
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the opportunities 


A round-up article on many of the low-priced jewelry store 
items—and some ideas on the existing opportunities for their promotion 


In the not-too-distant past practically all merchants catered to the car. 
riage trade. But as this circle of preferred customers decreased in num. 
ber and importance there mushroomed a great and numerous middle 
class. 

Setting his sights on this new and large group, the retail jeweler recog. 
nized the need for offering a greater variety of products at popular 
prices. Diversification was the jeweler’s answer to the problem—less ex. 
pensive items which would bring to his door a greater cross-section of 
customers. He recognized, too, that by increasing his store traffic he 
would reap the benefits of extra sales while at the same time subjecting 
this traffic to displays of his staple jewelry lines. Of course, the nature 
and character of the individual store dictated the extent of the diversif.- 
cation of lines. 

Let us now review some of the additions to the retail jeweler’s mer. 
chandise offerings—items that retail for $20 and under. Some of these 
items, it should be remembered, are today established and permanent 
parts of his inventory. 

Certainly, the most dramatically conspicuous of the $20 and under 
merchandise in the jeweler’s inventory is the metal watchband. It has 
proven to be a boon to store traffic and sales. During the past decade, 
exciting styling and huge advertising expenditures have greatly increased 
the public’s interest in metal watchbands. 

Some years ago, JC-K conducted a nationwide survey among jewelry 
retailers to determine the importance of this merchandise. It was learned 
then that watch attachments—all priced under $20—accounted for 
nearly five per cent of the average jeweler’s annual total dollar volume. 
Still another pertinent fact uncovered in the survey was that the average 
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jeweler turns over his watch attachment stock 3.1 times a year. (There 


is little doubt that these percentages are substantially higher today.) 

Equally spectacular in sales growth and consumer acceptance has been 
costume jewelry. Two years ago an article in JC-K was entitled, “Cos- 
tume Jewelry Becomes Part of the American Way.” This heading was 
used to sum up the great consumer acceptance of such merchandise. At 
the time of its evolution in the twenties it was referred to derisively as 
“junk jewelry.” Today, as a result of improved styling, it has now taken 
on the more appropriate designation of “Fashion Jewelry.” And, it has 
heen accepted as such by both retailer and consumer. 

Statistics indicate that costume jewelry accounts for approximately 
$100 million in annual retail jewelry store sales. This merchandise has 
design and price appeal for women of all classes and incomes. But be- 
cause it is fashionable merchandise, it is well to remember that what is 
in style today may be completely out-moded in six months. Consequently, 
Dame Fashion—a very fickle but friendly supporter of the retail jeweler 
—creates a constant and ever-present demand for new costume jewelry. 

Commenting on his $5,000 costume jewelry inventory, Phil Kleiger 
of Kortz Jewelry Co., Denver, remarked recently, “It has earned every 
inch of space which it occupies in our store. It draws store traffic, appeals 
to gift purchasers and has impulse-buying appeal.” 

Certainly, fashion is one of the strongest foundations of modern mer- 
chandising. It is used to stimulate sales of all kinds of jewelry for women. 
However, the male animal is not immune to the appeal (and dictates) 
of fashion—particularly in the case of men’s jewelry. 

A great percentage of men’s jewelry sales last year was represented by 
sets of cuff links and tie slides. There is, of course, a great potential for 
selling links as a separate item; particularly links in the $3.50, $5.00 
and $7.50 price range. It has been found that there is no price resistance 
to such items priced up to $7.50, with many non-precious metal sets sell- 





ing for as high as $12.50. 


(Please turn to page 114) 
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Display ideas that are. 7 


by VIRGINIA DIXON 


do MAKE customers, we must first make friends. We cannot 
make friends unless we have a chance to get acquainted. One of the func. 
tions of our window displays is to make the gracious overtures which will 
bring people into our store so that we can establish a friendly acquaint. 
ance and eventually firm customer relations. The offering of our more 
modestly priced merchandise in these window displays provides an 
opportunity for get-acquainted sales that will pave the way for future 
purchases of more expensive items. Strangers may hesitate to spend 
large sums in a store they do not know, but once they have made a 
purchase—however modest-—they are no longer strangers. If the pur. 
chase was made a pleasant experience and the merchandise entirely satis- 
factory, friendship has been established. 

The young man who buys an inexpensive compact as a valentine for 
his best girl will soon be looking at diamond rings. . . . The young matron 
who finds an interesting selection of bridge prizes in your store may also 
be in the market for a handsome anniversary gift . . . and the busy execu- 
tive who gets quick and efficient service in the replacement of his watch 


band is quite likely to be called upon to choose a presentation gift of 
importance. 





There is a very natural temptation to put most of our promotional 
effort and expenditure behind our high priced, high profit items. Let us 
not forget that the merchandise which sells for under twenty dollars can 
do a special selling job for us in the window—attracting the strangers 
who would hesitate to come in for large purchases, but who will feel quite 
free to make our acquaintance over a small purchase. 

Much of this “twenty dollar and under” merchandise can share win- 
dow space with more expensive items and certainly should find some 
space in the windows at all times. Occasionally. if at all possible, an 


entire window should be devoted to this price range of merchandise. 
(Please turn to page 111) 
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by WINIFRED PARKER, 
JC-K Fashion Consultant 





Lance jewelry is an important part 
of the fashion story this season for both men 
and women. The jewelry is beautifully designed 
to give just the right accent of smartness to cloth. 

ing styles, and both men and women are going to buy great quantities of 
it. They will be making immediate purchases to decorate a whole new 
array of Easter finery! Whether this jewelry will be purchased in depart. 
ment stores or jewelry stores will depend upon the individual efforts of 
retail jewelers. Costume jewelry is wholly a fashion item, and customers 
naturally will gravitate to the stores which do the strongest fashion selling, 

In order to get a good start on the entire season, we suggest that retail 
jewelers plan a selling campaign to increase Easter business, a campaign 
which concentrates on costume jewelry selling for twenty dollars or 











These jewelry sets in gold-filled and sterling are Matching tie bar and cuff link set by Kav 
being featured by Anson as a fashion feature for Art, Camden, N. J., shows trout flies embed 
spring. The fashion goal is a jewelry wardrobe for ded in lucite. Gold plated, $5.50 Keystone 
every male! Each set is priced to retail for $10. Underwater seahorse scenes also available 
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Sterling silver key ring by Charm Craft 
handsomely sports an antique auto in a 
sculptured relief. It retails for $5.00. 


under, and which makes full use of the power of fashion. 

Color is the strongest talking point in current fashion, and this is true 
for both men’s and women’s fashions, both in clothing and in jewelry. 
Color enlivens every phase of the spring fashion scene and runs through 
every shade in the spectrum from delicate, muted pastels to exciting. 


vivid shock colors. 
Men’s fashions follow much the same trend as during the winter sea- 


son, but with the added strength of volume acceptance. Suits are still 
predominantly dark, with straight trim silhouettes, and depend upon 
accessories, shirts, ties and jewelry, for a bright splash of color interest. 








Charles Walker, New York, has completed Simulated mesh accessories in a guaranteed 
a new series of cuff links utilizing sterling finish of 22K gold overlay capture the im- 
portant fashion look of lightness. Made by 
Zell Products Corp. From $2 to $5, retail. 


Men's jewelry by Krementz, engine- 
turned and made with 14K gold over- 
lay. Tie holder $5.50; cuff links, silver and synthetic stones. Shown are 3 
$9.00. Prices are retail, plus tax. prestige styles which retail for $15.00 per set. 
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Trifari's golden link matinee rope and 2-strand throatline circler Paris says pins! And Coro interprets this fashion de- 
is a pretty way to achieve the massed necklace effect so important cree in a cluster of pearlized walnuts, golden rimmed. 
to the long torso look. Rope, $15 each; 2-strand choker, $10 each; Worn as a trio against simple neckline; they are also 
matinee, $10 each; the earrings are $3 a pair. Prices are retail. equally smart sparkling at lowered waistlines. Each of 

the pins is priced at $2, retail. Matching earrings $2. 


Tie-bars maintain their prestige fashion position and are needed to 
give interest to smaller collar shapes and narrower ties. 

Cuff-links are conversation pieces and are designed with new concepts 
of jewelled elegance and color excitement. 


Colored stone rings are becoming increasingly important to carry 
ee through the style interest of colored shirt cuffs. 
se oa < we o < _ Colored shirts are blossoming for spring, even for business wear, in 
poin cu iamond. ' ey- 
stone, from Shiman of Newark. strong acceptance of the trend which started last season, and are seen 
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Lady's dainty genuine onyx 
‘rose. diamond’ ring. Avail- 
able in 10 and 14K gold; by 
Stern Mfg. Co., Newark. It 


is about $17.50, Keystone. Vari-gem stone rings, a division of the David Pfeffer 


Co., have interchangeable birthstones. Jeweler 
can change stones in less than 60 seconds. Woman's 
ring is $12.70; the man's ring, $26.30, Keystone. 


MOO IW IOO0OO2 


New "Decor'’ expansion band made up of coin-like links by Foster Metal 
Products, Inc. It is available in Hamilton and white 1/20-10K gold- 
filled, with ring ends. “Decor is priced to retail for $5.95, F.T.I. 
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Wefferling Berry & Co. 
contrasts gleam of 14K 
gold with black enamel 
in this classic cross. 
Highlighted with gen- 
uine half pearl. It is 
$10.50, at Keystone. 


New costume jewelry by Elgin American is available in 
several high fashion styles. Items in this new jewelry 
line will retail in a price range from $2.95 to $20.00. 
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Charm bracelet by Imperial Pearl Syn- “7 A a Handcrafted pin by Admark features one 
dicate in gold-filled setting and a Ms : : large scarab stone surrounded by eight 
flexible chain glowingly interspersed hig *¥ smaller scarabs in 1/20-12K gold-filled 
with cultured pearls. $20.00, retail. iMate. setting. The Keystone price is $14.50. 





Ever-Widening Circle of Customers. 














Fashion favors low-priced JEWELRY 


; Distinctive design from Forstar's men's Flex-Let features this matching tie bor 

sterling silver compact; it features brilliant jewelry line. This enameled set avail- cuff link set from their Designer's G, = 
sunburst design. Manufactured by R. Blackinton & able in various colors; $7.50 Keystone, replicas of 14K gold originals. Set haan 
Co., No. Attleboro, Mass., it is $30, Keystone. in gift box. From Forstner Chain Corp. priced to retail for $8.50, tax is included 


For the fashion-conscious woman is this stunning 


« 








in bright reds, brilliant greens and vivid yellows; soft pinks, soft blues, 


soft yellows and soft mauve. 
The trend for color in men’s fashions offers a wonderful boost for 


jewelry sales. Tie bars, cuff links, lapel pieces, rings, and watches with 
colored dials and colored straps can be presented in a whole range of 


(Please turn to page 113) 


At left, a double strand circle brooch in 14K gold by 
Church & Co. It retails for $18. The pendant earrings 
in black onyx framed in 10K gold settings. $20 retail. 








Leathercrafted lighter by Zippo is Kreisler revives the art of jewelry "brocades" in Emblematic jewelry in 1/20-12K gold 


luxury styled in rich genuine leather. new series of men's jewelry. Grecian and various filled by Irons & Russell. Tie ber, 
Available in a choice of colors, other sculptures are reproduced in silhouettes on $5.80; links $6.50; complete set is 
it is priced at $6.00, retail. handsomely brocaded backgrounds. $8.50 at retail. $12.50. These prices are Keystone. 
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$20 AND UNDER ITEMS...FOR AN 
EVER-WIDENING CIRCLE OF CUSTOMERS. 


ANOTHER JEWELERS' CIRCULAR-KEYSTONE MERCHANDISING TOOL... 








ACTIVE PATTERNS IN SILVERPLATED FLATWARE® 





‘The index of quality silverplated flatware patterns 
which appears on the following pages is much more than a mere 
display of attractive patterns. The index is published to provide 
jewelers at the point of sale with a catalog of available flatware 
stock. It also lends itself to use as a promotion piece for window 
and in-store displays to impress customers with the wide selection 


of flatware patterns currently being produced. 


So that retail jewelers may refer to them quickly, these quality 
plated patterns are grouped according to manufacturer and brand 
name. Among the 46 patterns on these pages are 11 which have 
been added since the last JC-K index of plated flatware patterns 
was published in 1953. Promotional, premium, private, hotel and 


restaurant patterns are not included in this index. 
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Active SILVERPLATED 


Invitation New Elegance Pace II Wheat Il = Bright Future Danish Princess May Queen Romance Spring Garden Daffodil Eternally Yours First | 
Ove 











Stegor Division Holmes & Edwards 1847 Rogers Bros. 
of The Gorham Co. The International Silver Co. The International Silver Co. 
Providence, R. |. Meriden, Conn. Meriden, Conn. 


Coronation Evening Star Lady Hamilton Morning Star South Seas White Orchid Brookwood Enchantment Proposal Bridal Wreath New Era 




















Community 1881 (R) Rogers (R) Oneida Community 
* Oneida Ltd. Oneida Ltd. e Oneida Ltd. 
Oneida, N. Y. Oneida, N. Y. Oneida, N. Y. 





First Love 











LATWARE Patterns (1955 


Flair Heritage Remembrance Daybreak Inspiration Starlight April Primrose Victorian Rose Dresden Rose Festivity Silver Blos 











% Rogers & Bro. Wm. Rogers & Son Reed & Barton 
© The International Silver Co. e The International Silver Co. & Reed & Barton Silversmiths +d 
Meriden, Conn. Meriden, Conn. Taunton, Mass. 


Astrid Concerto Desert Rose Devotion Garden of Roses Fleur Narcissus Roseberry Holiday King Edward Moss Rosi 
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Guildcraft National King Edward 
National Silver Co. @ National Silver Co. National Silver Co. 
New York, N. Y. New York, N. Y. New York, N. Y. 










































Comer in todecy. help us celebrate 


_ NATIONAL 
| JEWELRY 
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“NATIONAL JEWELRY WEEK’ 


THE 


NWJA PROGRAM FOR RETAIL 


SALES ACTION 


APRIL 22-28 


A MERCHANDISING program, unique in the 
jewelry industry, involves the products of 17 manufac- 
turers who distribute through wholesalers. Sponsored 
by the National Wholesale Jewelers’ Association, the 
program centers around a two-page spread to appear in 
Life magazine immediately preceding the period of 
April 22-28. This period will be designated in the ad, 
and all promotional material, as “National Jewelry 
Week.” 

It is designed to put the spotlight on retail jewelry 
stores and the benefits of the program for participating 
merchants should be in direct relationship to the degree 
of their individual efforts. 

The association has prepared for distribution to 
jewelers suggestion sheets in the form of a check-list 
booklet outlining a program of merchandising tie-in, 
complete with letters, ad copy, newspaper publicity items 
and TV material. 

The list of subjects covered is indicated by the head 


ings: Stock-Up—Hold a Store Meeting—Make Windows 
Sell—Store Interior Should Sparkle—Get Out a Work- 
ing Mailer—Newspaper Advertising Brings "Em In—Air 
It Over Radio and Television—Write-ups in Your Local 
Paper—Local Air Time—Word of Mouth—Contests— 
Open House—and Treasure Chest. Each of these “titles” 
is followed by helpful, detailed suggestions for an effec- 
tive procedure by the retailer. 

Included in the association’s kit is a generous supply 
of foil labels proclaiming the event and a three-inch 
golden button for sales people to wear during “National 
Jewelry Week.” 

In addition, an effective window card, featuring the 
event and the values to be found in the store during the 
week, is supplied. 

This promotion is founded upon sound principles of 
promotion. Every jeweler should consider its potential 
for directing more business to his establishment during 


the week of April 22-28. 
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FOR MARCH, 1955 


a new color movie 
to help you sell diamonds 


it’s yours FREE...to show in your town 





Produced to help you promote diamonds . . . and just 
released .. . this spectacular new film, in sound and 
color, is yours to use, on a free rental basis. It’s ideal 
for showing before high school and college students, 
to club groups in your area, and for presentation as 
a sales-training aid. 


With romance setting the scene, this new movie 
tells a spell-binding story about diamonds. There’s 
an authentic sequence on diamond cutting, photo- 
graphed at a leading New York cutting house. There’s 
an interesting tour through the diamond mines, filmed 


a 


DeBeers Consolidated Mines. Ltd. 





on location in South Africa. Fast action and magnifi- 
cent color photography make it a really memorable 
diamond film. 


For details on how you may obtain the film, “A 
Diamond is Forever,” to show in your town, write 
to the exclusive distributors, Association Films, Inc., 
at the address nearest you: 


347 Madison, New York 17, N. Y.; Broad and Elm, 
Ridgefield, N. J.; 79 East Adams Street, Chicago 3, 
Ill.; 351 Turk Street, San Francisco 2, Calif.; 1915 
Live Oak Street, Dallas 1, Texas. 


Tie in with the all-out diamond promotion...keep diamond sales coming your way 








MERCHANDISING 


P. NELSON 


Signs in window clearly list Ausman's special services and silver patterns. 


One Jeweler’s Method 
Of Breaking Down 
Threshold Resistance 





; window displays of Ausman’s, Merrill, 
Wisconsin, are designed to bring regular customers into 
the store. However, for the “timid” prospects, owner Ausman, left, greets customer entering store. Note the sign, 
Irving M. Ausman has special encouragement—a promi- "Come In Anyway," designed to make the jewelry teen's 
nent alien. phere friendly. Customers like the sign and comment about it. 
Lettered neatly and distinctly on the glass door is 
“Come In Anyway.” 
Ausman says that this sign is intended to break down 
the prospect’s hesitancy about entering a jewelry store. 
It shows him that the management is glad to see him, 
and this expressed friendliness often wins the customer. 
“In many a customer’s mind,” stated Ausman, “there 
is the false belief that the atmosphere of a jewelry store 
is cold and formal. We are trying to dispel that impres- 
sion. We invite customers inside to show them that they 
are welcome to browse about our store just as they can 
browse in other stores. 
“I have had many comments on that sign. The cus- 
tomers like it. Before the sign was up, we’d see a cus- 
tomer peer in the door and then turn away, as though 
they were ashamed to be caught looking. Now they 
know we encourage looking.” 
When the customer looks at Ausman’s windows, he sees 
fine merchandise excellently displayed. He also sees a 
number of well lettered signs that tell him much about 


the store and its services. One sign is headlined “Aus- These two special display units, located in the aisle, have 
— been found excellent for attracting customers’ attention to 
(Please turn to page 123) costume jewelry and other items that stimulate extra sales. 
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[Oth Anniversary Baumgold Bros. ‘CIRCLE of LIGHT' Diamonds 


The dafference* 
in these DIAMONDS 
makes a difference 
in your PROFITS! 


‘CIRCLE. of 
LIGHT' Diamonds 


A plus feature 
at noextracost! 















They're the biggest business 
builder in diamonds because... 





‘Circle of Light’ Diamonds are 100% completely polished 
y ...yet, with this plus feature, they cost no more than 
unfinished gems. Thus you are able to sell a better diamond 
at greater profit. What's more, Baumgold Bros. will 
supply you with dynamic sales and merchandising material. 
With ‘Circle of Light’ Diamonds you’re positively set for 
bi ace bigger business and greater profits. Lose no time — call any 
¢ Baumgold office for information on ‘Circle of Light’ Diamonds. 


, TamelololhitolamcoMelactohilare MM Oicel(-Molm Sle lah mm Olle lulolale ry 
* the difference is in a Baumgold Bros. are headquarters for Jagersfontein 


the smooth polished edge 


=y-\U]\' Cece) & pe -j], tok pee | alo 


62 WEST 47th STREET, NEW YORK 36, NEW YORK 


gems and producers of the modern Heart-shaped Diamond. 


NEW YORK e CHICAGO e LOS ANGELES e DALLAS @ TORONTO e@ MONTREAL e@ VANCOUVER @ LONDON e@ ANTWERP e@ TEL AVIV 

















Live baby chicks in the tuein: queved to rw , big hit with small fry set. - 


An Easter Window Stops the Parade... 


This jeweler is located on a busy traffic corner. He needed an Easter window 
that would compete successfully with nearby stores. His solution, which drew 
crowds, was an ‘active’ window closely tied in with Easter—of live baby chicks. 


a Easter an appealing window display 
of cuddly baby chicks drew crowds of shoppers and 
created traffic for the jewelry store of Gordon J. Schalla, 
Milwaukee, Wisconsin. 

Gordon describes the unusual window display in these 
words. “My store is located on a very busy traffic corner, 
but I realized there are many other fine stores nearby 
claiming their share of attention from shoppers. I 
wanted something with action, and naturally I wanted 
something intimately tied-in with Easter. What could 
be more appealing than live baby chicks? I drove to a 
poultry farm outside the city and bought ten of the 
fluffy little birds. I set up two spaces, one in each of 
my front windows. I fenced these in with chicken coop 
wire and provided the chicks with food and water. To 
add a further Easter touch, I put gaily colored eggs in 
the windows. 

“The cuddly chicks stopped so many people that the 
city’s leading newspaper heard of it and sent a photog- 
rapher down to get a picture of the crowds in front of 
my store. I kept the live display for two weeks and 
hundreds of people stopped each day. 

“Some humorous situations also developed. I recall 
the little girl who stopped each day on her way to and 


92 


from school to stare at the same dyed Easter egg. | 
asked her why she kept coming back to look at the egg 
instead of the little chicks. She answered quite seriously 
that she was going to keep her eye on that colored egg 
until it hatched. She wanted to see what color chick 
it contained!” 

Human interest incidents like these gave Schalla’s 
good word of mouth advertising. Schalla opened his 
store in 1952 after having worked for several years on 
the staff of a leading Milwaukee jeweler. From the be- 
ginning, he has concentrated on attention-getting window 
displays. 

One of his most effective crowd-stoppers was a five- 
gallon fish tank containing goldfish and greenery. Sus- 
pended in this tank was a plastic container filled with 
loose pearls. It was attached to the business end of a 
fishing pole, and the other end was wedged between 
two heavy rocks in the opposite part of the display 
window. A window sign asked the public to guess at 
the number of pearls in the container. For the 15 best 
guesses, Schalla offered 15 merchandise prizes. 


“Hundreds of people came in every day to make their 
guess,” Schalla said. “Everyone likes to get something 


(Please turn to page 127) 
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Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one of two alternatives. 


Part VI (A) 


(64) Naturally green diamonds are extremely rare 
and only one, the Dresden Green, has acquired any fame. 
The accounts do not clearly describe the character of 
the green. A genuine green diamond whose color re- 
sembled that of the modern “treated” diamonds would 
be very difficult to differentiate from some of those 
stones. Most “green” diamonds are rather yellow in 
body color, with a strong greenish fluorescence. The 
green color is, consequently, most pronounced in sun- 
light. 

Diamonds were first made green artificially by ex- 
posure to radium bromide alpha-particle radiations. More 
recently this extremely hazardous manipulation has been 
superseded by cyclotron and atomic pile bombardments. 
These have the additional safety factor that the stones 
themselves are not radioactive, in contrast to the per- 
manently dangerous radium colored stones. This color- 
ing, like that from the cyclotron, is superficial and easily 
recognized, but that from the neutrons of the atomic 
pile is penetrating and colors the entire stone. With the 
penetrating treatment it would not be possible, with 
present knowledge, to be certain whether or not the 
color was natural, if stones of this particular blue-green 
color are found in nature. 

The only naturally blue-green stones in commerce are 
small ones which owe their blue-green tint to residual 
color patches, usually on “naturals,” remnants of the 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


original skin. This greenish skin color can be faded or 
changed to brown by heat, just like the color of the 
treated stones. There is every reason to believe that the 
color is caused by a natural association in the ground 
with radioactive substances. In millions of years, those 
weak sources have had the same effect on the diamond 
as the more rapid and intense effect created by the 
powerful bombardments now at man’s disposal. The typi- 
cal “treated green” varies from a tourmaline green to 
a blue green, varying a little with the initial color of 
the diamond, with its depth dependent upon the dura- 
tion of the treatment. Stones may be anything from pale 
green to almost black. 

Treatment of a strongly fluorescent cape stone can 
produce a “green” stone which in sunlight resembles the 
naturally green stones so closely that it is essentially 
indistinguishable. They command no price premium and 
are not highly regarded in either natural or treated 
stones, for the non-fluorescent ones are considered more 
desirable. 

(65) Demantoid garnet, a variety of the garnet com- 
position that is known to mineralogists as andradite, is 
better known to the jewelers under the name “olivine.” 

(Please turn to page 117) 





TABLE VI—GREEN STONES 


(Light to dark green) 


NAME 


DIAMOND 

GARNET (Demantoid) 
Zircon 

SAPPHIRE 
CHRYSOBERYL 

Spinel 

PERIDOT 

TOURMALINE 

BERYL (Emerald) 

Quartz (Greened Amethyst) 


INDEX 
41 10 


Tf i 9 


-74-1.79 
.68 
64 
98 


ee ee ee 
. 


Synthetics and imitations: 
Sapphire 
DOUBLETS (Garnet-topped) .80 (1.52 plus) 
Spinel (Synthetic) aes 
EMERALD (Chatham) -56 

GLASS .50-1.68 
SOUDE (Soldered Emerald) 54 


HARDNESS 


.89 61% 
.79-1.83 61, 


175 81 


71f (6) 


REFRACTION SPECIFIC GRAVITY NOTE 


single 3.52 64. 
single 3.85 65. 
single 3.96-4.18 66. 
double 3.99 67. 
double 3.71 68. 
single 4.59 69. 
double 3.46 70. 
double 3.10 71. 
double 2.88 tas 
double 


double 
single 
single 
double 
single 
double 
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Selected and Serviced hy Leading Wholesalers 


AN AUTOMADE cHAIN FOR EVERY PURPOSE 


Available in 
Sterling Silver 
1/20-12K Gold Filled 

: 10K 14K 18K 


Picture frame, locket, and bracelet are all gold filled () 
—a great value and a new selling idea. Ask to see ie) 
this line starting at $8 retail for a 2-piece set. Thru 


a ee ee ee | AUTOMATIC CHAIN CO. ¢ PROVIDENCE, R. |. 


ANOTHER I&R ORIGINAL! 


GOLD PLATED—BLUE ENAMEL 
TIE BAR AND LINKS 





Smartly styled and pop- 
ularly priced, this new 
I & R Alligator Grip Tie 
Bar and Cuff Link Set 
is available with a choice 


of 15 different emblems. : maAaAnA & Zee . 
Attractively gift boxed. PITMAN & KEELER 
—< a Picture Ident 


8.50 @ You have customers that want something better than average. Be 
Prices Keystone Each. sure to show them this picture ident. Made of heavy Sterling Silver. 
3 =: [ape — he will wear and cherish forever. 
IRONS & RUSSELL COMPANY rder from your wholesaler. 
ye : R $7.25 Keystone in Rhod. finish — S.S. backs or 
ROVIDENCE, RHODE ISLAND $8.50 Keystone in 1/20 — 10K. G.F. Hamilton. 


Emblems Since 1861 through PITMAN & KEELER INC., ATTLEBORO, MASS. 


your wholesaler 








CRUCIFIXES 


EMBLEM JEWELRY— 


A wide variety of I 

popular emblems | 

highlight many of the | 

La Mode men’s sets. 

This MASONIC set in I 

shining yellow gold | 

plate features a two- | 

color hard enamel 

emblem center piece. | 
l 
| 
| 
| 
| 


Sets Retail for $9.00 


| 1495-1496-1497 
Crucifix and chain in gleaming !/20—!2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. 


H. F. BARROWS CO. 


RIPLEY & GOWEN CO., INC. — Attleboro, Massachusetts NORTH ATTLEBORO, MASS. 











Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


b D “4 In this diversified group of design ideas for ear- 
ry CSIgNS rings, imaginative use is made of round, baguette, 
and pear shaped diamonds. These original designs 
are prepared exclusively each month for JC-K by 
Designs Technique, 62 W. 47 Street, N. Y. Cut 


Techniq ue out and save these pages. 
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ESTABLISHED 1 8 6 6 


IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
London: 32/34 Holborn Viaduct 








We are always interested in purchasing estates — or 
jewels which your customers submit to you for sale 


JEROME 


608 Filth Avenue 


SEMS OF dy 


DEVON DS 


Emerald Cut 


mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
F/ CAT'S EYES 
f/ PEARLS 


/ We have a large stock of 
Precious Stones, mounted 
and unmounted from which 
to make your selection. 
Let us cooperate with 
you on your special calls. 


RICHHEIMER 


New York 20, Py. ¥. 


Phone Circle 5-5673 


FOR MARCH, 1955 














MODERNIZATION 


by DONALD C. TAYLOR 


Modern lighting fixture and old showcase is successfully blended in remodeled store. 


Old and New Fixtures Blended 
In Modernization of This Store 


























Rei the traditional features of a long estab- changed. Designed to display hollowware and _ other 
lished jewelry store be modernized without losing pres- silver, they are a distinct asset to’ the store. 
tige? Such a face-lifting was successfully achieved by Half the front of the store is taken up by the big 
S. Josephs & Sons, Des Moines. window, and the other half is a black onyx wall, leading 

One of the important steps in the recent remodeling at an angle from the corner of ihe building into a single 
was the construction of a large window that takes up door, which is set at a 90 degree angle from the wall. 
half the store front. A special table, made to order for (Please turn to page 121) 


Josephs, was placed up front near the new window. It is 
actually two tables fitted together. As a double table, 
it is large enough to permit the showing of a buffet 
service and also other china and silver. It is also versa- 
tile as a key display, as it can be unhinged easily, making 
two tables available. The table itself is of modern design 
with a brown, silver and gold marble top and brass legs. 

Another striking feature of Josephs’ big window is a 
vertical display showing china, silver and glass in place 
settings. Four mounting boards are placed on the wall 
at the edge of the window pane and arranged at a down- 
ward angle so that passers-by can easily examine the 
place settings on them. Different colored fabrics supply 
a varied background for each place setting. 

Just inside the glass of the window is a black onyx 
ledge, which was installed over the radiator. It is used 
to display china, plate and gift items. The china is sup- 
ported in a vertical position. 

Behind the big window are dark walnut cases that go 
to the back of the store. These cases are part of the 
traditional furnishings at Josephs’ and have not been 










This big window takes up half of the store front. A special 
table is placed near it and is a versatile and key display. 
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~~Winner of “Diamonds, U. S. A.” Award for outstanding achievement in Jewelry design. 
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ave artistry 


for those who desire the finest. 


a masterpiece of the jeweler’s art. 


Available on consignment for your 


special requirements. 


Please specify price range desired. 


Raymond Abrahams 


551 Fifth 


Avenue, New York, 17, N. Y. 


Phones: VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-27. 


FOR MARCH, 1955: 

























































Ty order to sell more watchbands and improve watch 
servicing, new aids for the watchmaker have been de- 
veloped by manufacturers. Both merchandising and tech- 
nical, these aids meet specific needs of the retailer and 
his watchmaker. 


FLEX-LET MERCHANDISER 
The Flex-Let Corp. has created the “Watchband Mer- 


chandiser,” designed especially for use in the watch 
repair department of the jewelry store. Flex-Let’s inten- 
tion is to help the jeweler sell as well as serve from his 
watch repair department. 

The Watchband Merchandiser is only two and one-half 
inches high and has a velvet cushion top that is 16 by 
11 inches. Because the unit is so low the cushion top 
provides a luxurious setting for the repaired watch. 

Since the watch repair department is the natural loca- 
tion to make an extra band sale and the customer 
calling for a repaired watch creates the sales opportunity, 
the Merchandiser features a 10-band display of current 
watchband fashions quickly accessible to the watch- 
maker. Underneath the hinged cover, five ladies’ bands 
and five men’s bands are richly displayed on a light blue 
satin background. Concealed in the back is a long, low 
drawer that also holds 10 bands. 

The “serve and sell’? Watchband Merchandiser is free 
of charge with an order for two of the five ladies’ 
watchbands and two of the men’s bands, and is available 
from Flex-Let at 580 Fifth Ave., New York 36. With 
each unit is inserted the booklet, “Selling Guide for the 
Watch Repair Department,” listing nine quick tips on 
how to add a band sale to every repair job. Also in- 
cluded is a card that acts as a reminder to the watch- 
maker: “With every watch repair job—sell a watch band 
replacement.” 


OMEGA BEAT-PER-HOUR DATA 

Omega has introduced a data card designed to aid in 
the accurate checking of Omega watch movements. Un- 
like standard 18,000 beat-per-hour movements, a watch 
with a fast-beat or “off-beat” movement requires special 


SPECIAL ‘TOOLS’ FOR WATCHMAKERS 








settings for accuracy check-ups on a Watchmaster ma- 
chine, according to Omega. The exact beat-per-hour 
speed must be known or the Watchmaster tape-markings 
may be incorrectly interpreted. 

The majority of Omega high-precision movements are 
of the “fast-beat” type, with beat-per-hour speeds from 
19,440 to as high as 21,600. Omega has listed all its 
movement calibres and beat-per-hour speeds on a handy 
card, available free from the Norman M. Morris Corp.,, 


655 Madison Ave., New York 21. 


LADY BULOVA TECHNICAL BOOKLET 


The latest addition to its technical bulletin series has 
been released by the Bulova Watch Co. The booklet 
features the new “Lady Bulova” self-winding watches 
and goes into considerable technical detail on their dis- 
assembly, lubrication and assembly. Large close-ups of 
the watch movement are provided, and a third color 
highlights in excellent detail areas deserving special 
attention by the watchmaker. 

A step-by-step plan suggests to the watchmaker how 
to take apart, lubricate and assemble the new watch. 

The booklet is being supplied to all authorized Bulova 
jewelers, and to all watchmakers and jewelers who have 
attended and registered with the Bulova technical 
symposia as they have appeared around the country. 

Requests for this publication on Bulova self-winding 
watches, model 6BPA, should be directed to Max J. 
Schwartz, Technical Director, Service Division, Bulova 
Watch Co., Bulova Park, Flushing 70, N. Y. 


NEW UNBREAKABLE MAINSPRING 


Hammel, Riglander & Co. has introduced a new 
unbreakable alloy white mainspring made of “Nivaflex.” 
According to the manufacturer, it is completely resistant 
to corrosives, including acid and salt water, will not set, 
and its anti-magnetic quality makes it unaffected by 
thunderstorms or sudden temperature changes. 

A special feature of HR Nivaflex mainsprings is that 
they can be inserted directly into the barrel without the 
use of a mainspring winder. In 24 sizes, 48 more avail- 
able soon, at material supply houses. 
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Can You Top These? 






Every jeweler has had some business experience story which he enjoys telling. 
Here is a round-up of many such stories with associated characteristics. 
They demonstrate what is sometimes forgotten: customers are people. 


lines the most universal unusual ex- 
perience of the jeweler is the one characterized by ignor- 
ance of jewelry store merchandise or services. A typical 
incident took place in the store of a Pennsylvania jeweler. 
A gentleman purchased an alarm clock, but only a few 
days later returned it. 

“T keep winding it but nothing happens,” he said. 

The jeweler checked the alarm winding key and found 
it wound tight. 

“See,” said the man triumphantly, “I wind it but it 
won't run.” 

The jeweler nodded his head and checked the time 
winding key. It was completely run down. When the 
jeweler wound the time-keeping mechanism and started 
the clock, the man, believe it or not, was absolutely 
amazed! The jeweler showed the customer the time 
winding key, and he departed with the air of a man who 
had faced a great catastrophe and survived. 

Another jeweler also suffered a business experience as 
result of customer ignorance. Alice Kirk, salesperson in 
a Chicago jewelry store tells how a customer complained, 
“This leather watchband wasn’t very good, I’ve only 
worn it seven years. Certainly it should last as long as 
the watch—shouldn’t it?” 


CASE OF THE STOPPED CLOCK 


Another characteristic of many unusual business ex- 
perience stories is where nature interferes with the delli- 
cate works of a watch or clock. A typical example hap- 
pened in the store of M. J. Povlow, Philadelphia, Pa. 
An elderly gentleman brought an old mantel clock to the 
store to be repaired. It had been in use 27 years and, 
Mr. Povlow said, it looked it. When he opened the back 
of the case, he saw the reason why it had stopped. It 
was not only about the dirtiest clock the jeweler had 
ever seen, but in the escapement, there was jammed a 
dead roach. He removed the insect and showed it to the 
customer. 

The old gentleman said, “Ah! The engineer is dead!” 

Other unusual experiences that deal with insects stop- 
ping timepieces were sent in by Dave Sharp, Sharp’s 
Jewelers, Cincinnati, O., Mary Speidel, C. Speidel’s jew- 


elry store, Richland Center, Wis., and Neugebauer’s’ 


Jewelry, Sturgis, S. D. 

Now the customers in the above stories were not em- 
barrassed though one might expect them to be. This 
brings to mind the experience of L. Schacter of Charleroi, 
Pa., who called a customer who was slow in her account. 
She said she would come in the store the next day, but 
failed to appear. This routine was repeated several 


102 


times. Finally she became indignant about the latest 
call and said, 

“After all, my husband just died!” 

As she said this, Mr. Schacter happened to look out 
to the far end of the store, and there was her husband 
having his watch adjusted. When he told the wife this, 
she was not embarrassed one bit. Instead she snapped, 

“Well, you tell my husband to get himself home im- 


17? 


mediately ! 


THE CUSTOMER WHO DIDN'T GO 


On the other hand, jeweler J. A. Hollis at Manhattan, 
Kan., found himself the center of a blushing incident of 
his own. He had a lady customer who remarked about 
everything that was shown her—“Oh! How beautiful! 
How beautiful!” She was so persistent in her remark 
that it became irritating. Finally she started toward the 
door, and Mr. Hollis was not disappointed. While he 
was putting away the articles he had shown her, he kept 
repeating aloud, mocking her, “How beautiful! How 
beautiful!” Imagine his embarrassment, as he straight- 
ened up from behind the showcase, face to face with the 
same lady customer glaring at him! 

Just to prove that the jewelry business has equal difh- 
culties in all parts of the country similar and equally 
embarrassing stories were also sent in by Mrs. M. Red- 
man, Redman Jewelers, Lancaster, Calif., and Mrs. 
Evelyn Whitmare, Richter Jewelers, Portland, Me. 

There are, of course, those experiences which are typi- 
cal of certain sections of the country due to the people 
of that area. A story with a “Pennsylvania Dutch” back- 
ground involves that of the elderly lady who purchased 
an eight day clock. As reported by Mary E. Riegel, Sel- 
insgrove, Pa., the lady wound this clock every day except 
once when she went away from home for four days. 
Upon her return, shocked at finding the clock still run- 
ning, she immediately took it to her jeweler, and de- 
manded her money back. 


“Tt’s hexed,” she insisted. 


And then there was the case of the old gentleman who 
came into the jewelry store of Ida Kuehn, Evansville, 
Ind., to buy a wedding ring. He had been married five 
times, buried all five wives and was ready for the sixth. 
With each of his first four wives, he had removed the 


wedding band and used it over again but not with his 
fifth. 


This wife, said, “If you don’t bury me with my wed- 
ding ring, I’ll haunt you the rest of your days!” The 
old gentleman complied with her request in a hurry, but 

(Please turn to page 125) 
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Get Set Now For The 
— Imperial Cultured Pearl — 











Ist Prize 





2 WEEKS VACATION 
TO PARIS FOR TWO 
Via T.W.A. Super Constellation 








“Name the Pearl” 


Big $500, 000 Contest 


TO BE NATIONALLY ADVERTISED IN LEADING MAGAZINES 














* So Easy everyone will want to enter; 
Will bring customer flocking to your store. 


300 More Prizes 


OF VALUABLE IMPERIAL 
CULTURED PEARL 
JEWELRY 





P tS — Every Entry wins a Beautiful Imperial Cultured Pearl valued at $5.00 








Extra-Dealers Window Display Contest 


You can win a trip to fabulous Las Vegas via T. W. A. Super Constellation 








GET AN EARLY START ON THE BIGGEST BUSINESS 
GETTING PROMOTION IN JEWELRY HISTORY 


Write for Complete Details 





NEW YORK CHICAGO 
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607 Fifth Ave. 5 N. Wabash 


Imperial Pearl Syndicate 


DETROIT LOS ANGELES 


914 Michigan Theatre Bldg. 607 S. Hill St. 
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Atlantic City Jeweler Cites Keepsake 


MAX PALLEY 
PALLEY’S JEWELLERS 


A close-up of the Palley window shows a 
Keepsake Bride and Frame Motion Display 
topping a glittering array of no less than 39 
Keepsake and Crescent Diamond Ring Sets. 


Rings enlarged to show details 
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As “Wost Valuable Franchise” 


KEEPSAKE maintains prominence in Palley’s eye-catching window in Atlantic 
City, N. J., with Bride and Frame Motion Display, full color ad reproduction, permanent neon sign and 
attractive arrangement of Keepsake and Crescent Rings. 


Only Keepsake, World’s Finest Quality Diamond Rings, 
Offers YOU These Valuable Sales Aids 


@ NATIONAL ADVERTISING: The biggest in diamond rings, Keepsake ‘‘dealer-localized”’ 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 
motion features. 


@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


A. H. POND CO. INC., SYRACUSE 2, NEW YORK 
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Rox retail jewelry store sales picture in 
Washington, D. C., has not been a particularly happy 
one for some time—what with discount house competi- 
tion and the lack of Fair Trade legislation. 

Charles Schwartz & Son, one of the leading jewelers 
in the nation’s capital for three generations, recently 
decided to meet this “off-beat” competitive situation 
head-on—not by cutting prices, but by telling and sell- 
ing the public the fact that their stores are headquarters 
for quality merchandise. 

After extensive research and planning to choose the 
most consumer-appealing promotion, a Swiss Watch 
Fair was created by Samuel and Charles Schwartz. It 
was decided upon because it could dramatize the quality 
idea and at the same time attract the iargest possible 
number of consumers. The theme of the event—‘You 
Are Invited to Visit Charles Schwartz & Son’s Swiss 
Watch Fair Featuring the World’s Finest and Most 
Unusual Timepieces’”—was one around which a quality 
jeweled-lever watch promotion could be built. 

The choice was a wise one for public reaction to the 


A special section of Schwartz's F Street window display was 
devoted to quality self-winding and special feature jeweled- 
lever watches. Watches were grouped together according to 
style. Adjacent to a grouping of automatic timepieces, there 
was placed a copy card reading, "The Watch of the Future." 





THE WONDERS OF TIMEKEEPING STRESSED IN 


PRESTIGE-BUILDING 
EXHIBIT 





Fair was quite gratifying. Charles Schwartz remarked, 
“The display, which attracted wide public interest, proved 
to be a top-flight traffic-builder. We were completely 
satisfied with it and are confident that the time, money 
and effort that our staff expended were well spent.” 

How could the public’s reaction be gauged aside from 
the standpoint of store traffic? Publicity-wise, news 
stories and pictures appeared in every daily Washington 
newspaper; Charles Schwartz was invited to show a 
selection of quality jeweled-lever timepieces from his 
Fair exhibit on three local television programs; a special 
filming of the watches, worn and demonstrated by attrac- 
tive models, was made by a leading television film pro- 
ducer for showing on TV networks and in local motion 
picture houses throughout the United States. 

The exhibit was scheduled for a week in Charles 
Schwartz & Son’s downtown Washington F Street store, 
and immediately following, in their suburban Silver 
Spring, Maryland store. A group of special, quality 
watches were secured to supplement Schwartz’s already 
large stock of timepieces. 





Inside the F Street store special showcases tied-in with the 
exhibit. Above, the pictorial history of time was presented 
with cards at the top of showcase. At lower right is an ex- 
ploded watch chart, pointing out what is behind the dial of 
a fine watch. Top shelf of the case featured quality clocks. 
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MAX DURAFFOURG GEM COMPANY 
576 Fifth Avenue 
New York 36, N. Y. 
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Mother’s Day 
Father’s Day 
Graduations 
Engagements 
Weddings 
Anniversaries 
Birthdays 


LINDE man-made star sapphires and 
star rubies can help solve your cus- 
tomers’ gift-giving problems. There is 
a Linpe Star for every occasion and 
within the reach of every customer. 
From less than three carats up to mag- 
nificent multi-carat showpieces. 





LINDE Star advertising as seen in 
the New Yorker Magazine is helping 
your style-conscious customers become 
Star-conscious. Now, more than ever, 
it’s to your advantage to have and show 
the Stars... Linpe Stars! 


YOU CAN CASH IN 


Linpe Star advertising. Send for this free, 
colorful display card featuring LinpE 
Stars, as seen in the New Yorker. 


DISTRIBUTED BY 


GEORGE HOUSTON 
448 South Hill Street 
Los Angeles 13, Calif. 
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CHARLES F. WINSON, Gems 


580 Fifth Avenue 
New York 36, N. Y. 


LinpDE is a registered trade-mark of Union Carbide and Carbon Corporation. 








PRESTIGE-BUILDING EXHIBIT 


A closeup of another Schwartz's F Street window. This one 
featured a magnifying glass arrangement to dramatize the 
quality watch story. The magnifying glass spotlights the 
petiteness of ‘the smallest watch in the world." The entire 
exhibit resulted in considerable newspaper and TV publicity. 


The $250,000 collection of timepieces shown to the 
public included the world’s smallest watch, the thinnest 
watch, the clock that “breathes,” the clock that “sees,” 
a watch in a $20 gold piece, and others ranging from in- 
expensive models in stainless steel to diamond-encased 
watches worth thousands of dollars each. 

Schwartz’s advertising agency cooperated very closely 
with the store executives, creating large-space newspaper 
ads for the Washington Star, the Times-Herald, the 
Silver Shopper and the Maryland News, and a public 
relations campaign for the Washington area. 

The field merchandising staff for The Watchmakers 
of Switzerland was also contacted for display helps, 
ideas and literature. 

In the F Street and Silver Spring stores, the windows 
and shop interiors were devoted entirely to promoting 
the time exhibit. For display continuity, both inside and 
outside the stores, small hand-lettered descriptive panels 
carrying the words “Swiss Watch Fair” and an identify- 
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This window display of Charles Schwartz & Son used the theme, 
"Fashions in Time.'' Note the clever use of appropriate props! 
In right foreground, adjacent to a display of diamond wrist 
watches, there appeared a card with the following copy on it: 
"Jewel bedecked—in keeping with the latest fashion notes." 


ing Swiss national symbol were used to establish the | 
omnadieuiil theme. 

Prior to the Fair opening, a special preview of displayd 
watches was held for the local press and radio execu-% 
tives. Miss Washington, a well-known young lady in} 
the nation’s capital, was on hand to model for the news” 
photographers. Simultaneously, releases were sent to all) 
local press contacts in a move designed to gain editorial} 
support to supplement the scheduled newspaper — 
tising. ‘ 

In addition to Charles Schwartz’s view about the suc- 
cess of his promotion featuring quality jeweled-lever | 
watches, it is significant that a competitive Washington 
jeweler voice the local trade reaction to the Schwart# 
venture when he said, “We like it. When one of out; 
jewelers promotes and merchandises quality, it helps all 3 
of us—because consumer interest is aroused in merchan= 
dise that only the retail jeweler sells and can properly 
service. 
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PLACE YOUR CONFIDENCE IN 







Hich Quality 
need not mean 
Hish Price 


in Diamonds 


DIAMONDS ENLARGED FOR DETAIL 


More and more leading jewelers are featuring 


Courtney Diamond Rings... . They have discovered 





that the Courtney idea of heavenly quality 
elas fold aba tomt=Xelalall lalallala a-1el 1-1 Mialcll aellelvelare| 
sales in the ranges of greatest consumer demand 
... Courtney experts back their guarantee of 
quality by painstaking selection of dicmeniia fonare! 
mountings ... The diamonds must achieve the 


highest standards of brilliance and cut... The 





DIAMOND SOLITAIBES and WEDDING BINGS 


(@Tol fo olan a leldlalmailollalilalek Musik sm ol-M-s Ca] ol ilolalel cols 
aqehartuikelariall oMelare Mel 1(e 1: Mn mol ako Ie luikolaler Miirel: 
can be sold with confidence—worn with pride 


: —count on Courtney. 
JOHN J. COURTNEY & CO. 


452 FIFTH AVENUE, New York 
















































How Important Are Low-Priced Items? 
(From page 75) 


As might also be expected, the relative dollar-volume 
importance of lower priced items increased as returns 
came in from neighborhood jewelers. The only varia- 
tion from this particular pattern was that the percentages 
of well-established, substantial credit jewelry operations 
in the neighborhoods, followed the characteristics of the 
central city credit stores. 


MORE IMPORTANT IN SUBURBAN STORES 


All suburban stores reporting had 56 per cent or more 
of their total dollar-volume represented by items $20 
and under, with one understandable exception (35 per 
cent) which is due to that particular jeweler being a 
widely-known gem specialist. 

For those who might care to look at the results from 
another angle, let us list all the percentages in order, 
from lowest to the highest. Now, let us take the per- 
centage figure which is half way, right in the middle of 
the column; the median figure. 

This median figure for city stores is 50 per cent—for 
suburban stores 66 per cent—for both together it indi- 
cates that 58 per cent of the total dollar-volume of all 
the respondents is represented by items selling for $20 
or less. 

Now let us look at the returns on question No. 2— 
“What percentage of your store traffic do you attribute 
to items selling for $20 or under?” 

The average for downtown and neighborhood city 








jewelers was 56.6 per cent—the suburban jewelers 776 
per cent! 

The city jewelers’ individual replies ranged from g5 
per cent to 20 per cent. (The reason for the lowest per- 
centage is that this jeweler did a big repair business anq 
the question did not include repair departments.) 

The suburban jewelers’ replies ranged from 35 per 
cent (another store strong on repairs) to 95 per cent, 

The center city cash-type jewelers, with roughly a thir 
of their dollar-volume in items $20 and under, reported 
roughly one-half of their store traffic resulting from 
such items. 

The credit-type stores, with roughly half of thei 
dollar-volume in $20 and under items, attributed four. 
fifths of their store traffic to such priced items. 

Taking all of the city jewelers’ percentages on this 
question of store traffic, the average was 56.6 per cent 
—the suburban 77.6 per cent. The average of all stores 
(city and suburban) was thus 67.1 per cent and the 
median figure for all stores was—70 per cent of the 
store traffic attributable to items selling for $20 and 
under. 


LOWER-PRICED ITEMS ARE IMPORTANT 


Using the median figures for simplicity, we find that 
58 per cent of these jewelers’ total dollar-volume was in 
items selling for $20 or less—and that 70 per cent of 
their store traffic resulted from items so priced. 

This study is not presented as the result of an exhaus. 
tive nationwide survey, but as a brief and limited excur. 
sion into a subject to which most jewelers could and 
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Emeralds, Catseyes . 
Diamond Mountings 





Rubies, Star Rubies, Sapphires, Star Sapphires 
. . Loose or in Platinum 


ROBINSON & SVERDLIK, Inc. 


Importers of Precious Stones 


Announces a 
CHANGE 
in its corporate name 


to 


BARNETT ROBINSON 


INC. 


610 FIFTH AVENUE 
Rockefeller Center 
NEW YORK 20, N. Y. 


Over 35 Years of Service 


to Leading Jewelers 
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should give serious thought. 
For, though no store is a jewelry store unless it car- 
9 













Even though there is a definite emphasis on price in 
displaying this merchandise, the manner in which it is 
shown should be exactly the same as used for all your 
merchandise. Good taste should be just as evident in the 
five dollar item and its display as in the five hundred 
dollar item. But some ingenuity and originality can be 
utilized to make the displays appealing and eye-catching. 
You may occasionally have a window that will simply 
say: “Look at all the things we have here for you priced 
at under twenty dollars!” In such a window you can 
show everything from watch bands to baby rings. More 
often though, your window will offer a selling message 
about a particular type of merchandise, the price appeal 
being secondary to the appeal of the merchandise itself— 
“Dress up your watch with a new watch band!” .. . 
“Smart costume jewelry for your new Spring suit!” 
. .. “Gifts for Easter”’—and so forth. The gift appeal 
will be a frequent one for this merchandise since so 
much of it lends itself to gift-giving and this a time 
when price is an important consideration. We are more 
apt to go over-the-budget for something for ourselves 
than for Cousin Susie’s birthday gift! 

The gift theme is dramatized in two of the accom- 
panying sketches of suggested displays. Sketch A is 
about as straight forward a presentation of merchan- 
dise as you could achieve, but it has distinction since 
each item against the background is spot-lighted in its 
own niche and the merchandise on the step elevation 
and floor is simply arranged. Giant cut-out letters— 
G I F T S—are tacked to the “egg-crate” background 
shelves. Gift-wrapped packages are interspersed in some 


























om 85 ries diamonds, and certainly it cannot achieve sufficient 
st per. volume without the big ticket sales in jeweled watches 
SS and and silverware, these profit-producing lines should be 
given the support of those volume and traffic building 
35 per items which are priced in the lower brackets. 
nt. 
. AT HIS FIGURES 
1 third JEWELER SHOULD LOOK 
Ported It might be well for every jeweler to roughly estimate 
~ from the percentage of his total dollar-volume and the per- 
centage of his store traffic that result from the sale of 
their items priced $20 and under—and then ask himself if he 
| four. is doing all he should in advertising, displaying and 
promoting these pieces. 
m this Many may find that their neglect of these lower priced 
T cent items is costing them important dollar-volume—and the 
Stores loss of valuable store traffic which could increase their 
nd. the sales in high-ticket lines. 
of the —_—_—— 
e 
0 ad Display Ideas 
(From page 78) 
Whether or not it is your policy to price more expen- 
id. that sive merchandise in the window, there is obviously little 
was in point in displaying the modest priced merchandise unless 
vent: of it is plainly priced. In fact, it is particularly important 
to do so as there still seem to be a lingering notion in 
xhaus the public mind that jewelry store merchandise ‘is more 
a expensive than comparable items in a gift or department 
ld and store. 
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GEM CUTTERS Cg 
FOREMOST IN FASHI 


642 FIFTH AVENUE 
NEW YORK CITY 











of the compartments in place of merchandise. Almost 
any handyman carpenter should be able to make up the 
shelf unit to fit your window space. Lengths of shelving 
or masonite are notched to fit together much like egg- 
box dividers. Such a unit can be quite sturdy and has 
the advantage of knocking down for storage. Shelves 
do not need to be very deep for most merchandise, but 
consider the depth of the deepest item you will want to 
show in them. Openings about a foot square are a good 
average size for most merchandise of this kind. Cut-out 
letters should contrast in color with shelf unit and back- 
ground. Color of letters may be repeated on window 
floor. A general price card may identify all the mer- 
chandise as under $20.00 or individual items may be 
priced. 

In Sketch B, cube elevations display groups of gift 
merchandise arranged according to price with large 
gift tags identifying each group—“Under $5.00,” “Under 
$10.00” and so forth or “From $5.00 to $10.00,” “From 
$10.00 to $15.00” and so forth. Bows to colorful 
ribbon tie the tags to each elevation. A sign post to the 
left is lettered with general gift copy. Small decorative 
birds are suspended from the window ceiling and perch 
on the sign post. If you like, the elevations may be in 
form of giant gift packages, but the wrappings should 
not be too elaborate in pattern and variety or they will 
detract from the merchandise. Two-tone elevations may 
be found to give a better background for such a varied 
selection of merchandise. 

Spring atmosphere is suggested for Sketch C showing 
jewelry accessories for men, women and _ children! 











“Dress up! It’s Spring! It’s Easter!” is lettered on the 
paper ribbon scroll across the background. Tissue paper 
eggs are given cut-out eyes and mouths and fancy hats 
for the center unit. A flat circle of beaver board sur. 
rounds the heads, carrying a selection of costume 
jewelry. To the left a neck-form or cut-out neck and 
lapel shape is surrounded with another flat circle carry- 
ing jewelry items. A flat cut-out of a man’s hand with 
cuff and sleeve extends from another circle to the right. 
A small stuffed doll identifies the circle of children’s 
jewelry and a fifth circle can be used for a special dis. 
play of watch bands with the legend “Dress up your 
watch, too—with a new watch band!” Lengths of tulle 
or marquisette in pastel colors can be used to hide the 
supports for the circular display pads. Artificial nose. 
gays are tacked to the background. Window floor might 
be grass green velvet or velour. Actual pieces of jewelry 
should be used on the heads and on the cut-outs—neck. 
lace and clip on one, cut-out cuff links on the other and 
earrings, clip and tie pin on the heads. 





More than 200 educators and business leaders from 
54 Nebraska communities met in Grand Island, Neb., 
to exchange ideas on the problems of business and 
education. One of the topics was the Business Educa- 
tion Days sponsored in many communities. Teachers 
and rural folk visit factories and retail stores to see 
how local trade centers operate. The businessmen in 
turn visit schools and farms. A permanent committee 
was appointed at the Grand Island meeting to explore 
means to augment business-education cooperation. 














Everything in Diamonds 





A complete selection of solitaires and fine mounted 
pieces. On memo by request of rated jewelers 


M.S. NELKIN JEWELRY °+ 31 WEST 47 STREET + NEW YORK 36, N.Y. * JUDSON 6-3851 
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we re adding something to our letterhead... 
and le jo duernonud poof 


The new seal on our letterhead means that, this year, the Feature Ring Company 
is 20 years old. 


But our Twentieth Anniversary is more than just another birthday! 


It introduces one of the most startling advances in ring design in the history of 
the industry! 


The Feature Lock Beauti-glo* Diamond Setting is a revolutionary new concept 
in ring design. More important, it’s a revolutionary new way to skyrocket your 
diamond sales! 


You’ve learned that extra brilliance, and extra size mean extra diamond sales. if 


Well, here at last is a setting that guarantees that every diamond will look 
larger, more brilliant, more beautiful! : 


One of America’s top Testing Laboratories certified: i] 
“The Feature Lock Beauti-glo Settings make a center 
diamond look 90% larger, 87% more brilliant!” 


When they see Beauti-glo, your customers will actually sell themselves! Yet 
Beauti-glo is backed by a powerful battery of advertising, selling aids, displays! 


It’s another profit-making “first” by the Company which has given 20 years of 
leadership in ring design to the American jeweler. 


Contact your Feature Lock Distributor today! 


*Pat. Pend. Feature Lock Pat. No. 2,507,348 and others. 
FEATURE RING COMPANY, Ine. + 130 West 46 St. - New York 36, N. Y. 
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INTERLOCKING DIAMOND RINGS 





have amazing, new Beauti-glo 







27,000,000 will see Beauti-glo in LIFE — to help you spark the greatest diam 
sales in your history. Bring these presold customers into your store. Demons 
the superiority of Feature-Lock Interlocking Rings with Beauti-glo settings*. Once 
your customers see them, they'll buy them, insist on them. Tie in with your om 


3x AEE 


local advertising. Use our power-packed Beauti-glo dealer helps . . . mats, site 





ers, mailing cards, displays, stuffers. 









*Pat. Pend. 


Feature Lock Patent 
No. 2,507,348 and others Contact Your Authorized Feature Lock Distributor Today! 


Feature Ring Co., Ine., 130 West 46th St., N. Y. 36, N.Y: 
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A Warm and Colorful Spring Display 


— 


Long's, Boston, brought a warm spring feeling to this 
fashion handbag display by erecting a bird cage on a 
flower and fern vine. Flowers also lent additional color. 





Fashion Favors Low-Priced Jewelry 
(From page 84) 


color tones and promoted to harmonize or contrast with 
colored shirts and ties—to highlight somber toned suits. 
There is every opportunity to sell complete costume 
jewelry wardrobes for men, just as we do in women’s 
fashions. 


#FC—$65 Keystone 
Earrings with 2 finest 


Jewelry manufacturers have prepared forceful selling 
aids which will exert a great deal of fashion pressure 
on consumers, and we urge retail jewelers to use them 
to full advantage. One of the newest displays for win- 
dows or counters presents colored shirt cuffs hand- 
somely decorated with smartly styled cuff links. We 
believe there is no selling device more effective than 
showing customers exactly how jewelry will be worn. 
And that is why, month after month, we recommend 
that jewelers get away from old-fashioned, remote 
jewelry displays, and make use of this kind of up-to-the- 
minute fashion merchandising. 


TREND IN WOMEN’S CLOTHING 


New style trends in women’s clothing fashions for 
spring offer many features that can be used to increase 
jewelry sales. The long, lean silhouette needs the 
dramatic effect of bulky jewelry to give it interest and 
balance. The long torso line which breaks into fullness 
below the hips looks well with a hip jewel to accent the 
long body line. Open, collarless necklines need the 
decorative fill-in of multiple necklaces. Earrings are 
required to dramatize low, open necklines, and focus 
attention on softer, longer hair-do’s. Bracelets, rings, 
pins, and colorful cocktail watches are required to fulfill 
the important fashion look of masses of jewelry! For a 
more detailed summary of women’s fashions, please see 
our February issue of JC-K, pages 84 to 86 and for 
details covering fabrics and colors, January issue, 
pages 84 and 85. 








WAYS RIGHT 


quality cultured pearls, 2 
round, brilliant, full cut 
diamonds. 14K white gold. 


# 8-T—$35 Keystone 
Twin Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel- 
low gold. 


#93—$35 Keystone 

Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold. 


The LEVKOV Collection in- 
cludes cultured pearl rings, neck- 
laces, earrings and drop earrings 
from $35 to $3000 Keystone. Also 
cultured pearls and 14K gold tie 
tacks from $5 Keystone. Send for 
free illustrated folder. 


PRICE—RIGHT 
STYLE—RIGHT | 
QUALITY—RIGHT 


FROM$35 


KEYSTONE 


Illustrated are a few fast- 
sellers we'll be happy to 
send you on memorandum 
—immediate delivery. 


ILLUSTRATIONS ENLARGED 
For REPRODUCTION 


y # E, L E V KO V 565 FIFTH AVENUE, NEW YORK 17, N. Y. * PL 3-9727 


FOR MARCH, 1955 


113 










































When is a magazine a 
““jeweler’s showcase’? 


When it's House Beautiful, 
that’s when! 


Because House Beautiful displays your merchandise 
to the best prospects in your neighborhood. 


For the past 10 years, House Beautiful has led all national 





consumer magazines in total China, Glass & Silver adver- | 


tising linage! 

That’s because House Beautiful has a carefully selected 
market: 83% of House Beautiful subscribers own their 
homes. Their median income is $10,000. What they buy infiu- 
ences others. And, our projected total circulation is the 
highest in our 58 year history. 


And, House Beautiful has editorial leadership: For years 
House Beautiful’s colorful table settings have set the pace in 
smart use of china, glassware and silver. 


MR. RETAILER! 
Here’s how House Beautiful helps you sell... 
* Pre-sells your best prospects. 
* Offers attractive counter cards to identify your 


store with the products advertised in House Beautiful 
Magazine...absolutely FREE. 


* Offers you “What’s Ahead in House Beautiful,” an 
advance monthly pre-merchandising package con- 
taining editorial and advertising phrases plus brief 
product descriptions and selling information. 


MR. ADVERTISER! 


House Beautiful offers you one of the most complete pack- 
ages of merchandising aids available, (from simple post 
cards to elaborate brochures). Complete digest on request. 
If you are not already giving your retailers (and your prod- 
uct) the extra sales impetus of House BEAUTIFUL advertis- 
ing, see your House BeauTIFUL representative now. 


P.S. More retailers are subscribing to House Beautiful than ever before! 


House Beautiful 


MAGAZINE 
572 MADISON AVENUE, NEW YORK 22, N. Y. + PLaza 1-2100 
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Display 






"Just in Time for Easter was the placarded theme of this 
lovely window display at Henry Birks, Toronto. Suspended 
from above by velvet ribbons were clear plastic Easter 
"eggs.'' The eggs had been cut in two and one half was 
painted a gay color; then a sparkling brooch was placed 
inside and the egg sealed again. The color was background 
for the jewelry. The carts also held the plastic eggs. 

















Where the Opportunities Lie 
(From page 77) 


Yes, men’s jewelry is growing by leaps and bounds, 
And more and more jewelers today are endeavoring to 
recapture the market which they let slip through their 
fingers into the eager hands of haberdashers. 

A JC-K survey last summer revealed that in the case 
of the majority of jewelers questioned, men’s jewelry 
accounted for from three to eight per cent of total sales, 
One out of ten jewelers said their percentage ran as 
high as ten per cent. 

The importance of men’s jewelry is great when one 
considers that such items are mostly in the low price 
range. Just consider how many unit sales of these small- 
ticket items are being made today for them to add up to 
five per cent of total sales of the average jeweler. Con- 
sider too the profit and traffic potentials this line affords 
each jeweler! 

Equally as phenomenal but perhaps less spectacular to 
the jeweler has been the sales growth of mechanical 
writing instruments. In 1953, approximately 40 million 
fountain pens, 123 million ball point pens, 61 million 
mechanical pencils and nearly 2 million desk and dip 
pen sets were manufactured by American firms. 

Impressive figures, certainly, but of what importance 
are they to retail jewelers? Well, let us turn to an 
independent survey conducted by a research organization 
for a leading pen manufacturer. It was revealed that 80 
per cent of all pens selling for more than $5 are pur- 
chased as gifts. This points up the jeweler’s potential in 
getting a share of this profitable market. 

In fact, one leading manufacturer stated that 40 per 
cent of all pens or pen and pencil sets selling for over $10 
are sold by jewelry stores. Having earned the coveted 
title of gift merchant of the community, it seems logical 
that the jeweler has the inside track on the sale of 
mechanical instruments priced at $5 and up. But he 
also has opportunities for items below $5, though 
competition in this price bracket is keener. 

Now, any discussion of watches in this article would 
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t first blush to be downright ludicrous. But, 


appear a . 66 9 
ause for a moment and consider the “character” watch 


for children. One out of five children in the United 
States between the ages of five and nine now wear these 


inexpensive timepieces. 

The world’s largest manufacturer of these watches 
announced late last year that it had produced its ten 
millionth “character” watch for children. Born during 
the depression of the early thirties, the bulk of these 
character watches retail today for about $6.95 plus tax. 

The implications of these figures are evident. Today’s 
youth owning a character watch will be tomorrow’s 
prospect for a fine timepiece. And if they buy the in- 
expensive watch at the jewelry store, they are more 
likely to return to buy a quality timepiece at a future 
date. 

In recent years, JC-K’s field correspondents through- 
out the country have noted the great number of added 
giftware departments in jewelry stores. One jeweler, 
William C. Grube of Apponaug, R. I., several years ago 
converted the entire basement of his store into a “Gift 
Cellar.” He added ceramics, pottery, serving trays, 
wrought iron, cutlery and similar low-priced traffic- 
building items. Practically all of Grube’s stock in his 
25 x 60 foot gift cellar is priced under $20. Giftware 
sales in a few years increased 250 per cent! At the 
same time, sales of staple jewelry items increased 40 
per cent during this period, no doubt as a result of 
increased store traffic. 

The growing importance of giftware lines in the 














jewelry store was recently noted by Hyman Cohen, one 
of the industry’s best informed men. “Informal living,” 
Mr. Cohen stated, “is a factor influencing the trend in 
gift items. It would have been shocking to think only 
a few years ago that wrought iron would come to a 
jewelry store. But, it has. It is augmenting glass and 
some silver items. The sales of wrought iron gift items 
are growing.” 

Small and large retailers have recognized the traffic 
and sales potential of $20 and under merchandise. In 
New Orleans, the well-known jewelry firm Coleman E. 
Adler & Sons has a highly profitable giftwares depart- 
ment. They have, in fact, a special room devoted to 
gifts retailing from $1 to $5, planned particularly to 
appeal to women who wish to purchase a bridge or party 
prize gift. Of course, these items could be purchased 
in other outlets—but women want their inexpensive 
purchases to be enhanced by the prestige of the jeweler’s 
box. 

A traditional jewelry store item which has blossomed 
during 1954 is the clock. While no definite statistics 
are available, a leading wholesaler reported the sales of 
novelty clocks are higher than ever. So, too, are travel 
clocks. Also, during the past year electric calendar 
clocks have had almost phenomenal success. Modern 
electric clocks of outstanding design have been growing 
rapidly in consumer acceptance. Yes, there is a clock for 
every room in the home, for every purpose, for every 
pocketbook. 

At the outset of 1954, armchair economists said 
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electrical home appliances were dead ducks. But the 
outcome was the exact opposite of their predictions. 
Today, the most staple item in home appliances is the 
electric iron. Sales of non-automatic irons and its twin 
brother the dry automatic iron are way down. They are 
being replaced by combination steam and dry irons, 
whose consumer acceptance is on the upswing. In 1953, 
the total sales volume of these new irons increased 20 
per cent. Another electrical appliance favored by 
jewelers—which is more than holding its own—is the 
toaster. 

The estimated number of registered births in the 
United States reached an all-time high of 3,909,000 
during 1953. This makes ’53 the third consecutive year 
in which a new record was established. In fact, more 
children have been born each year since the end of 
World War II than in any wartime or pre-war year. 
While the U. S. Government’s statistics for births during 
1954 have not as yet been announced, it is expected that 
last year set the all-time high for births. 

A highly impressive set of figures! But, what signi- 
ficance do they have for the retail jeweler? Well, as one 
large silver manufacturer states, never under-estimate 
the buying power of a baby. According to this firm, 
there are 14 “I. B.’s” per baby in the United States 
today. Or, in other words, more than 4 million 
“Interested Buyers” every month. These 14 “interested 
buyers” include two parents, four grandparents, four 
aunts and uncles and four friends. 

To these interested parties, jewelers can direct pro- 
motions of silver spoon and fork sets, baby rings, lockets, 


etc. So important is this merchandise that Smith Patter. 
son’s, noted Boston jewelers, has a special baby goods 
department. 

Comparatively low in price but high in quality and 
fashion appeal are charms. This merchandise has been 
a perennial favorite of virtually all women. Modestly 
priced, they assure a wide and receptive audience; 
they’re also ideal as a traffic-builder because they bring 
repeat sales. 


VALUABLE TRAFFIC-BUILDER 


Another perennial favorite—valuable as a traffic. 
builder—is the low-priced silver gift item in sterling and 
plated. A highly popular item appropriate for all gift. 
giving occasions is silver hollowware. For the unde- 
cided shopper who is seeking something “extra special,” 
nothing can be more satisfactory than hollowware. Also 
satisfying is its wide price range. In addition to hollow. 
ware pieces, there is a great variety of opened stock 
items—extra pieces. 

Contemporary jewelers, aware of their prestige as 
gift merchants, have broadened the scope of their lines 
to appeal to a greater cross-section of gift shoppers, 
One of these lines is precision weather instruments in- 
cluding barometers, thermometers, and attractive, com- 
pact “weather bureaus.” They are suitable gifts for all 
occasions. Many are priced well under $20. 

Still another line which qualifies as a sales and trafhc- 
builder is personal leather goods. Always popular with 
the male, billfolds in recent years have won the approval 
of women. The convenience of billfolds caused women to 
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go for them; so, manufacturers brought out colorful 
lines particularly to distinguish them from men’s. 

Other lines which are gradually meeting jeweler 
acceptance are greeting cards, sunglasses, atomizers and 
playing cards. 

An old friend of the jeweler is the cigarette lighter. 
Popularly priced, lighters have earned the right to a 
separate department in many stores. 

Religious jewelry has always been a stock item in 
retail stores. Perhaps for this reason they have become 
commonplace and are thus too often overlooked as the 
sales and traffic-building agents they are—or can be. 

Twenty dollars and under merchandise merits attention 
from each jeweler. These lines can help breakdown 
threshold resistance while building up sales volume. 
After all, there are a great number of people who have 
gift needs—and $20 and under merchandise is what 
they are seeking. There the bulk of the gift business is 
to be found—and certainly where the bulk of unit sales 
and therefore store traffic is to be found. 





A Dignified Easter Window 








ce tex 





At Smith Patterson's, Boston, this Easter window of religious 

goods has been dignified through use of a well planned 

background. The items linger in furls of rich black fabric 

and a crown of white net flows down through the center for 

dramatic color contrast. A home blessing plaque completes 
the decor. 





Color as a Guide to Gemstones 
(From page 94) 


They have an attractive bright yellow-green color, which 
can range from a pale hue to a rich intense green. 
(There have been some pale Australian stones on the 
market which, perhaps, are not really entitled to the 
name of demantoid. True “demantoids” have, till now, 
all come from the Urals.) Demantoid’s dispersion is 
among the strongest of all stones, so that we can usually 
recognize them without tests by the red and green glints 
that escape from their crowns. Their green is much 
yellower than that of emeralds, they show much more 
fire, and they are singly refracting. Zircons, though 
similar in color, are usually softer and duller looking 
(see note 66). The rare green sphene would be slightly 
dichroic and strongly doubly refracting. Peridot is also 
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strongly doubly refracting, but is much duller in appear- 
ance. Any glass imitation would be much lower in 
refractive index. 

The Russian demantoids grew as rounded, poorly 
shaped crystals in a white asbestos-like matrix. Some 
of the asbestos fibers are included in most stones. Usually 
we can see them; the loupe reveals a radiating brush of 
fibers in a pattern that is reminiscent of “mare’s tail” 
cloud formations. The asbestos fiber inclusions are 
sufficiently typical and prevalent to constitute the most 
important diagnostic characteristic. One most often sees 
“olivines” mounted as rows of small stones in brooches, 
often in the lizards and turtles popular a number of 
years ago. 

(66) In the past, green zircons have come only from 
Ceylon, where they form a distinct zircon family, recog- 
nizably different from another type of zircon which is 
known as “high-index” zircon. The green zircons are 
“‘low-index” zircons. They are actually a little softer, they 
are singly refracting, their refractive index is much 
lower, and they are so cloudy that they have very little 
brilliance. The green approaches a dull peridot-green, 
but is slightly bluer. They do not resemble ordinary 
zircons, and in spite of their relatively high index (in 
comparison with other stones) they are exceptionally 
low in brilliance. With their high refractive index they 
are easy to identify, though singly refracting they are 
obviously not the fiery garnets (see note 65) known as 
demantoids, and there is no other logical choice. The 
most valuable diagnostic characteristic, for the quick 





spotting of zircons without any test, is a series of 
parallel planes within the stone, separated from each 
other probably by changing refractive indices. The 
“native cutting,” for most green zircons are Ceylon cut 
without having been recut before use, is also very 
significant. 

Recently, a few examples of a high index, clear, and 
brilliant “high-index” zircon, fashioned in brilliant-cut 
stones, have come from Minas Geraes, Brazil. These 
can be identified by the usual zircon characteristics of 
high refractive index and strong double refraction, com. 
bined with negligible dichroism. In color they are a 
little paler than the Ceylon stones. 


GREEN SAPPHIRES 


(67) Most green sapphires are Australian in origin, 
and their green is very dark, becoming almost black in 
incandescent artificial light, like most Australian sap. 
phires. Bright emerald-greens do not seem to occur in 
sapphire. Their dichroism is pronounced and may be 
blue and green or yellow and green. The combination 
of double refraction, dichroism, and depth of color is 
usually sufficient for their recognition, without requiring 
the simple refractive index determination, which would 
only corroborate the earlier observations. The typical 
sapphire silk, often giving a bronzy reflection, is fre- 
quently to be seen in the stones. Tourmaline has a 
dichroism that is green and black, it makes a stone that 
is even darker than most green sapphires. 

(68) Green chrysoberyl may be a dull leek-green, 
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without notable dichroism, an olive-green, or a lively 
chartreuse yellow-green. The best are more yellow than 
Alexandrites are green by daylight, with the 
Ceylon stones showing a rich green in which there is a 
yellowish cast, while the Russian stones reflect a blue 
sreen, much more like the color of some tourmalines. 
The daylight green of the Ceylon stones is a little more 
pleasing and usually a little lighter and richer (and 
certainly clearer and freer from flaws) than the darker 
blue-green of the Russian stones. Russian stones which 
show a rich night color are likely to be too dark by day. 

(69) In nature we frequently find a dark green, zinc- 
bearing spinel that goes under the name gahnite. When 
the crystals attain any size, they are black, and so, they 
have no gem significance. In the past year a few stones 
of an unusual green spinel, free of zinc, but with a high 
refractive index (1.797) and a high specific gravity 
(4.59), have been found in Brazil. They are too dark 
to have any interest as sizable stones, but small calibre 
stones may eventually prove of value. Although its 
color is that of a dark green tourmaline, it is not 
dichroic, for spinels are singly refracting. Hence, the 
small stones will all be one color, it is this fact that gives 
them some potential interest. Any foreseeable stones 
will be too small for most refractometers, but the other 
characteristics (single refraction, no dichroism) will 
typify spinel and make their recognition easy. 


green. 


IDENTIFICATION OF PERIDOT 


(70) Peridot’s bright yellow-green, its soft look 
coupled with a lack of complete transparency, and the 
extra strong and unmistakable doubling of the back 
facet edges by the double refraction (among the strong- 
est in jewelry stones), make an identification of peridot 
by simple inspection quite easy. It will seldom be neces- 
sary to make even the refractive index test except for the 
confirmation of a guess. The yellow-green color is typi- 
cal, stones become less yellow in artificial light, justify- 
ing their popular name of “evening emeralds.” Its 
dichroism is very weak. Its softness aids in its recog- 
nition, untrained jewelers often mistake peridots in old 
jewelry for glass, because most stones are badly scratched 
and chipped when they are brought in for sale in old 
pieces. Soft stones though they are, they are beautiful 
and deserve reasonable care. 

(71) Tourmaline varies from a light green to a very 
dark green, nearly black. The dark stones, which must 
be cut so that their longer sides are parallel to the 
elongation of the crystals if they are to have any life 
at all, are black at the two ends, and obviously, become 
increasingly dark as their width increases. Because of 
this it is not very practical to cut really large stones. 
Occasionally we find light green tourmaline, and in 
these the dichroism is much less pronounced. In recent 
stones, they are usually of African origin, and among 
the older ones we find mainly Maine material. These, 
when properly cut, make brilliant gems. Since all shades 
of green can be found in tourmaline, the most practical 
method of identification lies in a refractive index deter- 
mination, for no other green stone comes very close to 
it in index. Its very obvious dichroism, which make two 
sides darker and two sides lighter, is nearly always 
observable, and furnishes the simple means of spot iden- 
tification without a test. 3 
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Helzberg Opens Two New Stores 
In Greater Kansas City Area 


Two new Helzberg stores have been recently opened 
in the Greater Kansas City area. The first is a one-half 
million dollar building at the corner of Minnesota and 
Seventh Avenues in Kansas City, Kan., a little more 
than a block away from where the 1l-store Helzberg 
chain was born in 1915. The second store is at 1905 
Swift St., North Kansas City, Mo. This unit marks the 
seventh in Greater Kansas City and the llth in the 
chain of which Barnett C. Helzberg is president. Called 
“the middlewest’s largest jewelers,” the chain operates in 
Missouri, Kansas and Iowa. 


a 





This new half-million dollar Helzberg store in Kansas 
City, Kan., features a canopy along entire store front. 


A life’s ambition was realized when the Kansas City 
building was completed. As far back as 1915, Helzberg 
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National Jewelry Week, to be promoted in LIFE 
Magazine, April 25; can give a big push to 
your sales volume. 


Tie in with SKL the wholesaler who distributes 
the merchandise to be featured. Items which are 
always in stock, which can be shipped the day 
they’re ordered, and which can produce greater 
profits for you. Take advantage of our prompt, 


courteous and complete service. 



























dreamed of some day building a tribute to his father, 
the late Morris Helzberg, founder of the firm, on the 
busiest intersection in the. city. 





The Helzberg store, North Kansas City, Mo., makes ample 

use of open wallcases to encourage leisurely shopping. 

The exterior of the two-story building is in imported 
Italian black granite and Indiana smooth sawed lime. 
stone, and the structure uses reinforced concrete. The 
store features a canopy along the entire store frontage 
on Minnesota Avenue and Seventh Street. Entrances to 
the store are from both streets. The designer is archi- 
tect W. I. Fisher. The North Kansas City store has 
similar materials to the Kansas City building. Both 
stores are completely air-conditioned and have heated 
sidewalks for snow and ice removal. The newest innova- 
tions in lighting systems enhance the beauty of the in- 
teriors. Floor space in the Kansas store is 24,000 square 
feet, and in the Missouri store, 6000 square feet. 


& These lines are being featured 
in the LIFE Magazine promo- 
tion . . . you can find them 
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As a prelude to the opening of the Kansas City store, 
the Chamber of Commerce honored Barnett Helzberg 
with a breakfast meeting. More than 400 guests attended 
and were conducted on a tour of the new store by Helz- 
berg. A string of simulated pearls replaced the tradi- 
tional ribbon in the opening ceremony. More than 
8500 persons visited the store on the first day. 

At the North Kansas City store, Mayor R. D. Scharz 
and civic leaders of the three surrounding communities 
attended the opening. Movie actress Vera Ellen was on 
hand and posed for camera shots and signed autographs. 





Can You Top This? 


Jeweler H. C. Dunkerley is located in Ennis, Texas, 
and he writes that one day in that vast state a dia- 
mond fell out of a ring and was lost on a ranch. Now 
this ranch was so big that everyone quickly gave up 
the idea of finding the gem. 

However, the rancher had a neighbor only a few 
leagues away and the neighbor had a chicken who had 
a gizzard, like all good chickens do. The diamond— 
yes, that’s right—was found in the chicken’s gizzard. 

But this is not altogether a happy tale. In Texas 
they do things on a big scale. A great argument de- 
veloped over the ownership of the diamond. The 
rancher actually had to go to the expense of a law- 
suit to recover it! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 














Old and New Fixtures Blended 


(From page 98) 


This wall contains a small, square window used for dia- 
mond display and is treated in a plush manner to show 
the more distinctive pieces from the diamond depart- 
ment. 

The door for Josephs jewelry store is unusual and is 
described as the first of its kind in Des Moines. It is a 
balanced door that pivots on a fulcrum about one-third 
of the distance from the hinges. The purpose of the 
installation was to make a door that would open easily 
since Josephs is located on Des Moines’ windiest corner. 
This street corner is also one of the busiest in the city. 

The big window allows full view of the entire length 
of the silver department. At the back of this section 
is the entrance to the china department. The stairway 
to it has been painted a yellowish color to contrast with 
the rest of the store’s decoration and thus bring the 
customer’s eye to the entrance. Above the stairwell are 
handcut letters in coral that describe the china room 
and the services available there. 

Two sitdown sterling flatware tables are located near 
the stairwell to the china department. They have been 
placed here so that the customer may easily be escorted 
down to the china room after selecting her silverware. 

The showcases in the center of the store were retained 
from the old furnishings. They surround two big sup- 
porting columns of the building. Originally these columns 
were covered with stained and decorative walnut. This 
was replaced with strips of a new, natural walnut, a 
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4788 Retail: $30.00 


CLOCKS FROM HOWARD MILLER 
DESIGNED BY GEORGE NELSON 


The increasing demand for contemporar) 
designs ca best be satisfied by the wall 
table clocks designed for Howard Mill 
(eva a: Nelson handsome 


home. Write department JK for free bri 


@ 


HOWARD MILLER CLOCK CO. 
ZEELAND, MICH. 


Nationally Re presente d byRichards Morganthan 






additions 





225 Fifth Ave., New York Cit) 


2215 Retail: $19.50 
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VAR * yom 


Amazing New Stone Ring 
With Interchangeable Birthstones 





We unconditionally guarantee that you can 
interchange and reset any one of the 12 
monthly birthstones in a Vari-Gem ring in 60 
seconds -in your own store! This exciting fact 
enables you to reduce your investment and 
inventory 90%. 


For example, 12 different Vari-Gem ring styles 
and the 12 assorted interchangeable loose 
birthstones give you 144 selling combinations 
at your fingertips. With conventional stone 
rings you would actually have to stock 144 
rings to equal the multiple selling opportunities 
of Vari-Gem. Quick consumer satisfaction is 
achieved . . . "walks" are eliminated. 


Each Vari-Gem ring has 12 lives! For example, 
if a ring isn't sold in March with the Aqua- 
marine, remove the stone and reset the ring 
with April's White Sapphire. Your Vari-Gem 
rings are “active and saleable every month 
of the year. 


Vari-Gem* is more than a ring ... it is a new 
concept of stone ring merchandising because 
it solves stone ring investment and inventory 
problems, while it increases your stone ring 
selling possibilities. Convince yourself! See 
the amazing Vari-Gem stone rings . . . in gold 
for men, women and teen-agers. 


FOR YOUR FREE DEMONSTRATION 
FILL IN THE COUPON AND MAIL IT 
TODAY. NO OBLIGATION. 
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DAVID PFEFFER CO.., inc. 
106 FULTON ST., NEW YORK 38, N. Y. 


® 

; Gentlemen: 

& We would like to see your demonstration of Vari-Gem Stone Rings. 
; Without obligation, please have your representative call on us. 
+ 
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Cut Your Stone Ring 
Inventory 90% With 


ee a division of 


covering which gives a clean, modern line to the pillars, 

A modern rectangular fixture has been attached to 
the columns to support a series of recessed floodlights, 
They illuminate the showcases which surround the two 
columns. This floodlight support has been dropped from 
the ceiling to give the effect of a lower ceiling in the 
center of the store. This effect is further increased by a 
series of parallel coral bars running across the air space 
in the center of the rectangular light support. The fixture 
itself is painted bone white. 

A false ceiling, with recessed lighting, has also been 
installed over the new window and diamond room areas, 
Two new diamond rooms were built in the remodeling, 
Their outside walls, painted a grayish blue, conform jn 
shape to the angle of the dropped ceiling. The diamond 
rooms are carpeted and draped and are divided by a 
sliding bamboo partition on a track. The interior walls 
of the rooms are paneled with new walnut, and up. 
holstered furniture is provided for the customer’s com. 
fort. 

An interesting retention from the old store is the 
chandeliers over the silver department. The old brass 
color of the fixtures has been replaced with new silvering. 

Josephs also installed a new sign of modernistic shape. 
The name of the firm is in large white neon on black 
aluminum. Below “Josephs” are blue neon letters against 
white aluminum, which say “since 1871.” 

Burton Joseph, Sr., president, who supervised the 
store’s remodeling, is a former member of the board of 
governors of the Gemological Institute of America. Wil- 
liam S. Joseph, vice president, recently completed a 
second term as president of the Iowa Retail Jewelers’ 
Association. Burton Joseph, Jr., is secretary of the firm, 








Can You Top This? 


(So many inquiries have been received for this business 
experience story that JC-K is reprinting it by popular 
request.) 

A New England jeweler sold a customer a $1,000 
diamond ring. Following the purchase, the fellow 
was curious about his newly acquired diamond and 
decided to visit another jeweler to get a professional 
opinion of his ring. He traveled to a neighboring 
town and stopped in to see a jeweler. 

“You paid $1,000 for this ring? Good heavens,” 
quipped the jeweler, “why didn’t you come to me in 
the first place! I could have given you the same 
diamond for only $500.” 

On hearing this bit of unpleasant news, the cus- 
tomer returned to his own jeweler and related the 
entire story. 

The jeweler then told his customer, “Keep this 
diamond. But I want you to visit this other fellow 
again. Tell him you want a pair of earrings, one to 
contain the stone you have, the other to be set with 
a stone of similar size and quality which he will 
supply for $500.” 

The customer returned to the second jeweler and 
made this offer. Taken back, the jeweler hemmed 
and hawed for a while and then backed out from 
his offer, thus restoring the customer’s confidence 
in his original diamond purchase. 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Breaking Down Threshold Resistance 
(From page 90) 


man’s Special Service Offer,” and it lists about 15 
special services. 

This information is welcomed by the window shopper, 
many of whom come in to inquire—and then buy. 
Another sign in the window features silverware. Copy 
reads: “Choose from over 300 sterling and silverplate 
patterns by these famous companies. . . .’ A third 
window sign states, “Come in and choose from the 
largest selection of watches, diamonds and silverware 
in Merrill.” 

This jeweler also recognizes that many women would 
like to have suggestions on what gifts to buy for men. 
Pasted against the glass of a showcase from the inside, 
so that the typed list can easily be read by the customer, 
is this suggestive copy: 

“Gift Suggestions for Men. Stone set signet rings, 
fraternal rings, watchband, watch chain. Key chain-pen, 
knife-tie bar. Collar box, cigarette lighter. Combination 
lighter and case. Wrist watch or pocket watch.” Many 
other items are also listed. 

Ausman reports that many women customers read this 
list and voice their appreciation of it. The advantage 
of such a long list is that it suggests additional items to 
those the prospect may have thought of. 

The store also has special display cases. Two small, 
specially constructed displays stand in the center of one 
aisle. Made of wood and painted black and white, they 
are especially useful for showing costume jewelry and 
other gifts, for they bring the merchandise in front of 
store traffic. One feature of these units is that they have 
rounded corners, and this construction allows people 
to step easily between and around them. Ausman reports 
these displays stimulate many extra sales. 

The welcome sign, displays and window signs get 
many extra prospects into the store. Once inside, they 
are greeted warmly and encouraged to inspect the dis- 
played merchandise. 





City’s Central Credit System 
Enables Jeweler to Extend Credit 


When three days of work a week are a good average 
for many workers in a one-industry town, a jeweler, no 
matter how well established, usually has to adapt him- 
self to these conditions and find new ways to bring people 
into his store. 

Henry J. Hoffner, located in Bethlehem, Pa., since 
1929, has always operated on a cash basis, building a 
reputation for fair price and service. But when he found 
steel workers, who were old customers, turning to credit 
stores for jewelry and gift needs because they did not 
have enough cash to buy at Hoffner’s, he and his brother 
Joseph A. Hoffner realized they had to compromise. 

An obvious step was to extend credit, but a complete 
modification of store procedure, involving investigation, 
bill-postings and follow-up, was not an attractive pros- 
pect. Or Hoffner’s could have made personal arrange- 
ments for budget payments with old and tried clients, 
without committing the store to a general credit policy. 
But the store felt an obligation to all its customers. 

The development of a central credit system, “Credak,” 





| 











RUNNING A 
SUCCESSFUL SALE 
IS AN ART | 





by Manny 
Silverman 


INTRODUCING 
A NEW SILVERMAN 
SALES SERVICE! 


IS YOUR STORE FOR SALE? 


DO YOU WANT TO SELL FIXTURES 
ONLY? 


DO YOU WANT TO SELL ACCOUNTS 
ONLY? 


DO YOU WANT TO SELL INVENTORY 
ONLY? 


DO YOU HAVE AN N.C.R. POSTING 
MACHINE FOR SALE? 


LIST IT WITH US FOR QUICK ACTION 
FREE OF CHARGE TO YOU. 


The buyer pays us 5% commission—The seller pays 
nothing! 

We have been getting a large influx of letters and 
phone calls from jewelers, jewelry salesmen, jewelry 
store managers, watch makers and others. They 
are mainly interested in having us aid them in buy- 
ing jewelry stores, fixtures, inventory, or accounts. 


They indicate that our experience in sales and our 
discussions with hundreds of jewelers should enable 


us to get a good buy for them and RIGHTLY SO. 


We have decided therefore to file all these in- 
quiries and get buyers and sellers together. 


Our fee will be paid by the buyer—NO FEE TO 
THE SELLER. 


The only condition for listing is that we have a two 


week exclusive. WE HAVE BUYERS WAITING. 
WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 
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OVER 5O YEARS OF FINE JEWELRY 
TO LEADING RETAILERS 
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GEO. SCHULLER & CO., INC. 














Diamond 
and precious stone 


gold and platinum jewelry 


PREFORMED PARTS, INC. 
Modern Gold Jewelry 





Factory & Office 
520 Bedford Road 
Pleasantville, N. Y. 


Sales 
515 Madison Avenue 
New York 22, N. Y. 





Shooting for 
a BASKETBALL CHARM 


wy Fisher 


Get team orders for charms through our experienced service. 
Basketball is the sport with teams everywhere. The Fisher line, 
in Gold Filled, Sterling or Karat Gold is a money maker for 
retail jewelers. Orders for special engraving can be handled 
easily. Through wholesalers. Catalog available. 


J. M. FISHER COMPANY, Attleboro, Mass. 
Fl, i 
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in Bethlehem proved to be a solution. The store feels 
free to make flexible arrangements with known friends 
and refers the unknown customers to the Credak olfes 
for registry and investigation. The cost to the store of 
six per cent on merchandise sold through the central 
credit system is worth the saving in formal credit ap- 
paratus and bad debts, the Hoffners are convinced, 
The Credak insignia on the door of Hoffner’s has also 
quietly suggested to old customers that the store is ex. 
tending a certain type of credit. This suggests that spe. 
cial requests from old customers for payments would not 
be rebuffed. Also, the Credak participation has brought 
in a number of sales that would have gone elsewhere. 


Aggressive Promotion and Wide 
Selection Builds Watch Volume 


Opening up new sales avenues and placing aggressive 
emphasis on established selling policies has combined 
to keep watch volume up at Krisman-Frey Jewelers, 
St. Louis, Mo. 

Until April of 1954, Krisman-Frey’s watch depart- 
ment was showing signs of decline, and consideration 
was given to cutting down on inventory. “Instead, how- 
ever, we adopted a sort of Pollyanna attitude,” said 
manager Don Leek, “on the theory that enthusiasm js 
contagious.” 





At Krisman-Frey, a big watch selection over a wide price 
range, is an important step in expanding watch volume. 


This optimistic attitude was bolstered by significant 
changes in watch merchandising. Leek stocked nine 
accepted brands of watches, spreading across the entire 
price field. “We also increased our displays on watches 
—to the point that we showed in our windows as many 
watches as might be found in the entire watch inventory 
of many stores. Mass display of this sort, covering all 
price ranges, carries a lot of weight in attracting the 
customer who wants a watch for himself or as a gift.” 

Three watch display cases inside the store, directly 
opposite the watch repair department, support the wide 
selection philosophy. “This led naturally to the next 
step, establishment of an incentive program for em- 
ployees, to be sure watches are suggested to every cus- 
tomer,” said Leek. Thus every customer is asked, “How 
is your watch keeping time?” This simple question 
being asked of customers by nine employees is bound to 
have good results. An incentive to ask that question is 
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described by Leek. “Each salesperson is rewarded with 
a P. M. on watch sales above a figure established by 
brand, special prices in effect and so on. 

Other sales ammunition for employees are frequent 
sales events and a weekly sales meeting at which new 
watches are introduced and salespeople are quizzed on 
their knowledge. 

The reversal of the downward curve in watch sales 
took place during a 20 per cent off sale, sponsored by a 
manufacturer during April, 1954. Results of this pro- 
motion, well advertised in St. Louis newspapers, as well 
as the store windows, were so encouraging that Krisman- 
Frey began giving serious consideration to “special price 
events” for watches. Since that time, there have been a 
continual series of special promotions, novel contests 
and window displays. 

A direct mail folder is used, offering “leader” watches 
as a monthly special, priced anywhere from $19.95 to 
$24.95. They are chosen from non-advertised lines and 
are designed as traffic-builders. “‘We feel that outstand- 
ing watch values bearing our guarantee are the best 
means of getting the watch buyer in the store,” Leek 
said. “We can then sell up into better price lines, and 
we can also present the watch-wardrobe idea effectively 
_-a dress watch and a ‘work’ watch.” 

An unusual window contest at Krisman-Frey was the 
display of 297 trade-in watches. Passersby were invited 
to register their guesses about the amount of money that 
had been allowed on them toward the purchase of new 
watches. This clever twist focused the attention of the 
public on the trade-in value of their own watches. 


Can You Top These? 


(From page 102) 


he did buy his new bride a wedding ring that was jusi 
like the one he’d given his previous wives. 

The people in the above stories were frightened, but 
there are other stories of customers which are in sharp 
contrast because these customers are in firm control of 
the situation. They think of everything. For example, 
the grandmother who came to E. C. Ruth of Ruth & Sons, 
Montgomery, Ala., 20 years ago. She purchased a pocket 
watch and three wrist watches and requested that they 
be put away in the store’s safe. After her death, she 
instructed, the watches were to be given to each of her 
grandchildren as they came of age. At those times Mr. 
Ruth was to call the child, present the watch and read a 
letter to them from grandmother. A few years later the 
lady called on Mr. Ruth again and added another pocket 
watch to the collection. She had a new grandson. 

The story has a most cheerful ending. - For, 15 years 
later. the grandmother called for the watches and dis- 
tributed them personally. She is alive today. 

At the opposite extreme of kindness and generosity 
is the person out to get everything. L. S. Coryell, Madi- 
son. Wis., had a lady customer who came in to buy a 
watch. She said her brother had presented her newly 
born daughter with some money. So she decided to 
spend the money on a watch which she would give her 
baby when it was big enough to wear it. In the mean- 
lime, she explained, she would wear it herself! 

And just to show that few jewelers are immune to such 
demonstrations of human cheapness, it is interesting to 
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Perfect Promotion for ‘55! 
Alice’s heavy, 
Mirror-finished 


9 ; 


WITH THE 


“SOLID 
GOLD 
LOOK” 










A power promotion for all year 
long . . . these heavy, solid dises 
are mognificently finished front 
and back . . with monogram 
design embedded in glistening sur- 
faces. Double chains on large 
pendant and bracelet. 


Plain Dises ... 

are available for individual mon- 
ogramming . . . same beautiful 
finish . . . same low prices! 


70/55 Medium Pen- 5] 
dant Necklace . 


All items shown actual size 
All prices retail each 






70/24 Medium ] 
Drop Earring ® 


70/64 Double $] 
Chain Bracelet ° 


Also Available: 

70/12 Dainty Drop Earring 

70/43 Button Earring 

70/74 Anklet 

70/84 Collar Pin 

70/94 Lapel Pin $] 

70/104 Key Chain... Fe 

70/129 Large Pendant $9 
Necklace . .. + 


70/114 
Cuff Links $1. 


52 Valley Street 


ORDER TODAY .. 
THROUGH 

YOUR 
WHOLESALER! 


Rhode Island 








Providence 
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the biggest watch band ad campaign 
in the history of Life magazine!” 
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IS THERE 
A HOSPITAL 
IN YOUR CITY? 


Every Nurse that graduates 
from the Hospitals in your 
city can mean a profitable 
sale to you! Our beautiful 
10K solid gold Rings—created 
particularly for Nurses—are 
priced for Volume Sales to 
Nurses. 
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ACT ] Send for FREE 


catalogue, selling 
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236 BROADWAY. CAMBRIDGE 39. 








Dept. J355 








NURSE'S RINGS 
A NewProfit-Maker for You! 





Nurses want these rings! Just let them know you have 
them and your store will be HEADQUARTERS FOR 
NURSES RINGS. Sales will come to you month after 
month . . . from each new class of Nurses in your city. 


ORDER ONE RING OR A DOZEN! 


No die charge for orders of 12 or more. Only a small 
charge of $23 for the first die in smaller quantities . . . 
and from then on, you order one or a hundred without 


Also available—14K Gold College Seals and Charms 


COLLEGE SEAL & CREST COMPANY 


MASS 















note that we have received from F. E. Bartosic, Frank’s 
Jewelry Store, Montello, Wis.. and Jack Bedrosian 
Woodward and Lothrop, Washington, D. C., stories da 
somewhat similar nature. 

Certainly you too have had at least one unusual busi. 
ness experience story you enjoy telling and retelling, , 
tell it once again, to us, by writing us a note about jt 
(Literary style is unimportant.) $5 will be paid fo, 
each story published. Address JC-K Editorial Dept. 
100 E. 42nd St., New York 17, N. Y. No manuscripts 
returned; all become property of JC-K. Jeweler’s name 
and town will be used in story unless request is made to 
omit it. 






Retailers Build Parking Lot 
To Fight Suburban Shopping 


Last year, New Albany, Ind., a city of 32,000 popu. 
lation, faced dwindling retail sales because there was not 
enough automobile parking space for shoppers. There 
was a strong trend to suburban shopping, and New 
Albany found itself in the same situation as many other 
cities throughout the country. However, New Albany 
businessmen were alert to the situation and decided to 
solve the parking problem by building a modern park. 
ing lot. Taking a lead in this project was C. E. Endris 
of the J. O. Endris & Son jewelry store. He originated 
the idea of the lot and served as vice chairman of the 
Parking Lot Committee, which was formed by the local 
merchants. Other committee members were Sam Hel- 
man, department store owner; Ira Wilcox, president of 
the Union National Bank; and Karl Fenger, owner of 
Fenger & Son, hardware dealers. 


This parking lot at New Albany, Ind., is a vital factor 

in encouraging city and area residents to buy ‘at home.’ 

The committee contacted businessmen within a three 
mile radius of the proposed location of the parking lot 
and raised $86,000. The site was purchased for $52,000 
and the remaining $34,000 was offered to the City of 
New Albany, providing the City would float a bond issue 
of $87,000. The City also saw the necessity of an off- 
street parking lot and entered into the project. Plans 
were drawn for a two and one-half story, ramp style 
parking lot that would accommodate 165 cars. The 
final value of the modern, concrete and steel lot rose to 
$112,000. 

The Parking Lot Committee made one requirement 
of vital importance for retail sales. It required that the 
parking rate be kept the same in the lot as that on the 
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street, which is five cents an hour. An exception was 
that parking for as long as ten hours in one day would 
> be 50 cents. 
i. Albany merchants promoted the dedication of 
the new parking lot as a civic event. The fact that New 
Albany was the first city in Indiana to have a municipally 
owned parking lot gave the event state-wide significance. 
Every retailer joined in three days of Park-a-Bargain 
sales, and the public response was “tremendous.” Some 
merchants declared that business in those three days was 
as good or better than the three days before Christmas. 

Since then the parking lot has prospered, and custom- 
ers from the city and outlying districts praise it highly. 
On Friday nights, when all the stores are open until 
9 p. m., the new parking lot is crowded and cannot ac- 
commodate all the cars. 

One of the aims in the design of the lot was to make 
it easy to park in and depart from. The comfort of 
women drivers was kept in mind, though this was not 
intended to cast any aspersions on the driving skill 
of the fair sex. 

Gross sales of New Albany merchants for 1954 were 
about the same as for the previous year, and the re- 
tailers feel that the parking lot is accountable for some 
of this good business. 


Easter Window Stops the Parade 


(From page 92) 


for nothing. By registering their names and addresses, 
I developed a splendid mailing list, which I have used to 
good advantage ever since.” 

His success with this live display prompted Schalla 
to create his baby chick Easter window. His regular 
promotion program consists of direct mail during gift- 
giving seasons and weekly ads in a newspaper published 
by the association of neighborhood businessmen. In 
this paper, store ads are sprinkled among the news col- 
ums so that people are bound to see the ads. Schalla 
also takes goodwill advertisements in nearby school and 
church magazines, and he is a generous donor of small 
merchandise prizes to local clubs and charitable organi- 
zations. 

Schalla believes that being a good neighbor and 
being active in local affairs is very important. His 
jewelry store is in a new neighborhood, and he wants 
to grow along with it. So he does everything he can to 
make the neighborhood grow. In addition to making 
many friends, he lends costume jewelry items to the 
ladies’ ready-to-wear store next door. The shop puts the 
costume jewelry on the dress mannequins in its window. 
Schalla’s gets an acknowledgment card with the display, 
and in this way many tie-in sales are developed. 


Local Retail Group Establishes 
Fund and Program for Special Ads 
Every jeweler is solicited by advertising representa- 
tives for church, fraternal, law enforcement and other 
local periodicals, all seeking ads for special issues. The 
jeweler must often give an ad to these publications be- 
cause the solicitor and the publication’s readers are his 

customers, 
Such advertising sometimes becomes a problem. One 
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makes every week 
a National Jewelry Week!” 

















ARLEN’S 


“CONTROLLED 
INVENTORY” PLAN 


Plus 


Dealer-!mprint 


*SUPER CATALOG! 


...be the leading trophy dealer 
in your community...carry 
Arlen Trophy ‘‘Controlled Inven- 
tory’’ of fine trophies and 
awards... for every event! Arlen’s 
1955 Super Catalog contains 68 
pages of new designs in: 


e Genuine onyx, black-and-gold 
Italian Marble, white Pedrara 


e General line of trophies in 
smart new walnut woods. 


e ‘‘Marblette,”” gem-like plastic. 
All available with ‘‘Rich-glo’’ 
figures for every sport and every 
event and Priced Right! 


| *Sold only through Authorized Dealers! SE ARLan let 
So ehipn 


aaaneseeseannnaantit Sever, 
ARLEN TROPHY CO., INC. 

50 Gold Street, Brooklyn 1, N. Y. 

Please rush me FREE-— details of your new “Selected Inven- 
tory Plan,” plus the super 1955 catalog, and how | can use it 
in quantity with my own imprint. 
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A NEW DESIGN SERVICE | 


> Provides jewelers each month with three 
photographic sheets strikingly illustrating the 
latest ideas in modern jewelry designs. 





> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 
cious jewelry. 


> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per month. | 


Write today for subscription form and copy 
of the latest issue. 


DESIGNS TECHNIQUE 
62 W. 47th St., New York 36,N. Y. 








THE FINEST JEWELRY 
18 IDENTIFIED BY 


GW AMERICA 





eo B.DAVIDG, wass-ncrooe 


A TYPICAL B. DAVID VALUE 


EASTERN 
STAR 









S PIN Y i 
' Beautifully executed with > 
colored stones and imitae ys 


tion pearls. Enlarged to | yy 
show detail. Pin No. 755 % 


$2.50 x 


Keystone 


HERE’S PROFIT FOR YOU! B. David gives you fast 
selling, high profit designs of unequalled bril- 
liance, guaranteed craftsmanship. Sold only to 
you, the jeweler. 


PINS * NECKLACES * EARRINGS 
EASTERN STAR * CROSSES * JEWELRY 
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2508 Vine St. Cincinnati -19, Ohio 








SELL AMERICA'S MOST 
PROFITABLE LINE OF 

10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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Slash Mailing Costs 


A completely new low cost-lightweight corrugated 
mailing box. 


e Ideal Gift Box and Mailer ¢ New Strength 


IT 868 


SAF-T-MAILER : 
ro. ay ROSNER CONTAINER CO. 


- 
=- 
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Featuring exclusive Label-Sealer for Parcel Post and Pre- 
formed-Sealer for Registered Mail. (pat. pend.) 


Write for descriptive brochure 


143 Greene St. New York 12, N. Y. 
Tel. GRamercy 5-2306 2 
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The Best Silver Plated Flatware Deal 





in Reed & Barton’s History .... 
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Here’s What You Get 
In This Big 


Spring Promotion: 











A Pre-tested Design Worthy of Sterling—new 
“Silver Blossoms” has been carefully and exten- 
sively pre-tested with young women in major trad- 
ing areas across the country. And it consistently 
outpulled every “big name” pattern it was tested 
against. 








Complete National Advertising to Every Bride 
in America—over 450,000 young brides will see 
and read about “Silver Blossoms” this Spring! 
Dramatic full page ads will run every month this 
Spring in every bridal magazine published — 
Modern Bride, Bride’s Magazine and House 
Beautiful’s Guide-for-the-Bride. 




















Special Introductory Offer—this Spring you can 
give your customers a big introductory saving of 
$32.70 on a complete service of “Silver Blossoms” 
(see next pages). And all this backed up with a 
complete promotion package including cooperative 
advertising and transportation allowances. See your 
Reed & Barton representative for details. 














The “SPRING BRIDE” Chest - A $20.00 Value 


This colorful, eye-catching chest will help your stock of Silver Blossoms sell on sight! 
Like the handsome pattern itself, it’s pre-tested for sales appeal. Available in the blonde 
finish (shown above, No. 426) with smart green-and-canary lining, or in mahogany finish 
with red lining (illustrated at right, No. 427). Both chests, are of course, anti-tarnish, 
and are beautifully crafted of hardwood. The chest which measures a full 21 inches long, 




















Reed and Barton’s Special Introductory Offer: a 
} 52- -piece Service for 8, with Chest, ** 


1. Silver Blossoms 
$74.50 


Regular Open Stock Price $107.20 
—Consumer Saving 332-70! 


Was 


Here is what we believe to be one of the finest values ever offered 
in silverplate. A beautiful new design that’s a pretested winner — 
an exciting new chest that has “years ahead” styling — PLUS 
an introductory oirering that’s got real big-volume potential! And 
“Silver Blossoms” is truly a design wortny of sterling — in silver- 
plate that is guaranteed for a lifetime by Reed & Barton. For 
“Silver Blossoms” has been made with the same fine balance, 
finish, and delicate detailing that Reed & Barton craftsmen bestow 
on their famous sterling. Be sure not to miss this new winner. 


Order Now - This Offer Good 
Only Until June 15, 1955 


Rit, na | 


52-PC. SET INCLUDES 
16 tea spoons, 8 place forks, 
8 place knives, 8 ind. salad 
forks, 8 place, soup or iced 
beverage spoons, 1 butter 
knife, 1 Sugar spoon, | ta- 
ble serving spoon, 1 table 
serving fork, 1 “Spring 
Bride” anti-tarnish chest. 


Paints leant ik ar . 


Bi AS are a wate a 







Reed & Barton 
Gives You This 


Handsome “Silver} 




















Blossoms” Display 
Free! : 


Every “Silver Blossoms” customer will re. 
ceive this colorful counter or window unit [ 
free of charge with initial order. Be sure ty f 
order extra knife, fork and teaspoon to us 
with this display. The No. 440 Sie 
Blossoms Display measures 13” x 8” x 4" 





Extra units available at $2.50 each. 


REED & BARTON 


TAUNTON, MASS. 
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FREE FOLDERS == 


You'll receive up to 100 of 
these 3-color consumer folders 
free, with imprint. Extra fold- 
ers available at $1.00 per 100. 


RADIO-TV SCRIPTS 


(/ Radio and TV offer an excellent way 

to announce this big introductory sav- 
ing. Spot announcements and |-minute 
scripts will be sent you automatically. 


will Te- 
low unit 
> Sure to 
nN to Use 
2 Silver 
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way to handle it is illustrated by the method of eight 
retailers in the same type of business in a city of 22,000. 
About seven years ago, they met to work out a program 
to solve the problem without antagonizing customers. 
The plan is widely applicable. Ze ; 

Each of the eight retailers pays a minimum of $25 
into a special fund. A few of the stores doing a larger 
volume of business pay more, but the total advertising 
fund does not amount to more than $300 annually for 
all the merchants. With this money. group advertising 
is placed in quite a few local publications—judiciously 
and economically. Each year a different retailer is chosen 
to handle the fund, and all requests for ads are referred 
to him. Each merchant thus has an opportunity to ad- 
minister the fund according to his judgment. 

Savings are not necessarily great for each retailer in 
the group ad. The amount saved may be no more than 
$2 per retailer. Yet, over the year, the figure saved for 
the retailer may be many times more than his annual 
contribution. 

Not all requests for ads are accepted, of course. The 
solicitors are also told that the $300 fund must last an 
entire year, and that worthy publications must be selected 
for ads that are not too large. 

This local group has also evolved a plan to advertise 
Thanksgiving and Christmas merchandise in a half page 
newspaper space, with the names of the eight retailers 
listed. For these ads, they choose nationally advertised 
merchandise which all the retailers handle. 


Automobile Ad Takes Prestige 
From Jewelry Store Setting 


During the latter part of January, one of the leading 
automobile manufacturers in the low price field ran an 
advertisement that sought out a tie-in with the quality 
inherent in the jewelry business. Printed under the sig- 
nature of local dealers over the country, the ad bore 
the headline, “Styling that’s stealing the thunder from 
the high-priced cars!” And to the right of that head- 
line was a drawing of the street clock of a local jeweler. 
A lady, about to step in the new car parked at the curb 
and perhaps leaving the jewelry store, was depicted as 
saying, “It’s a perfect gem to look at!” 

For advertisements that point to the quality of a 
product, there is no better tie-in than with some phase 
of the jewelry business. 


Texas Watchmakers Know 
Value of Group Advertising 


“Know Your Watchmaker” is a fine complement to 
“Know Your Jeweler.” Realizing the importance of this, 
the Horological Society of Houston and Harris County, 
Texas, participated in the “Know Your Jeweler” section 
of a pre-Christmas edition of The Houston Post last year. 
The watchmakers printed their new plaque and code of 
ethics in the form of an institutional advertisement that 
also listed the names of the participating jewelry stores. 

Along with editorial copy on jewelry fashions in this 
section, there was also good publicity for the Horological 
Society under the heading, “Horologists Stand for 
Integrity.” 


FOR MARCH, 1955 














PL TA RITE SNE INGE NIA SII IE IE 


SENSATIONAL UNDERSEA 


COLOR SCENES IN BEAUTIFUL LICITE 


#202 Paper Weight 

Size 1%"’ x 1%"’ x 1%" 
Available with Undersea 
and Fish Fly Scenes. 


$4.00 Keystone 


#201 Paper Weight 

Size 2%'’ dia. x 7%". 
Available with Undersea 
and Fish Fly Scenes. 


$3.00 Keystone 





WE guarantee your profits! Here is a fascinating, 
different kind of gift line — colorful, natural sealife 
everlastingly captured in crystal-clear Lucite. A 
complete line, priced right. 


Send for illustrated catalog 


KARVART PRODUCTS MFG. 


P. O. BOX 911 CAMDEN 11, N. J. 
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Onveclsiting 
Beauty 


IN GENUINE MOTHER OF PEARL 


29/100—Compact, genuine Oriental Mother of Pearl, Brick 
design, wafer thin case with inner door. 


Matching cigarette lighter, cigarette case and ac- 
cessories available. 


P273B —Bracelet, Oriental Mother of Pearl inlay squares. 


P273E —Earrings to match bracelet: either clip on or 
drop. 


the MARHILL co., inc. 


236 FIFTH AVE. 
N. Y. 1, N. Y. 


MUrray Hill 3-3560 











theyre new... 


Hamilton's "Guardsman" has its stem set 
into a step-down bezel, wrist-conforming 
end pieces and a I0K gold-filled, water- 
resistant case. $75 retail, FTI, with strap 
and $82.50 with an expansion band. 





In tune with today's high-style fashions, 
Speidel's "Black Magic" expansion band 
for women features a glittering jet-black 
plastic insert in each slender link. In 
yellow or white links, $9.95 retail, FTI. 


Newest model in the Gruen Caliente series 
is this four diamond Caliente "Prelude" 
with multi-faceted, gold-filled case and 
textured dial. Retails at $75, F. T. I. 
Other models in the line, $67.50 to $125. 


The Gemex "Tareyton" band for men is in 
stainless steel at $12.95 retail. With a 
handsome ripple design, the band features 
the Gemex Mainline principle, with links 
sliding smoothly apart on an inner band. 


Seth Thomas offers this 17 jewel ladies’ 
watch with the expansion bracelet coor- 
dinated with the case in a unified design. 
10K rolled gold plate case and stainless 
steel back. No. 1652B, $49.50 retail, FTI. 


Syroco's No. 2980 wall clock is of modern 
fluted design, is 16" in diameter, comes 
in metalgold or black. With 8 day front 
wind jeweled movement, about $30 retail. 
Syracuse Ornamental Co., Syracuse 2, N. Y. 
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wea Textured end pieces highlight the classic A tiny watch from Eterna-Matic keynotes An unusual and handsome round watch of 
hates lines of Elgin's Penrod," and act as con- feminine daintiness. It features a snow dramatic simplicity is this model for men 
= a trast to the gleaming finish of the case. white dial, sweep second hand and Eterna by Longines. Designed as fine 14K gold 


For men who want a tailored watch not too _—ballbearing mounted self-winder. In 14K jewelry, it is the Longines “President 
severe in styling. Retails at $39.75, FTI. yellow or white gold, $115 retail, FTI. Madison," priced to retail at $125, FTI. 
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mes ’ This Zodiac chronometer clock's 15 jewel A modern wall clock in natural walnut by The first of a new line of Phinney-Walker 
ront cs precision movement is powered for a year Henry Coehler Co. has an imported 8 day, clocks by Semca is an 8 day travel alarm 
tail. on a standard flashlight battery. Avail- four jewel movement, hand carved border with one key that winds both time and the 
aA able as shown here or plain for engraving. gold-plated and having raised numerals on alarm in one operation. In maroon, green, 


With presentation case, $195 retail, FTI. a mirror background. It is $53.20 Keystone. blue, tan, brown alligator. $11.95 retail. 
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"Flair," 1847 Rogers Bros. new pattern, 
breaks with conventional design, offering 
a truly modern, silverplated pattern with 
balanced plate setting. 52 piece service 
for eight in special chest, $89.75 retail. 


Universal's new automatic "Hot Pot," has 
a hundred cooking uses in the home. It 
features a Hi-Lo temperature control, ex- 
tra wide top opening, snug-fit cover and 
a cool plastic handle. It is $9.95 retail. 


Described by the maker as America's only 
one slice automatic toaster, Toastmaster 
offers its newest product for sale to per- 
sons living alone. Slips in luggage to use 
Aé, $17.50 retail. 


while traveling. No. 


ve they re 


THEY RE YOURS 


This “Modernaire"” chest is available for 
the first time this spring in the Wm. A. 
Rogers stainless line by Oneida. Blonde 
or mahogany finishes, $10 retail. Shown 
with service for 8 in "Northland" pattern. 


"Vienna Rhythm," 
stainless 


by Amboss in Austrian 


steel, offers 16 pieces, four 
place settings of four pieces each, at 
$12.50 retail, complete. From A. J. Van 


Dugteren & Sons, 210 Fifth Ave., N. Y. 








These classical salt and pepper shakers 


of sterling silver are glass-lined, stand 
on three claw feet, are 4!/." tall and 
are weighted. No. 272, $9 retail, from 


Crown Silver, 48 Walker St, N. Y. 13. 


GE's "Convertible" clock-portable is two 
units to be operated as a clock-radio or 
separately as a portable radio and table 
alarm clock. In charcoal and gray or red 
and antique white. $44.95 suggested retail 
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Available with synthetic ruby, blue or 
white spinel stones, B. A. Ballou offers 
tie slide and cuff links with patented 
hinge action. In gold-filled or sterling, 
the links are $10 retail; tie slide, $6.50. 


This smartly styled cultured pearl ring 
is embellished with two large, round dia- 
monds and is in 14K white or yellow gold. 
Priced at $65 Keystone, it is No. 114 by 
Z. |. Levkov, 565 Fifth Ave., New York 17. 





Designer Nadja Buckley's palladium pin 
in this rose motif is a dramatic, three 
dimensional creation. A large diamond is 
centered and 10 smaller stones sparkle in 
the palladium petals of the jeweled rose. 


A new coffee service has an "Elec-trivet," 
smartly styled in authentic colonial de- 
sign, and eight cup carafe. Keeps coffee 
at drinking temperature. Retails at $7.95, 
Paragon Electric Co., Two Rivers, Wis. 


TO PROFIT BY IN SALES 





Ronson's "Smart Set," features a Ronson 


Adonis lighter, matching tie-clasp and 
cuff-links. Items have monogram shields 
and are beautifully finished in chromium 
plate. In gift package, $20 retail, FTI. 


The Waterman C/F 1250 is a new model of 
the company's cartridge filled pen that 
eliminates the ink bottle. In jet black, 
satin-chrome cap, 14K gold nib and clip. 
With 8 cartridges, $12.50 retail, F. T. I. 






































FULL TANG CUTLERY 


Ki ‘ >. \ WHAT THIS MEANS TO YOU 





NEWEST DISTINCTIVE HAND-FORGED 





of fine hand-forgings from Sheffield, England, 
the cutlery center of the world. It means 
that only first grade materials and 
fr om the fine craftsmanship guarantee sharpness, 
true value and complete satisfaction 


CUTLERY CENTER pinion ois 
of the WORLD! Cloufosda curtery sets 


* forged solid bolster for perfect bal- 
ance and finger protection 


¢ gleaming mirror finish — Sheffield 
stainless steel 


beautiful, lustrous Pearlex” handles 
firmly secured to full tang by three 
nickel rivets 


attractively packaged in Ebony finish 
solid wood Treasure Chest and mo- 
dern designed wall or drawer Blocks 


aN glaGm ge) m@aie No.896 


includes one each: 


6” Pot Fork 

8” Hollow Ground 
Carver 

10” Hollow Ground 
Slicer 


6” Utility Knife 
3”” Paring Knife 
Retail, complete 


$23.00 


six rece COwOMAO, steak ser 


4,"’ Tapered Sabre blades, 
tip serrated. Gift packaged 
in attractive Ebony finish, 





Attractive dual-purpose 


Ebony Treasure Chest can solid wood Treasure Chest. 
also be used, if desired, for Retail, complete 0.873) 
jewelry, handkerchiefs, cig- $19.95 


arettes, etc. 


liliaaaia@andiliganjal 
includes one each: 
7” Cook's Knife 
8” Hollow Ground 
Carver 
6” Utility Knife 
Retail, complete 


C onto BLOCK SETS 


Modern designed, Ebony finish Block Sets for 
wall or drawer use. Each implement can be 
clearly seen, yet all cutting edges and sharp 
tips are away from busy fingers. 












$16.00 
Advertised Order from your jobber or write direct. 


KIRK'S LTD. 


65 West Broadway, °@ New York 7,N. Y. 
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The Ways of a Jeweler with Young Maids 
Displaying China, Glass and Silverware 
The Modern Trend in Jewelry Store Design 
Speaking of China, Glass & Giftwares 
Table Top Fashions and Home Accessories 





The Ways of a 


Jeweler with 


Young Maids 


—_ silver flatware and costume jew- 
elry have made probably strange—but nevertheless 
profitable—bedfellows in a merchandising plan inaugu- 
rated recently by A. L. (“Bert”) Brown, Montrose, 
Calif., jeweler. 

The costume jewelry is a relatively new addition to 
Brown’s store and, strangely enough, has fitted ideally 
into its display position directly in front of cases featur- 
ing sterling flatware and hollowware and _silverplate. 
Under Brown’s merchandising techniques, both the cos- 
tume jewelry and the sterling find their prime appeal 
among the younger set—girls ranging in age from 15 
into their early twenties. 

High school girls—under the influence of home eco- 
nomics courses at school and encouragement at home— 
are taking a greater interest in silverware today than at 
any time Brown can recall. Proof of this lies in the fact 
that in the relatively small community of Montrose, 
Catif., some 150 girls, most of them under 20, have ac- 
tively begun collecting their sterling flatware patterns. 

Brown appeals to this very profitable market with a 
Sterling Club which enables young girls to get into the 
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Teen-agers, jeweler Brown finds, repre- 
sent a great potential market, particu- 
larly for sterling. In a two-way appeal to 
this group, Brown shows (below) costume 
jewelry and silver in one display area. 


by BENEDICT KRUSE 


swing of this generally accepted activity for as little as 
50 cents per payment. His plan is to give these young: 
sters all the help, advice and attention he can every time 
they come into the store. He makes it abundantly clear 
that they, their parents and fiances will always be wel- 
come. 

It is important to note that there is never a trace of 
condescension on the part of Brown or any of his clerks 
when dealing with these young people. Selection of a 
pattern with which the youngsters will live for the rest 
of their lives is a serious business to them and Brown 
acts accordingly. 

The first important step is to get the young girl to 
make a definite selection of the pattern which she wishes 
to collect. At this point, Brown makes up and files a 
registry card noting this selection. 

It should be emphasized again that a good portion 
of the customers are no more than 15 or 16 when their 
preferences are entered in the registry. Brown looks on 

(Please turn to page 152) 
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For limited time only_ March 15th to May 15th! 


Special ‘PACKAGE DEAL’ 


makes it possible for you to offer 
your customers SAVINGS UP TO 30% on these 


ere $28.00 VALUE! 


BASIC SET FOR 4 



















YOU SELL FOR ONLY 


Bic 


e@ 4 Place knives 
@ 4 Place forks 
e 4 Teaspoons 
°° 4 Individual salad forks, 
iced beverage spoons or 
place spoons (for soup or 
cereal) in attractive con- 
tainer 





#TRADEMARK 


e@ 8 Place knives 
@ 8 Place forks 


beverage spoons 
@ 8 Salad forks, Ind. 
@ 16 Teaspoons 





YOU SELL FOR ONLY 


REGULAR $100.00 VALUE! f ! Q5 
$81.50 HOSTESS SET FOR 8 IN 


$18.50 DELUXE ALL WOOD DRAWER-CHEST 


ORDER TODAY! GORHAM PAYS 50% 
OF YOUR ADVERTISING SPACE COSTS 


STEGOR DIVISION, 
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@ 8 Place spoons or iced 


2 Large serving spoons 


THE GORHAM COMPANY, 





TEGOR 


SILVERPLATE SETS 





YOU SELL FOR ONLY 


REGULAR $81.50 VALUE! $ Qs 


HOSTESS SET FOR 8 IN ATTRACTIVE 
PRESENTATION PACKAGE 





CHOICE OF THESE 4 BEAUTIFUL PATTERNS: 














PROVIDENCE 7, R. lI. 








POOLE SILVE} 
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No. 527/4 Retail $55.00 F.T.I. The new Poole Paul Revere Coffee Service to be featured in LIFE 


PUULE 


4 TRADITION IN SILVER SINCE 1893 





li NOW ADDS“LIFE”TO 
YOUR SALES PRO 








ANOTHER 
REASON WHY 
POOLE SILVER [a= 
MEANS SALES eee See | 
EVERY MONTH 

OF THE 

YEAR 














% YEAR ROUND NATIONAL ADVERTISING ++ NEWSPAPER MAT AD SERVICE 
IN THESE CLASS MAGAZINES: ye FORCEFUL DIRECT MAIL SALES AID 
House Beautiful * House & Garden we FAMOUS POOLE ALBUM 


Guide for the Bride ¢ Playbill 
New York Times Magazine ¢ BIG COLORFUL CATALOG 


POOLE SILVER COMPANY 


TAUNTON, MASS. 


NEW YORK PHIT ATYFI PLTA rime inn 














CHINA and GLASs 


by ROBERT LATIMER 


These pegboard panels, at eye-level, display place settings in a minimum of space. 


Panel units solve space problem in... 


Displaying China, Glass and Silverware 


This jeweler had room for only a small gift department. To display more 


stock, he mounted china, glass and silverware vertically on wall panels. 


Items are fastened by supports thrust in holes, drilled pegboard style. 


A. Slaughter-Straub Jewelers, Belleville, Illi- 
nois, the perplexing problem of displaying china, glass- 
ware and flatware in a relatively small space was solved 
by an interesting “‘panelized” display. 

The Slaughter-Straub store, operated by the New 
York Yankee baseball outfielder, Enos Slaughter, and 
John Straub, had room for only a comparatively small 
gift department. Mrs. John Straub, in charge of china, 
glass and giftwares, deplored the necessity of elaborate 
table displays which had to be changed often to repre- 
sent the inventory of the department. The small de- 
partment required many changes and the employment 
of every inch of space to give the patterns a fair show- 
ing. “The result was one continuous turmoil,” Mrs. 
Straub said. 

Recently she developed a solution to the problem 
by designing the 18 panel display unit shown in the 
illustration. It is located just inside the separate en- 
trance into the store's gift department and continues 
down the length of one side of the room. Covering al- 
most the entire wall, the big fixture has rich charcoal 
finished woodwork and panels of salmon colored peg- 
board. 

The panels are about 20 by 16 inches in size and are 
pierced with 1 inch holes an inch apart. The surface of 
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each panel is brightly illuminated with a concealed 12 
inch “daylight” fluorescent lamp. Supporting the ware 
are tiny plastic brackets, clips, cup-shaped hooks and 
similar attachments. A typical display includes plate, 
saucer, cup, salad plate, crystal goblet and sterling pat- 
tern, all appearing to float in the air, or sometimes giving 
the effect of a place setting at a table tipped on its end. 

Sales began rising immediately after the panelized dis- 
play was installed, according to Mrs. Straub. “We have 
found that the average customer, particularly younger 
girls who are soon to be married, will closely scrutinize 
one pattern after another,” she said. “Because each of 
the panels is set back about five inches into the wood- 
work, the effect is a separation of each pattern display 
from its neighbor. Most customers go over the entire 
selection.” 

As a selling tool, the mass display of the pegboard 
panel is effective in helping the customer narrow her 
choice. It is also easy for the customer to switch from 
one item to another. Sometimes the bride-to-be says she 
doesn’t like the silver pattern which the store has selected 
to go with a china pattern. Mrs. Straub’s answer to this 
problem is an 18 inch broad Formica shelf, built in at 
waist-height at the lower part of the display. The sales- 

(Please turn to page 154) 
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She has everyone on a string... 
.-. her mom and dad who come thru with watches and jewelry at the drop of a hint 


«her beau who’s all tied up in knots over her, brings her bracelets, necklaces, charms, and, 


in § if it’s the right boy, a diamond engagement ring 

ware : 

and -..her friends (the most gifted crowd in town) whom she has going ’round in circles from 
plate, 


Christmas to birthdays to graduations to showers back to Christmas again. 


pat- 
= She names it! She gets it! 

end. ; 

dis- 

have More girls marry at the age of 18 and 19 than at any other age and her family and friends go all out 
nh buying her china, dinnerware and glassware... then there’s the $4 billion of her own money which 
h : she spends as she likes... and she likes to fill her hope chest. 
‘00a: 
splay P are 
eae So if you play your cards right... you can have the young lady under 20 on a string... for a lifetime. 

j Place your story where 214 million girls will see it, read it and ask for it... 
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from Put your story in a gem of a magazine... 
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MODERNIZATION 


Marble and granite create outstanding 
and dignified front for Cooper's. The 
windows sweep in to the all-glass door, 
yet are individual jewel boxes, focus- 
ing shoppers’ attention on each display. 


The Modern Trend in Jewelry Store Design 


With more and more attention being given to ‘open’ displays, special lighting and 


modern decoration, store design has been revolutionized. The new Cooper’s, 


Norfolk, Virginia, is a model of perfection, embodying all these new features. 


O:: of the most distinctive and modern 
jewelry stores in the country was recently opened by 
Cooper’s at 431 Granby Street, Norfolk, Virginia. H. A. 
Goldberg, secretary of Cooper’s, Inc., which also oper- 
ates another jewelry store in Norfolk and one in Ports- 
mouth, Virginia, declared “there is no store like this 
anywhere.” 

Any one of the many innovations in the store layout 
justify Mr. Goldberg’s remark. For example, the flat- 
ware department. Every jeweler has faced difficult prob- 
lems in designing a workable flatware display. Cooper’s 
has solved the problem for themselves by installing a 
vertical wall display which is made up of 70 drawers. 


This silver display, one of the largest 
in existence, is made up of 70 drawers. 
Completely practical, it displays each 
pattern on the drawer fronts; the stock 
of patterns is stored within the drawers. 


On the outside front of each drawer is a place setting 
of a particular pattern. The stock of flatware for each 
of the displayed patterns is in the drawers. The pieces 
are kept in individual leather boxes lined with Pacific 
cloth, and the boxes stand upright with a name plate on 
the top marking the contents. The big advantage in this 
arrangement is that the flatware is completely at hand. 
The customer can be taken care of quickly instead of 
asking her to wait while additional stock is brought from 
another part of the store. 

The customer can also examine the 70 flatware pat- 
terns by walking in front of the vertical display. How- 
ever, her comfort is also kept in mind at Cooper’s by the 
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There are bows...and bows...and bows... 
but only Salmtone does everything 
to give you gift packages 

t'wrapped in beauty!” 


...and only the Satintone Bow MACHINE 
’ winds perfect bows everytime 


Now you can feature excitingly glamorous bows to make your gift 
packages outstanding, and build your store’s reputation for quality. 
With the time-saving Satintone Bow Machine you can produce 
perfect bows in volume at low cost, even with inexperienced help. 
After brief training, your personnel can wind two bows a minute, 
using %4”, 144” and now 12” width Satintone, without waste of an 
inch of material. Slow periods can be utilized to make up bows 
for your rush hours. Saves time, saves material, saves money. 


Guaranteed for life. | ee... . 












Still only 
$4 <> 50 


with purchase of {i 
48 bolts of 14”, 
and/or 34” and/or § 
114” Satintone 






Second bolt 
attachment 


















Here is your complete prestige-building 
“wrapped in beauty” program... 

@ lustrous saTINTONE the only tie an 
that... sticks to itself...curls... oe yy -- | 

strips into narrower widths...and 

is the same on both sides 


@ curling cotton RiBBONETTE ... the ever popular tie 
@ beautifully styled counter roll papers 

@ prestyled gift packages...with cost predetermined 
@ blue prints... for model gift wrap stations 


@ informative gift tying brochures... for your store 
personnel... plus merchandising ideas, 













CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Ill. 






Gentlemen: At no cost or obligation to me, please send me additional 
information on: 


[_] Your new Satintone Bow Machine 
{-] Samples and information on your Wrapped-in-Beauty packages. 


ee 


ee ee Le ee Pee ee 


from America’s leaders in gift merchandising 
CHICAGO PRINTED STRING CO. e 2300 Logan Bivd., Chicago 47, Ill. 
New York Office » 225 Fifth Ave. * Suite 1207-9-11 


city zone state 
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use of two sit-down tables for silver. These are placed 
in front of the big display so that the customer’s chair 
still faces it and the many patterns. On the wall to the 
right of the vertical silver display is a shadow box with 
a pegboard back and glass doors on the front. It is 
used to highlight outstanding pieces in china, glass and 
silver. 

Another striking feature of the new Cooper’s is the 
display windows. The 32-foot front assumes the form 
of a semi-circle—with the display windows sweeping 
in from each side to a double all-glass door. These win- 
dows are similar to the jewel box type in that they 
present, at different angles, ten display views to shop- 
pers, encouraging them to focus on the individual dis- 
play sections one at a time. However, the window glass 
forms a continuous unbroken sweep on each side oi the 
door. This unique construction offers jewel box displays 
and at the same time offers a more or less continuous 
display of merchandise. The windows are open at the 
back. This, in conjunction with the all-glass doors, 
gives the modern “open look” to Cooper’s new store, so 
the interior is also on display for shoppers. The sweep 
of the windows, right up to the entrance, puts the window 
shopper “inside.” 

The windows have both incandescent spot and fluor- 
escent general lighting. 

An interesting feature is a fan in each window to take 
the heat out, thus minimizing the drying of oil in 
watches on display. 

The store front and the building are faced with granite 
and imported marble. There is a canopy over the 20- 
foot, deep, terrazzo-paved lobby. In the center of the 
lobby ceiling, a plastic fluorescent light, six-foot in 
diameter, marks the store to passers-by. 

Taking the customer’s attention as he enters the store 
is a large island case which displays such items as men’s 
jewelry, lighters, wallets and costume jewelry. 

On the left side of the store are six floor cases, dis- 
playing diamond rings, emblem and stone rings. Behind 
these floor cases are five unusual wall cases designed 
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The Bridal Salon is set off in an alcove 
with three shadow boxes displaying ching. 
hollowware and glass. Modernistic light. 
ing fixtures add the ultimate in decor, 


Beautiful interior of new store appeals 
immediately to customers. Island case 
in foreground is brightly illuminated, 
Note bright china display at right rear, 


to display sterling and silverplated hollowware. They 
have a convenient ledge underneath on which selected 
merchandise can be placed for further study by the cus- 
tomer. One of the wall cases here is devoted exclusively 
to silver trays, which usually create a display problem. 
Cooper’s developed the method of using a rod installed 
at the top of the case. To this rod are attached plastic 
hooks on each of which a tray is individually hung by 
one of its handles. 

The Bridal Salon is located directly beyond the silver 
department. It is “separated” from the silver section by 
the use of decorative, painted wood poles that run from 
ceiling to floor. The Salon is in the shape of a semi- 
circular alcove, and at the back is a luxurious curtain 
delicately draped. Three charming shadow boxes display 
silver, china and glass. Beneath them are drawers for 
odd pieces of silver, and on the front of the drawers 
antique mirrors are mounted. In the center of the Salon 
is a table used to display table settings. Suspended from 
the ceiling are two modernistic lighting fixtures custom 

(Please turn to page 158) 
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No. 508 

In three colors. Black velvet 

with pink taffeta moire lining; 

emerald green and geranium with 
champagne lining. Polished bronze frame. 


8 manicure implements. . 
Retail $10.00 





nationally advertised 


Golden bronze frame brocade 
evening bag w/chain handle. 
Holds purse, gold compact, 
lipstick case, tweezer, file, cuticle 
scissors, gold-back comb. 


Pastel, black. Retail $12.50 
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the 


legitimate retail jeweler 
is gift counselor and purveyor 
to America... 
an expert and honorable 
trust. A full, 
fair profit is his right. 










On BARBARA BATES 
Manicure Gift kits 

we propose to protect 
that profit for him by 
our rigid policy of... 


direct sales to 
selected retailers 
















only! 


Send for literature describing the complete line 
of Barbara Bates Manicure Gift Kits. | 


MANICURE GIFT KITS 
C. J. Bates & Son, Chester, Conn. 








by MADELINE LOVE 





RIED out on a small scale last fall, Haviland & Co.’s 

“The Oldest Haviland” contest proved so successful for 
the retailers that the company is now launching a nation- 
wide promotion on the same theme. Arrangements have 
been made for Haviland dealers all over the country to 
stage the contests in their own trading areas, each in- 
viting homemakers to submit their oldest piece of Havi- 
land china. Winners will be selected after a careful 
examination of backstamps, and prizes will consist of 
either after-dinner cups and saucers or a gift certificate 
to be applied toward a Haviland purchase, whichever 
the dealer prefers. 

Haviland & Co., Inc., is now in its 139th year and in 
that time has used a number of styles of backstamps, 
all of them illustrated in the advertising mat which 
Haviland is providing free to participating retailers. 
Provided, too, is a complete set of suggestions for the 
retailer to use in the promotion—display, promotion, 
advertising, and publicity—so that he may benefit to the 
fullest in its traffic and sales building potential. 

* * * 


RONALD COPELAND 





—. R. J. COPELAND, chairman of W. T. Cope- 
land & Sons, Ltd., of Stoke-on-Trent, England, man- 
ufacturers of Spode china and earthenware, and his 
nephew, Robert Copeland, a director of the company, 
are spending some weeks in this country. They arrived 
early in February and on February 11 they met the 
trade press at a cocktail party given at the Advertising 
Club, New York, by officials of Copeland & Thompson, 
Inc., American importers of Spode. On the following 
day, Ronald Copeland, with his wife, left for California 
where they are visiting friends, after which they will 
make a leisurely trip back across the United States, sail- 
ing for England on April 1. Robert Copeland is visiting 
numerous stores in this country during his stay here. 
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S a means of increasing appreciation of fine china, 
glass and silver, a table setting contest has been 
launched by Lenox, Inc., open to all students of home 
economics in high schools and colleges throughout the 
country. Students are asked to create interesting settings 
by coordinating Lenox china patterns with sterling silver 
and glassware designs, using special kits which their 
teachers can obtain for them by writing to Mrs. Helen 
Sprackling, contest director, at the Lenox factory in 
Trenton, N. J. These kits contain charts, instructions, 
and illustrations of the various patterns, and the settings 
can be completed by the addition of swatches of fabric 
indicating the choice of tablecloth, napkins, or mats; 
and suggestions for appropriate accessories. 
Lenox will give more than $5,000 worth of prizes to 
a total of 76 winners in the contest, 38 to students and 
38 to their teachers. The first prize will include 12 place 
settings of china, sterling silver, and crystal, and the 
judges will be: Sigana Earle, director of home-making 
education for Seventeen magazine; Betty Furness, TV 
star; Emily Kimbrough, lecturer and author; Paul Mc- 
Cobb, industrial and interior designer; and Patricia 
Easterbrook Roberts, author of “The Book of Table 
Arrangements.” It is planned to make this creative 


table setting contest an annual affair. 
* * + 





. new and compact display unit for retailers with 
limited space for display and storage has been intro- 
duced this spring by Midhurst China Co., New York, 
distributors of Hallcraft dinnerware. Displaying each 
item of a 53-piece set, the unit is 35 in. high, 23 in. wide, 
and may either be hung on a wall or, with its accom- 
panying support, may be used as an easel. The shape 
reproduces the form of the Hallcraft platter. 

The display can be backed by stock of the prepacked 
53-piece set only, supplied in re-shipping cartons and 
needing no opening of cartons in the store’s storage 
space. This set is priced below open-stock cost, and 
because of its convenient packing it can be handled by 
the small store through a local warehouse, if the dealer’s 
storage space is limited. The display fixture for the 
set is billed at $20, this price to be refunded when the 


retailer’s purchases have reached $500 at wholesale. 
* * * 


ERMAN C. KUPPER, INC., of New York, Amer- 


ican distributors of Franconia China, has brought 
(Please turn to page 150) 
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FO 


Frederic D. Farrell's 
designs are based on a sound 
knowledge of American buying 
habits. Made in Sweden, 

each piece is a 

beautiful example of the 
org-hae-taar-lal-iall ®) 

your customers want, in the 


styles they, prefer. 


Downing Alvesta 
$48.00 a dozen $24.00 a dozen 


SWEDISH . - — ll 


“a COMBINATION 


AMERICAN | ’ ee, : SELLS 
SHOWMANSHIP <i STEMWARE! 


Visby 
$18.00 a dozen, 
clear or smoke 


FEATURING — 


IN-STOCK SERVICE 
PROMPT SHIPMENT 
A FULL 50% 


PROFIT FOR YOU 
* 


Exclusive 
American Representative 
fol g 
Bing & Grondahl Porcelain 


Oland Olby 
$21.00 a dozen $48.00 a dozen 


Rae a si. SS a eR Seana 


D. STANLEY CORCORAN, INC. 7 W. 30 ST., New York 1, N. Y. 


West Coast: Jim E. Mattox Co. * Brack Shops + 527 West Seventh Street (Room 502) © Los Angeles 14, Calif. 
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"Glendale" pattern in china has wide 
border in an adaptable tone of smoky 
of field flowers is in 
setting 
Trenton, 


green; center 
24K gold. 5-pe. 
$22.95. Inc., 


retails for 


N. J. 


Lenox, 


Among new designs in Arzberg china—the 
"Lariat" in black on 5-pc.  set- 
ting $9.95 retail; and "Festival'’ with 
a diagonal of stylized flowers, $8.95. 
From H. E. Lauffer Co., Inc., of New York. 


white, 


A revival of an old Italian piece, this 
white china lavabo planter in the Golden 
Wheat series, decorated in coin gold; 8" 
x 15" including base, retails for $6.60. 
From Geo. Zoltan Lefton, Imports, Chicago. 


TABLE TOP 


AND... 


THEY'RE NEW. 


Beguiling cat-shaped decanters with tail 
as handle — 18" or 12" in size and made 
in eight different colors; larger size may 
be retailed for $15; smaller, $10. From 
Blenko Glass Co., of Milton, W. Va. 


Airy new "Skyflower'" crystal print shown 
on new hand-blown "Lyric" shape in stem- 
ware and on 7" plates; all stemware items 
retail for $27 a dozen; the plates, $30. 
By Fostoria Glass Co., Moundsville, W. Va. 





Long oval (Partnership) bowl especially 
made for use on mantelpiece in hand em- 
bossed Queens Ware; white on gray, blue 
or green; retail $22.50; also unhandled. 
From Josiah Wedgwood & Sons, Inc., N.Y.C. 


Created by Bing & Grondahl of Denmark, 
this "Girl with Calves" china figurine, 
delicately modeled and painted in soft 
colors; 6" tall, it retails for $110. From 


D. Stanley Corcoran, Inc., New York. 
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.. THEY'RE SELLING 


Just introduced —'"'Flair'' decoration in 
china dinnerware has gray rim with plati- 
num lines, delicately drawn floral in pink, 
gray, white; 5-pc. setting $19.75. By 


Castleton China, Inc., New Castle, Pa. 


Large chafing dish with 2-qt. ovenproof 
bowl, wooden handle, brass water pan and 
stand on solid Catalin ball feet; 
cup has adjustable damper; retail $12.95. 
From Northington, 


Sterno 





Inc., of Los Angeles. 





New "Kane" design in heavy-based stem- 
ware made in Val St. Lambert crystal from 
Belgium; goblet and champagne glass re- 
tail for $2.50 each; wine glass for $2. 
From Vogue Ceramic Industries, New York. 


Precision-made Lunalite permanent candles 
in anodized aluminum in 7 colors; 12" in 
height, sold in pairs with tapers in gift 
boxes, $5 retail; endorsed by Liberace, 
sold through Sherman Wade, Los Angeles. 








"Mt. Vernon"—group of authentic scenes of 
Mt. Vernon printed underglaze on Georgian 
shape in Windsor Ware, England; 20-piece 


starter set may retail for $12.20. New 
from Fisher, Bruce & Co., of Philadelphia. 


"Tickled Pink'""—new dinnerware design is 
modern in feeling, done in pink and black 
with touches of aqua, on new San Clemente 
shape; |6-pc. starter set, retail $10.95. 
Made by Vernon Kilns, Los Angeles, Calif. 






















Speaking of China 
(From page 146) 


out a handsome new illustrated booklet giving a brief 
story of china, itself, and the history of Franconia. The 
booklet was written by Tony Thomas, and it traces 
Franconia back to 1864, to a china-painting apprentice 
named Krautheim. The present firm, Krautheim & Adel- 
berg, in Selb, Bavaria, is headed by the founder’s son, 
Richard Krautheim, who has spent much time in this 
country working with the Kupper firm on producing 
designs especially for this market. Three illustrated place 
settings show the traditional, transitional, and modern 
designs which result from all that study. Albert Weber 
is president of the Kupper firm. 


* * * 


AUL A. STRAUB & CO., INC., importers of Euro- 

pean china and glassware, has opened showrooms 
in the Brack Shops, in Los Angeles. Managing the new 
showroom is Fred Traver, Straub’s sales representative 
on the West Coast. 

* * * 

OGUE CERAMICS INDUSTRIES, of Pelham 

Manor, N. Y., has named Hal M. Copeland as mer- 
chandise manager for the Val St. Lambert line of Belgian 
erystal. Mr. Copeland has traveled the Southeast for 
17 years for the Duncan & Miller Glass Co., and prior 
to that he was with A. H. Heisey & Co. In addition to 
this managership, he also assumes the position of sales 
representative in the Southeast for the Val St. Lambert, 








Wedgwood & Co., Ltd., and British Anchor Divisions 
of Vogue, and continues as representative for Jackson 
China. 

Another change at Vogue is the appointment of Alvin 
H. Goldstein as advertising manager. Mr. Goldstein 
has had some years’ experience in publicity and adver. 
tising, both from the manufacturing and retailing ends 
of the business. 

* * * 
— HEINRICH, one of the heads of the 
Heinrich china factory in Selb, Bavaria, returned 
to Germany in early February after a month spent 
traveling in this country, looking over the dinnerware 
market and studying style trends. Mr. Heinrich says he 
has found an increasing interest in contemporary styl. 
ing, and he observes also that tastes in this country and 
in Europe appear to be growing closer together than 
before. 
* * * 
[p4t™s set for the National China and Glass Show at 
the New Yorker Hotel, New York, are: July 17 
to 22. It will be operated, as usual, under. the George F. 
Little Management. 
* * * 
UN GLO STUDIOS gave a cocktail party early in 
February in its showrooms at 225 Fifth Avenue, New 
York, to introduce its new room for indoor-outdoor 
living. Entered through wrought-iron gates, the room 
has a large “outdoor” fireplace, and in it is featured 
such merchandise as “Black Magic” wrought iron ac- 
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Paseo China 


<A 


The Outstanding 
| Chine 
by 


Lorenz 
Hutschenreuther 
Selb 
Est. 1856 


The Mond Clossom 
Pattern No. 30933 
Available in open stock 


5 piece settings 
94 and 64 Piece Sets 


PAUL A. STRAUB & CO.. INC. 


OUR FORTIETH YEAR 


19 EAST 26TH STREET (NEAR 5TH AVENUE) 


LOS ANGELES SHOWROOM: BRACK SHOPS, 527 W. SEVENTH ST. 


NEW YORK 10, N. Y. 
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It’s New... It’s Here... It’s Exciting 


Now, Ebeling & Reuss Company brings you one of the largest and most 
4 complete lines of imported glassware in the entire country. 


Each piece is the product of the artistry found only among the finest craftsmen | 
in Germany. This magnificent collection is destined to earn for us the : | 
reputation: 


‘‘For Fine Glassware, it’s Ebeling & Reuss Company” 
The pieces shown above are but a sampling from this exquisite collection: 


Hand Carved Lead Crystal Vases * Bowls * Tea Bells * Baskets * Compotes * Sugar and Creamer Sets * Bon Bon 
Dishes * Celery Dishes * Marmalades * Jugs * Decanters * Mustard Jars * Cake Plates * Pitchers * Hostess 
Plates * Candy Boxes * Cocktail Shakers * Glasses * Salt and Pepper Sets * Cigarette Boxes * Ashtrays * Cordial 
. hU@ Bottles and Cordial Sets | 


For Fine Glassware, it’s 


Ebeling & Reuss Co. 


established 1886 
SHOWROOMS 


New York 10 Chicago 54 Philadelphia 6 Los Angeles 14 
225 Fifth Ave. 1557 Merchandise Mart 707 Chestnut St. 527 W. 7th St. 


MAIN OFFICE: 707 CHESTNUT ST., PHILADELPHIA 6, PA. 
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NEW!...the exclusive ia 
IC 
Ab 


GIRL GRADUATE 
promotion for the... 





A Tremendous 
Sales Opportunity for You to 
Capture the Pre-Bridal Market 


The girl graduates of today are the brides of tomorrow. 
And here, for the first time, is a complete promotion plan 
designed to bring you their profitable china business. 
Invite the girls to visit by letter, or use the attractive ad 
mat in your kit . . . as they call for your miniature gift 
plate in matchless Castleton China, register them for 
their Castleton pattern. The gift plates, individually 
packaged, are available for immediate shipment at the 
amazingly low cost of 50 cents each, F.0.B. New Castle, 
Pa. And Castleton offers you a complete promotion kit— 
invitation letter to girl graduates, pattern registration 


card and newspaper mats—FREE. 
ACT NOW — Send this coupon today! 


CASTLETON CHINA, INC. 
Department 24, New Castle, Pennsylvania 


Gentlemen: Please rush me full details on the exclusive Castleton “Class 
of 1955” Promotion Plan. 


I would need approximately miniatures. 


Sel, TE TTT ae 





SPOT ETN OUNE es ee 
Address : 
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cessories, Provincial stoneware, a wire “menagerie,” 
and barbeque accessories of all kinds. Introduced was 
Sun Glo’s own line of porcelain cast iron cook-and-serye 
ware in guaranteed colors and decorations. 


% *% 


HE IMPERIAL CO., of the Merchandise Bldg., 

Dallas, Tex., has been appointed by Betty Lou 
Nichols, of Los Angeles, as sales representative in the 
Southwest. And Nick Croce, who represented the Good 
company in New Jersey, has been named sales super. 
visor for the Midwest division, replaced in New Jersey 
by John J. Rehill. Gordon H. Jones will cover Michigan 


and John R. Fry will travel Kansas and Missouri. 
*% *% * 


TED WILSON 





ED WILSON, formerly with the Iroquois China 

Co. and with Stern Bros. china and glass department, 
is in charge o Ceramic Sales, Inc., new organization 
created to deal in this country with direct sales of Eng- 
lish ware from the Ridgway & Adderley groups and the 
Booths and Colcloughs factories. The lines include bone 
china and earthenware dinnerware. bone china teaware, 
and bone china and earthenware fancies and figurines. 
New York headquarters for the firm are at 129 Fifth 
Avenue. 

* © 4& 
UGH F. HINCKLEY, secretary and treasurer of 
Doulton & Co., Inc., American subsidiary of Doul- 
ton & Co., Ltd., of London, has been elected to serve 
also as vice president of the concern. And J. Russell 
Price, director of design, has been appointed a member 
of the board of directors. Both promotions have just 
been announced by William J. Carey, president of Doul- 
ton & Co., Inc. 
— S. DUCKWORTH, who recently resigned 
from the Salem China Co., has joined the sales 

staff of Fisher, Bruce & Co., Philadelphia, with which 
he was formerly associated. He will cover the South- 
eastern states and Western Pennsylvania. 


The Ways of a Jeweler 


(From page 136) 


the keeping of this file as a valuable investment in the 
future of his business. 

Generally, sales of silver under Brown’s club plan are 
on a layaway, rather than budget sale basis. Given an 
alternative, most girls can be sold on the idea that they 
prefer it this way. Under a layaway system, with pay- 
ments accumulated until the full purchase price is met, 
the girl has the thrill of knowing that every piece which 
she takes home is actually and clearly hers. 
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TRANSLUCENT CHINA IN 







SPARKLING BLACK. 
DRAMATIC PUNCTUATION FOR 


THE CONTEMPORARY TABLE 


Asha 


CUP AND SAUCER $4.50 
COFFEE POT $14.50 


COVERED CASSEROLE $19.00 






OTHER PIECES PRICED ACCORDINGLY 





.E. LAUFFER €CQ.INC. 


30 FIFTH AVENUE, NEW YORK 1, N-Y. 











































In the relatively few cases where girls prefer to take 
the merchandise first and pay for it later, Brown goes 
along after making sure that their parents know what 
they are doing and agree to it. 

In beginning a club plan, the girl is encouraged to set 
up a payment figure which will be convenient but, at the 
same time, will not inflict a hardship on her enjoyment 
of other things of interest to young girls. It is important 
to avoid creating any future resentment against club 
payments. 

The girls are encouraged to come into the store once 
a week to make their club payments, but no issue is made 
when they come in less frequently. The important thing 
is to get them started in saving their silver on any basis 
at all. 

As girls pick up items or place settings of silverware, 
entries of every piece are made in Brown’s registry. 
Brown also tells the girls that he would like to keep 
records of all their holdings within their chosen pattern, 
requesting that they let him know when they receive 
other pieces as gifts. All such items are noted in the 
registry records. 

Brown even goes a good way beyond this in cooper- 
ating with his young customers. When a girl gets a 
gift of silverware in the wrong pattern, she is invited 
to let him know about it. If the other pattern is one 
which he regularly carries, he takes it in at full list value, 
allowing credit for this amount toward the purchase of 
the right pattern. In doing this type of business the long 
range viewpoint is a necessity. 

Evidence that Brown’s plan pays off within his com- 








munity is proven by (1) the amount of display space he 
is able profitably to devote to silverware and, (2) the 
traffic and income for the list of accounts which is now 
in the neighborhood of 150 and still growing. 


Displaying China and Glass 
(From page 140) 


people take the china from the display and place it on 
the shelf and then invite the customer to select her 
silver from the nearby flatware case. In many instances, 
flatware can be pulled from an appropriate pegboard 
panel and inserted with the china and glass, and no extra 
pieces of china or glass need be handled. Mrs. Straub 
said that only about one in five customers indicates that 
she wants to experiment on her own. Usually the cus. 
tomer is sold on the flatware which the store has selected 
for the china. 

An additional advantage of the display is the almost 
complete freedom of stock handling by store personnel, 
Located in a community that shops on week-ends, the 
store employs extra salespeople, who now have little 
reason to handle the stock extensively. “Many of our 
extra salespeople have turned in a worthwhile day’s sales 
without touching the china or glass at all,” Mrs. Straub 
said. This feature is particularly valuable on busy days. 

Every pattern is identified with small signs set in the 
center of the lower frame of the panel. Mrs. Straub also 
includes extra information in the sign on the displayed 
china by stating its resistance to breakage, number of 
glazes employed, origin of the design and so on. 














Complete Flat Service 


in Vienna-Designed Stainless Steel 


with Service Pieces 


Rare is the set of stainless steel flatware originally conceived with service 
pieces in mind so its pattern loses no grace in the larger designs. As in this 
set made by the world’s oldest makers of fine cutlery, Amboss of Vienna. 
Here the pattern “Vienna Classic” has the full dignity of both traditional 
and modern ornament in simple intaglio edged handles with slight fluting 
at the end. Substantial weight and finest quality. Sixteen pieces-(four place 
settings), boxed, $12.50 list. Complete prices on this and other patterns on 


request. 


A.J. VAN DUGTEREN & SONS, INC., 210 Fifth Ave., New York 10, N.Y. 
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New! 10-kt. gold-filled. 
Heavy chrome plate, Deeply engraved. Rich, genuine leather. 
) engine-turned, $5.75 $20, plus Federal tax. Choice of colors. $6. 
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True-color ceramic 
/\ on brilliant chrome plate. 
Choice of sports. $8.50 







14-kt. solid gold! $175, plus 
Federal tax. In sterling silver, $17 
plus Federal tax. 





THE executive gift! 
In satin-finish chrome, $11.50 
Other Zippos $3.50 to 


BEAUTY— Beira 
backed by an amazing promise! 





Your business is selling beautiful objects— quality, Zippos seldom need attention. 

not repairing cigarette lighters! Zippo is the original and always the superior 
That’s why you should be specially windproof lighter. Your customers will 
interested in the advantages to you be interested in this quality—and in the 

in the famous Zippo guarantee. high style of Zippo cases in precious 


metals .. . gleaming chrome plate .. . 
genuine leather and true-color 
sports designs. Stock them! Show them! 


If a Zippo ever fails to light perfectly, 
we fix it free. Right at the factory ! 
Dealing direct with customer—witnout 
a bit of trouble for you! 


Actually, because of their remarkable Z(PPP ® 


with the famous Zippo guarantee 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont: 
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BIG VALUE 








JEWELERS BOX | 25: Boxes 


for 


ASSORTMENT | $14.25 


NO. 99 ASSORTMENT 
—IDEAL FOR SMALL 
Yes! A complete assortment of Jewelry SS ee OF 


and Gift Boxes (252 Boxes), 6 handy ean 
assorted sizes, square or oblong shapes 

. . « 36 each of 5 kinds, 72 of those you need most. All at this 
low price . .. direct from manufacturer to you. And, best of 











all, you'll solve your Jewelry and Gift Box Problems once and 
for all. Buy now! For dependable supply, uniform quality and 
prompt delivery ... order direct from manufacturer and save. 


" Sizes from 2-7/16 x 1-7/16 x 13/16 to 7-5/8 x 1-5/8 x 15/16. 
Choice of silver-white or ivory enamel paper. A BIG VALUE 
—yours today. 


ORDER DIRECT FROM THIS AD 


WRITE for illustrated catalog listing other special 
assortment and hundreds of STOCK JEWELRY AND 
GIFT BOXES, available plain or imprinted, or in special 
designs. 


ge “THE PACKAGE IS PART 
[@. OF THE PURCHASE” 


4 


PICTORIAL PAPER PACKAGE. CORPORATIO 





15116 MERCHANDISE MART € 232 SOUTH LAKE STREET 
Gn | @ NClOm Ga. (@)h) AURORA, ILLINOIS 


(COUPON) 
PICTORIAL PAPER PACKAGE CORP. 


232 South Lake Street 
Aurora, Illinois 


Please send special No. 99 assortment of 252 Jewelry and 


Gift Boxes—$14.25. Choice of color [] Silver-White or ! 
C] Ivory Enamel | 
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NATIONALLY ADVERTISED 


FRANCONIA CHINA 


One of Europe’s Finest . 
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SPRING 
IS IN 
THE PINK! 
with 


“FASCINATION” 





... in the new TRANSITIONAL STYLE 


Forget-me-nots, Honeysuckle and Cupid's Dart blossoms, all in dustry pink 
with leaves in soft grey-beige — on pure white translucent china in a coupe 
shape—banded with finest Platinum. 5-pc. Place Setting with 10!/."" dinner 
plate: $9.95 (Slightly higher South & West) N. Y. Open Stock—Immediate 
Delivery! 


Beauty and Quality That Jewelers Demand! 
@ Pink promotions are fashion's creed this Spring! 
@ Pink ‘Fascination’ is created with lasting beauty that will ‘'stay in style” 
for generations to come! 
e@ ''Fascination'' will be advertised in SEVENTEEN's April issue. 


@ GUIDE FOR THE BRIDE has chosen ''Fascination'' for feature display in 
its Spring issue. 


© Inquire about our new illustrated 16-page booklet, ''The Romance 
of Fine China'' available for point-of-sale distribution. 


39-41 West 23rd St. 
HERMAN C. KUPPER, INC. x2. yore, xv 


Spode... | 


THE WFINE ENGLISH 


DINNERWARE 











COPELAND 


FineEnglish Earthenware 22 


ROTI 
ENGLAND 


. = SPOUDE 
COPELANC' 
English Bone China LANDS CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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“MINNEAPOLIS” 
NORTHWEST GIFT, ART AND 
HOUSEWARES SHOW 





TO THE 


“MINNEAPOLIS” 


GIFT SHOW 
March 20, 21, 22, 23 


WHERE THEY WILL SEE and BUY 
THE BEST IN DOMESTIC and IMPORTED MERCHANDISE. 


® 
WHERE YOUR PROFITS are UP 
BECAUSE YOUR TRAVEL EXPENSES are DOWN. 
MAKE YOUR HOTEL RESERVATIONS EARLY 
DIRECTED BY 


HELEN BRETT TRADE SHOWS, INC. 


6 East Monroe Street, Chicago 3, Illinois 








If it’s fine...it’s 


a subtle floral in the contemporary mood, featuring a grace- 
ful spray of pink and grey flowers on fine, translucent ivory 
china. Finished in sparkling platinum... the perfect comple- 
ment for prized sterling and crystal. 


$13.50 a five-piece place setting. 


1s Advertised In: 
SEVENTEEN 
aLOlUh) am -1a-Vensiaele HOUSE & GARDEN 
LIVING FOR YOUNG HOMEMAKERS 


FLINTRIDGE .CHINA CO., 350-380 South Raymond, Pasadena 1, 
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“GRAMERCY SQUARE” 


New Pattern from 
HEINRICH & CO. 
On coupe shape in pure white Bavarian 
china—cross hatch design drawn in pastel 
tones, dramatized with squares of bright 
colors; edge lines in coin gold. 
5-pe. Setting: App. $9 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


712 S. Olive St. (Merch. Mart) 44 York St. 
Los Angeles, Calif. Toronto, Ont., Canada 
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Can You Top This? 


At Siegel Jewelers, The Bronx, N. Y., a young cou- 
ple were inspecting the jewelry displays, while wait- 
ing for their purchase to be gift-wrapped. Mrs. 
Sherry Siegel chanced to overhear the following ex- 
change: 

“Oh! What a beautiful choker!” exclaimed the 
wife. 

“But, darling,” objected the husband, “you al- 
ready have a choker.” 

The wife turned on her hubby and cut him down 
to size. She said, “Yes, dear. I already have a hus- 
band, too. But I can still look, can’t 1?” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Store Advertises Regular 
$100 Diamonds—for $100 


Considering that some jewelers run diamond “sales,”’ 
advertisements that call a diamond a diamond are always 
refreshing. Bell’s, San Antonio, Texas, promotes dia- 
monds for what they are, nothing more, nothing less. 
A typical ad reads: “Regular $100 Diamond Rings... 
$100! We, at Bell’s, do not conduct diamond ‘sales.’ 
Flawless diamonds are not seasonable merchandise and 
their prices are constant the year around. Our $100 


diamond rings are $100 diamond rings! We do not 
price them at $150 to have a ‘discount’ sale. To do go 
would be only deceiving ourselves and you. 

“So, when you pay $100 or $200 or $300—or a thou. 
sand dollars for a diamond at Bell’s you are assured that 
the cost is consistent with fair and honest pricing . , , 
you are assured that the diamond is blue white and per. 
fect because that is the only kind we sell!” 

This ad in the San Antonio Express is reported to have 
received much more attention than ads on “bargain” 
diamonds. 





The Modern: Trend 


(From page 144) 


made for Cooper’s Bridal Salon. They are a modern 
variation of the traditional chandelier. 

Cooper’s china display is one of the most up-to-date 
features in the new store. Dark colored rods are in. 
stalled from the ceiling to the floor and are in front of 
three sections of long shelves. Two of these sections are 
devoted to china and the shelves are lighted with fluor- 
escent tubes. The third section displays glassware and 
uses for shelves “Photo-Lite” glass, which gives a pro- 
fusion of light from both top and bottom. 

In front of the china and glass displays are two tables 
for special items and appliances. These tables are con- 
structed so that the bottom section is a cabinet for stock. 
In this area there is also a specially constructed display 
for luggage. 

The lighting is of the latest design. A great amount 







































This magnificent quality Silverplated 
Chafing Dish with 3 quart capacity— 
#3000G being introduced with our Ad- 
justable Flame Control Burner—incor- 
porates the safety and appeal of Insu- 
lated handles in hard finished wood. 


A decorator’s delight. 


Priced to stimulate sales at $57.50 (your 
cost). 


Birmingham Silver, Fne. 


1000 GRAND ST., BROOKLYN I1, N. Y. 


SHOWROOM SHOWROOM 
A. C. Hirsch H. Hirsch 
362 5th Ave., New York I, N. Y. 315 W. 5th St., Los Angeles, Calif. 
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Bunetionally Designed with the 
Elegance of Master Craftsmanship 
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of light is furnished for the island display case just 
inside the entrance. Four ceiling fixtures, each four- 
foot square, radiate fluorescent and incandescent light. 
Spots are placed in the ceiling throughout the store, and 
sn cove areas where the ceiling is dropped, cold cathode 
lighting is employed. 

Before this fine, new store was opened, a series of 
ads was run in Norfolk papers. The theme was Watch 
for the opening of Norfolk’s newest jewelry store. 
The Mayor of Norfolk cut the ribbon at the opening cere- 
monies, and no merchandise was sold that night. Over 
2000 people visited the new Cooper's. 

Cooper’s has been in business for 35 years. Other 
officers of the company are: Dudley Cooper, president; 
L. P. Cooper, vice president; and Arthur Cooper, trea- 
surer. H. A. (Hy) Goldberg, secretary, is well known 
in the jewelry industry. He was one of the first to hold 
table setting contests for garden and flower clubs, and 
has written an article on the subject, which is available 
from the Jewelry Industry Council. 





‘Silver Sculpture’ Window Contest 
Winners Announced by Reed & Barton 


In order to introduce “Silver Sculpture,” its com- 
pletely new sterling flatware pattern, Reed & Barton con- 
ducted a nationwide window display contest. The win- 
ners were recently announced. 

First Grand Prize winner was Georg Jensen, Inc., 667 
Fifth Ave., N. Y. The prize winning window was planned 
and executed by John S. Melville, under the super- 
vision of Svenn IIsoe. 


First Grand Prize winner in the Reed & Barton "Silver 
Sculpture" nationwide window display contest was 
Georg Jensen, Inc., N. Y., with this distinctive display. 


Mr. Melville and Mr. Ilsoe were given an all-expenses- 
paid 10-day vacation to Rome, Italy. They have already 
enjoyed the vacation, which included a round trip flight 
to Rome via Italian Airlines. They were guests for 10 
days of the City of Rome. 

Second Grand Prize winner in the Silver Sculpture 
contest was Baylies Jewelers, 307 Mill St., Bristol, Pa. 
Richard Marchena, Jr., of Baylies was chosen by the 
store to receive the second prize, a complete service for 
eight in Silver Sculpture sterling in a deluxe chest. 
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How can 
we afford. 
to give you 


Holds 

service for 12 
Solid wood 
construction 


Mahogany finish 


PACIFIC 
CLOTH LINED 


Your cost: $3.00 
Retail: $6.75 


Solid 


wood construction 


Mahogany 
grain finish 
Holds 

service for 12 
Brass hardware 


Your cost: $ 5.95 


Retail: $12.95 


VOLUME PRODUCTION makes it possible! 


Take Pilliod’s #300 for example. Easily a 

$6.75 value by anybody’s standards—it costs you 
only $3.00. Your profit is $45 on twelve 

chests (sold in dozens). The #337 chest 

sells for $12.95, but you pay just $5.95 each—on one 
or a hundred. $7.00 profit on each chest! 

Place a trial order now, and get acquainted 
with these sensational values. 

All prices f.0.b. Swanton, Ohio. Send 

for catalog of complete line. 











The PILLIOD Cabinet Company 





The winner of the Third Grand Prize was Bowen Real Money in Window Had Customers 














































Jewelry Co., 9th and Main Streets, Lynchburg, Va. Brean ° ' “ 

Bowen has received the prize, which is a complete service Curious—Made Them Ask Questions 

for six in Silver Sculpture sterling in a handsome chest. _ The sight of real money in front of people—even jf 
In addition to the Grand Prizes, Reed & Barton pre- it is behind glass—usually makes them stop in their 


tracks. A window display of watches and other jewelry 
with 78 United States one dollar bills placed between 
the merchandise made passersby look and then inquire 
of the Horstmeyer Jewelry Co., Wellston, Mo. The store, 
owned and operated by Herman Strifling, was using the 
bills to stimulate layaway sales. 

Manager Vincent Mirabella explains the display this 
way. “We have the $1 down, $1 per week layaway buy. 
ing system. For several years, I have been trying to sel] 


sented major group prizes for 20 other outstanding 
windows. These prizes went to stores in cities of various 
sizes. All stores, regardless of size, were thus given 
an equal chance to win a prize in the nationwide contest. 
Also, from hundreds of entries, a few selected stores 
were presented with Certificates of Merit for their 
memorable contributions to the window display contest. 





Can You Top This? layaway more effectively. Signs and frequent window 
displays were used, but failed to stimulate layaway buy. 
At Birchard’s jewelry store, Wilton Junction, lowa, ing to the desired volume. We thought the bills would 
a young lady made a small purchase and requested create curiosity, and they did.” 


that it be charged. She was rather late in payment 
on her account—an entire year late—and Mrs. T. D. 
Birchard asked her if she could make a payment in 
the near —. ' : i p No explanatory signs were used in the window. The 

niger apne asnagneapectealllineg -teuninen Horstmeyer windows are step-back shelves and item 
stme) - 8 on 


“when I’ve finished paying on my new silverware : ; x 
pattern. It’s just like that one over there. But I got display are only a few inches apart. Seventy-eight bright, 


mine wholesale at the cooperative where I work!” new $1 bills were bent in semicircles to stick in the space 
between the items. The pictures of George Washington 
on the currency faced the street. 


NO EXPLANATORY SIGNS 


Write us a note about your unusual business experience 


in - rere — - ae for “< From the outset, the $1 bills gave the store good 
story published. ress JC-K Editoria ept., 100 E. . . : F ‘ 
42 St.. New York 17, N. Y. No manuscripts returned; trafic. Women, shopping = the neighborhood, came in 
all become property of JC-K. Jeweler’s name and town to ask why they were on display. And men, who usually 
will be used in story unless request is made to omit it. walk faster than women, broke their stride and entered 





the store to inquire. In response, Horstmeyer salespeople 























* * 
Metals of Guaranteed Purity 
GOLD ¢ SILVER * PLATINUM ¢* PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 
| | W, solicit your Sweeps is 
ian Filings—Scrap Gold and 

a Platinum—Metals 
apenihes Your OH Gold Shipments 
WILL RECEIVE 
Special Atlteition 
Kastenhuber & Lehrfeld, Ine. 
21 West 46th Street — — New York 36, N. Y. 
* ; x 
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answered, “It’s to show that $1 on any item will a 
it in layaway. Many customers understood at en ee 
others proved to be unfamiliar with layaway buying anc 
wanted to know about it. | 

The display was effective enough to develop at least 
a dozen new layaway customers a week, according to 
manager Mirabella. “Tt also made many new friends 
for the store,” he said. “Practically all the customers 
commented on the cleverness of the display. 

Mirabella’s dollar bill display was also used at owner 
Strifling’s other three stores with much success. 


An Outstanding Achievement! 


Uncommon indeed is the man who can boast of a 
large family these days. Edward McManus, New York 
City salesman for Larter and Sons, Newark, is among 
this proud minority. A young man of 38, he is the 
father of nine children, six boys and three girls. (We 
hope Mrs. McManus will pardon us for writing from a 
masculine viewpoint! ) 





With the parents holding the two youngest, as shown 
in the photo, the family is certainly a handsome group. 
It is a heart warming picture and was their Christmas 
greeting this past season. Below this photo in the greet- 
ing card was the caption, “The McManus Family, 1954.” 
These annual cards of the McManus’ are anticipated 
each year by their friends with considerable expectation. 

But, all in all, perhaps we are too quick with our 
recognition, though Mr. and Mrs. McManus certainly 
deserve it. Possibly, among our readers, there is some- 
one who can equal or top this achievement. Let us know 
by letter—or photo. 


“Don’t take any wooden nickels,” is a frequently 
heard warning, but at Shawano, Wis., merchants gave 
away 10,000 wooden nickels and found plenty of tak- 
ers. They were issued in celebration of this lumber 
city’s 100th anniversary. The nickels were two by four 
inch plywood “coins.” They were redeemable in nor- 
mal cash if returned unbroken by a certain date. The 
nickels brought good publicity to Shawano, and many 
state newspapers printed pictures of the wooden 
nickel, 
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THE 


‘BRUSH-AWAY’ 


CRUMB CATCHER 


You brush away 
idal-mmera Ui aaler— 


b’Zole mn delet. am aal= 


brush away 


Cover keeps 


the crumbs in! 





Here's the answer for the nine out of ten customers 
who want something new and different! The lucite 
brush whisks the crumbs off the table... slides: 
away out of sight. Cover keeps the crumbs from. 
spilling and hides them, too! Gleaming silverplate 
in new all-decor design with smart black handle. 
A new volume seller from the leader in fine gift- 
a ee Your cost, $5.00 


Nationally Advertised 
in 
The New Yorker + House and Garden 
House Beautiful. 
tHe SHEFFIELD SILVER COMPANY 


MADE IN U.S.A. 
17 Crosby Street, New York 13, N.Y. — 


iy : # em: 2 ee 





BUSINESS WEEK calls it... 
“The Biggest Boom in America Mining 
history!” The uranium fever is everywhere! 















MAKE BIG PROFITS BY 
SELLING F-6 GEIGER COUNTER! 


it 





It takes only a few minutes [ a 


of your time to drop us a a BILL BARBUS, fC 
line and it may ant - pasadena dealer, 
¢ dollars’ profit, says: | never rea- 7 oa 
=" | lized how much 
to you! ‘money there is in 
= \ selling oe om 
Ey _ counters. | sol 
- Py ‘ 
my, g $3237.31 worth in BARBUS 


> » . ee, 
3 , rd 
a “=| just one month! 
<< Write Today | 





















. prices, discounts, free 
‘ promotional aids etc. 


140 West Providencia Ave. 
Burbank, California 











§ FOR FULL DETAILS... \incnmnernerenrrn of 





Now Ready— 


29th ANNUAL REPORT on the 
DIAMOND INDUSTRY, 1953 
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Get a copy of this 12 page booklet showing the world's output of 
diamonds, importations, trends in fashions and retailing of diamond 
jewelry and a wealth of other information valuable to anyone 
importing, cutting and selling diamonds. 


PRICE POSTPAID 50 cents a copy 


Remittance must be sent with all orders—no charge accounts opened 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 














SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 























John J. Bowman, ns Do Cs Charles Ezra Bowman, 
Director pe 4 . Registrar 












IMPORTED Sales Stimulators 


| FRE 4 assorted self-selling dis- 
e play stands of exclusive 
imports—one each for Gen- 


eral Novelties, Wooden Puzzles, Miniature 
Dolls and Miniature Wooden Sets. 


2. FREE 


2000 32 page cata- 
logs of exclusive 











‘ wPoxTs 


\ 
imports with your 
own store name 
imprint, 


Write for Details TODAY 


All Items Carefully Selected—not sold to SHACKMAN & CO. 


discount houses or chain stores .. . " 
marimum mark-ups, huge profits! 71 Madison Ave., New York 16 














SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 


Sold Through Wholesalers Only 


JMs> JMS Jewelry Manufacturing Co. 


255 LIBERTY STREET,. BLOOMFIELD, NEW JERSEY 


World's Largest Manufacturer of Quality Earrings 
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Watchmaking Student Makes Watch 
In 1,500 Hours of Spare Time 


In these days of mass production, the jewelry store 
watchmaker rarely, if ever, makes a watch. There’s so 
much effort involved in building a watch from the 
ground up that its production is unusual. Watchmaking 
student Dwight E. Massey, 24, at the Bowman Technical 
School, Lancaster, Pa., has made a 17-jewel gold watch. 
It took him 1500 hours of spare time work over a 
period of six months. 





Dwight E. Massey, above, Bowman Tech student, designed 
and built from the raw materials this 17 jewel gold watch. 


Massey, a tall scholarly student from Warrensburg, 
Mo., studied the project for about two years, and then 
started with raw materials, some of them furnished by 


the Hamilton Watch Co. 
He not only made the parts, he made tools to make 


some of the parts. There were only three types of parts 


he did not turn out himself—springs, jewels and crystals. 
He felt he didn’t have the equipment or the time to learn 


how to make springs and crystals, but he did make one 
jewel to prove he could do it. Then he bought the 


other 16. One unusual aspect of Massey’s watch is its 


escapement, which is of a type normally used in marine 


chronometers. 


MOST DIFFICULT PROBLEM 


His most difficult problem in the building of his watch 
was the finding of technical knowledge. There isn’t too 
much about it in books, he said. But he had old hands to 
whom he could turn. Among these were Walter H. 
Haeseler, head instructor at Bowman, and William Mc- 
Knight and Edward Ganse, instructors. 

Massey ultimately intends to major in business ad- 
ministration and get inte engineering development. 

It is interesting to wonder how much the watch is 
worth—if it can be properly estimated. Taking a modest 
rate of $2 per hour, the Massey timepiece in terms of 
the work he put into it is worth $3,000! 
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Stainless Steel Blades 


by Vborthampton 


For New Goods or Repairs 











A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
= C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II as a special guardian of air travelers, 
is available again for the first time since 1946. 


Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 


S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 
104 East 56th St. | New York 22,N.Y. PL. 5-4818 
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Briefly 





GENERAL ELECTRIC PRODUCES SYNTHETIC DIAMOND. On February 15, General Electric Corp. 


FIC 


announced that they had successfully produced diamonds in their laboratory. 
Present at G.E.'s Schenectady, N. Y., office when the announcement was made, 
Dr. George Switzer of the Smithsonian Institution (and author of JC-K's annual 
Diamond Review) said that the development has far-reaching implications for the 
diamond industry. For complete details see news story in this issue. 


DENIES FAIR TRADE JURISDICTION. The Federal Trade Commission has turned down a 
plea by the National Jewelers Association to investigate the practice of cer- 
tain manufacturers forcing some retailers to observe fair trade laws while per- 
mitting discounters to cut prices. Basis of the FIC denial was that the two 
Federal fair trade laws simply exempt state-passed fair trade laws from anti- 
trust enforcement, but neither prohibit anything nor impose any regulatory 
duties on the Government. The agency in the most significant sentence of the 
entire statement told retailers that they could "with impunity" ignore the 
State laws where they were not being diligently enforced. 


REVIEW CALLED ON GOVERNMENT COMPETITION WITH BUSINESS. Pressure from business has 


resulted in a stern new directive from the U. S. Budget Bureau calling for a 
thorough review and elimination of all "unnecessary" government activities 
which compete with private enterprise. All government departments are directed 
to have the first complete inventory of business-type operations in government 
history completed by April 15. 


BILL TO ESTABLISH "CONSUMERS' ADVISORY BUREAU." A "“consumers' advisory bureau" would 


be established in the U. S. Commerce Department to rate consumer goods for the 
public under a bill now pending in Congress. The bill, sponsored by Rep. Isidore 
Dollinger, D., N. Y., would establish the Bureau to gather "more complete and 
accurate information concerning the relative quality, utility, and abundance 

of various types of consumers' goods." It would be empowered to establish its 
own laboratories to"investigate, analyze, test and evaluate" all products and 
materials available on the retail market. 


GREENBERG RE-ELECTED PRESIDENT OF NJA. At the annual meeting of the National Jewel- 


ers Association in New York on January 17, Seymour Greenberg of the Royal 
Diamond and Watch Co., Inc., Yonkers, N. Y., was re-elected president. 


JEWELERS' RIGHTS UNDER FAIR TRADE. Retail distributors handling nationally branded 





goods may own the commodities in their inventory, but they do not own the brand 
or the good will the brand symbolizes, a former Federal Trade Commissioner 

told jewelers in the Pacific Northwest recently in upholding the philosophy of 
fair trade. Albert A. Carretta, now a Washington, D. C., attorney, told a group 
of jewelers in Spokane, Wash., that the argument that retailers should be free 
to cut prices whenever they want to is true only if they remove the brand tags. 
The brand and its good will are owned by the manufacturer, he asserted, and the 
maker has the right to insist that retailers comply with provisions of any re- 
sales price maintenance agreement. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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News of Synthetic Gem 
Draws Varied Reactions 


Following is a statement made February 
17 by Athos D. Leveridge, executive mana- 
ger of the Industrial Diamond Association 
of America: 

“The Industrial Diamond Association of 
America has reviewed many reports on the 
synthesis of diamond announced by General 
Electric Co... 

“The high standing of the General 
Electric Co. places its announcement in a 
class different from those during the past 
generations which claimed the synthetic 
production of true diamonds. .. . 

“Industrial diamonds are strategic in 
wartime and irreplaceable in peacetime. 
. .. Therefore, this association would 
condemn any undue disturbance of the 
industry, which must continue to render 
that great service. The public and the 
users of industrial diamond products should 
be helped to realize that even if industrial 
diamonds eventually are to be produced 
in quantity and at a price which might 
permit them to compete with the natural 
product. such a thing does not appear 
possible of accomplishment within a pre- 
dictable future. 

“The General Electric Co. itself has, with 
propriety. indicated that they cannot 
predict how many years it will take. to 
produce diamonds in quantity and at a 
price which will permit them to be used 
in industry. Some accounts indicated that 
the cost of production was twice that of 
industrial diamonds. Because of the broad 
yrange of prices of industrial diamonds, 
from less than $3 per carat up to over 
$100 per carat. their comment that the 
present G. E. cost is “double” the market 
price should not be considered as any 
indication whatsoever of synthetic pro- 
duction costs.” 

Arthur S. Hirsch, general counsel for the 
Diamond Manufacturers’ & Importers’ As- 
sociation, made the following statement on 
February 18: 

“In connection with the claim by General 
Electric that they may manufacture syn- 
thetic diamonds for industrial purposes, 
our association has been aware that experi- 
ments of this nature were taking place 
not only by General Electric, but by others 
as well. 

“We believe that this discovery, although 
epochal as it may be in the field of science, 
will have no commercial effect. After all, 
only a small-size diamond of 1/16th of an 
(Please turn to page 177) 
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| Synthetic Diamonds Are Not Considered 
To Be Immediate Danger to Gem Trade 


Effects of Sensational General Electric Development 
Being Studied by Experts and Interested Parties 


General Electric Corporation’s announce- 
ment of February 15, that they had 
successfully produced diamonds in a lab- 
oratory, made dramatic news which was 
covered by newspapers, radio and _tele- 
vision all over the country. Immediately 
there arose in the minds of those in the 
jewelry trade the question: “What effect 
will this have on the gem diamond market 
and the industrial diamond market?” 

Dr. George Switzer, Associate Curator 
of Mineralogy and Petrology of the 
Smithsonian Institution (and the author 
of JC-K’s Annual Diamond Review), was 
probably the only diamond expert present 
in Schenectady, N. Y., when ihe announce- 
ment was made. It is his belief that the 


LABORATORY MADE 
DIAMOND SINGLE CRYSTAL 


. 


NATURAL DIAMOND 
SINGLE CRYSTAL 


synthetic diamonds is now about twice 
that of natural stones. 

Another G. E. spokesman recalls the 
fact that that the development of synthetic 
sapphires, rubies and emeralds has not 
adversely affected the market for natural 
gems. 

Dr. Switzer feels that in time the G. E. 
“high - temperature - superpressure” labora- 
tory process may turn out some _ stones 
of size, color and crystal perfection suit- 
able for gems but the cost of these stones 
he believes, after viewing the setup at 
Schenectady, will be far above the cost 
of natural stones. 

He adds that the stones synthesized 
thus far (the largest measures 1.2 mm in 





G.E. scientists maintain that many variations of color, clarity, and crystallinity found in 

natural diamonds have been observed in their man-made crystals. Here Dr. Herbert Strong 

compares an x-ray examination between the natural and the synthetic to illustrate the 
similarity of their diffraction patterns. 


development has far-reaching implications 
for diamond producers. But he said there 
is every indication that the process will 
probably never be able to produce gem 
diamonds at a price competitive with 
natural stones. 

Dr. C. Guy Suits, G. E. vice president, 
says: “Any conclusion we are about to 
make diamonds of a size and quality 
suitable for gem use is decidely pre- 
mature.” He points out that the cost of 
producing even the industrial- grade 


length) all contain about 80 per cent 
crystallized carbon and the remainder un- 
crystallized carbon and other impurities. 
All of them appear milky, he said, although 
none he saw had been cut or ground. Thus 
it was impossible for him to determine 
whether that imperfection carried through- 
out the stone or not. 

Secret of the success of the G. E. 
experiments was development of a metal 
alloy which would withstand the combin- 

(Please turn to page 168) 
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Jewelers’ Vigilance Committee Reviews 


Past Year's Activities 


Work of the Jewelers’ Vigilance Com- 
mittee in publishing its Guide on Jewelry 
Markings and Descriptions, investigating 
“puzzle contests,” and promoting accurate 
designations of the use of gold and gold 
filled terms, was described at the 42nd an- 
nual meeting of the organization by G. H. 
Niemeyer, chairman. 

Mr. Niemeyer and other officers of the 
organization were re-elected and six new 
members were named to the JVC. The 
meeting was held January 14 at the Wal- 
dorf-Astoria Hotel, New York, and was 
attended by leaders of the jewelry industry 
from all over the U. S. 





at 42nd Meeting 


Publication of the “Guide to Markings 
and Descriptions Used in the Jewelry 
Trade” was an “important event” in the 


history of the Jewelers’ Vigilance Commit- 


tee and to the industry, said Mr. Niemeyer. 

“Tt is the first authoritative presentation 
of rules and decisions covering the produc- 
tion, advertising and sales of our products,” 
he pointed out. “It was well received by 
our industry, as well as various Govern- 
mental agencies.” 

In discussing the “diamond guessing 
contests,” Mr. Niemeyer commented: “I 
have personally been the recipient of de- 
tailed descriptions of how these contests 








Some 800 members and guests of the 
Boston Jewelers Club at its 67th annuai 
banquet at the Hotel Statler, February 5th, 
should have no difficulty now in waking up 
mornings or in keeping appointments. 

Eight-day Minox traveling alarm clocks 
were the souvenirs of the occasion. The 
gold-plated, luminous-dial clocks were in 
leather cases. 

Head-table guests included: Rear-Ad- 
miral J. A. Snackenberg, Commander, First 
Naval District; Col. W. C. Heinel, Com- 
manding Officer, Boston Army Base; Capt. 
Cornelius M. Sullivan, Chief of Staff for 
the Admiral; Maj. Edward E. Mitchell, 
Aide to the Colonel; Lieut. James W. Mar- 
tin, Personal Aide to the Admiral; Capt. 
Ray W. Blandin, Jr., Aide to the Colonel; 
the Rev. John Nicol Mark, First Congre- 
gational Parish, Arlington; Oscar Kind, 
Jr., president, American National Retail 
Jewelers Association and American Gem 
Society; Lester S. Wall, president, The 
Jewelers Board of Trade; H. James Stern, 
president, The 24 Karat Club of The City 
of New York; Howard H. Sweet, president, 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association, Inc.; Milton B. 
Freudenheim, president, The National 
Wholesale Jewelers’ Association; James H. 
Swartchild, president, Chicago Jewelers As- 
sociation; William H. Shreve, president, 
Massachusetts and Rhode Island Retail 
Jewelers Association; Joseph F. McDevitt, 
president, Providence Jewelers Club: 
Arthur B. Wright, president, The Diamond 


166 





Peacock Club; Frederick J. Bertram, pres- 
ident, The Boston Jewelers Bowling League; 
P. M. Fahrendorf, president, THe JEWELERS’ 
CircULAR-KEYsTONE; and George Engel- 
hard, editor and_ publisher, National 
Jeweler 

Following the dinner, six unusually good 
entertainment numbers were presented, in 
two of which members and guests of the 
club participated to the enjoyment of their 
fellow workers. The show was under the 
direction of James T. Kennedy, and music 
was furnished by Karle Rohde and his 


Orchestra. 





Ellsworth W. Read (center), president of 
the Boston Jewelers Club, greets two dis- 
tinguished guests to the 67th annual ban- 
quet of that organization. They are James 
H. Swartchild (left), president of the Chi- 
cago Jewelers Association, and H. James 
Stern (right), president of the 24 Karat 
Club of the City of New York. 








are operated legitimately by some of oy; 
jewelers. There is nothing to be said about 
those. 

“We have also received complaints cop. 
cerning others which indicate quite a dif. 
ferent situation. Your chairman was 
criticized publicly for the position taken 
by us opposing some of these contests, 
Subsequent developments have amply justi. 
fied the warning to the trade issued by 
your Committee.” 

Byron L. Shinn of the firm of Lipper, 
Shinn & Keeley, counsel for the JVC, re. 
ported on complaints and other activities 
concerning marking and stamping. He 
cited as an “interesting development” the 
marked increase in inquiries received fol- 
lowing publication of the Guide for the 
jewelry trade. 

“Most of these inquiries,” he stated, 
“request amplification of the statements 
made in the Guide or explanation as to 
their application to specific situations which 
the inquirer has before him. 

“We feel this is a healthy development 
and one which should ultimately result in 
elimination of many of the complaints in- 
volving unintentional violation of proper 
practice which we have received in the 
past.” 

Walter N. Kahn, vice chairman of the 
JVC, chairman of its Diamond Committee 
and Protective Bureau, reported on ac- 
tivities of these groups. Mr. Kahn spoke 
of the work of the Protective Bureau in 
opposing legislation which would have 
raised from $500 to $1,000 the amount of 
duty-free goods U. S. citizens could bring 
into the country. 

In regard to smuggling, he told of co- 
operation with Federal agencies to stop 
diamond and watch smuggling. The Pro- 
tective Bureau, he pointed out, is alert to 
legislation which affects the jewelry trade. 

Other reports were made at the meeting 
by Leo L. Kaplan, secretary-treasurer, and 
P. Irving Grinberg, executive vice-chairman. 

New members elected were: H. M. Abel 
son, Newark, N. J.; Charles D. Ellbogen, 
Chicago, Ill.; Daniel C. Gainey, Owatonna, 
Minn.; Paul Levinger, Providence, R. I.; 
Edson W. Sawyer, Providence, R. I., and 
Daniel Shiman, Newark, N. J. 

Re-elected as officers were G. H. Nie- 
meyer, chairman (president); Walter N. 
Kahn, vice-chairman (vice-president), and 
Leo L. Kaplan, treasurer. 





American Gem Society Issues 
Directory of Titleholders 


The American Gem Society has issued 
recently the 1955 directory of its retail 
titleholders, “About Gems and. Jewelers.” 
In addition to listing all its Registered 
Jeweler firms, as well as their individual 
titleholders, the booklet gives the public 
useful information on the purchase of jewel- 
ry and silverware. 

This information includes a description 
of the Registered Jeweler’s special quali- 
fications as a jeweler; a discussion of the 
four criteria in judging diamonds, color, 
clarity, cut and carat weight; a brief resume 
of the different kinds of silverware, plati- 
num and gold jewelry; as well as the birth- 
stone list and wedding anniversary gift list. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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Jeweler Finalists Chosen in 
‘Brand Name’ Competition 


Twenty jewelry stores have been named 
as finalists in the 1954 Brand Name 
Retailer-of-the-Year competition, it was 
announced January 25 by Henry E. Abt, 
president of the Brand Names Foundation, 
Inc., the non-profit, educational organiza- 
tion which has sponsored these awards 
for the past seven years. 

Included among the group are three 
previous runner-up Certificate of Distinc- 
tion winners. They are: Wilson’s Leading 
Jewelers, Inc., Syracuse, N. Y., and Barr’s 
Jewelers & Silversmiths, Philadelphia, Pa., 
both winners of Certificates in 1952 and 
1953; and in 1953 Charles Schwartz & Son, 
Washington, D. C., also won a citation. 

Other finalists include: A. Hirsh & Son, 
San Jose, Calif.; Howard Weiss “Your 
Quality Jeweler,” Greeley, Colo.; Spectors, 
Inc. Bridgeport, Conn.; J. J. Shear, 
Hollywood, Fla.; Meyer Hurwitz Jewelry 
Co., East St. Louis, Ill.; Kirkberg Jewelers, 
Fort Dodge, Iowa; White Brothers, New 
Orleans, La.; Lomax Jewelers, Easton, 
Md.: Fox’s, Grand Rapids, Mich. 

Also, Edward’s Jewelry Co., Omaha, 
Nebr.: Peter’s Jewelers, Bound Brook, 
N. J.; Tappins, Inc., Newark, N. J.; 
Thornton’s Jewelry, Inc., Allentown, Pa.; 
S. A. Meyer Co., Washington, Pa.; Kirk- 
patrick’s, Aberdeen, S. D.; The Jewel 
Box, Inc., Front Royal, Va.; and Robert’s 
Jewelers, Cheyenne, Wyo. 

New York City’s welcome mat will be 
rolled out for the 125 Brand Name Re- 
tailer-of-the-Year award winners. Five 
awards will be made in the jewelry store 
category and, in each of twenty-four other 
retail classifications, five awards will be 
made. 

The awards will be made on Brand 
Names Day, Wednesday, April 13th, at 
a dinner in the grand ballroom of the 
Waldorf-Astoria Hotel, New York, before 
an audience of 2,000 of the nation’s 
leaders in manufacturing. media and _ re- 
tailing. One of the nation’s leading public 
figures will address the group and enter- 
tainment will be provided by stars from 
the radio-television world. 





JWV Presents ‘Medal of Merit’ 
To V. P. of Bulova Watch Co. 


General of the Army Omar N. Bradley 
recently bestowed the Jewish War Vet- 
erans’ 1954 Gold Medal of Merit on 
Colonel Harry D. Henshel, vice-president 
and director of the Bulova Watch Co. 


In making the presentation, General 
Bradley referred to Colonel Henshel’s ser- 
vice, both in war and in peace, as “exempli- 
fying the finest tradition of American Jew- 
ish service to our country.” 

Colonel Henshel was presented with the 
award “for distinguished service in the 
furtherance of democratic ideals.” 

General Bradley is a past recipient of 
the coveted medal. 

Principal speaker of the evening was 
Senator Alben W. Barkley (D. Ky.) who 
addressed the more than 1000 business, 
military, government, sports, civic, philan- 
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thropic and community leaders that gather- 
ed in the grand ballroom of the Waldorf- 
Astoria on January 31 for the event. 





Col. Harry D. Henshel (center), vice presi- 
dent and director of Bulova Watch Co., 
receives the Gold Medal Merit Award of 
the National Jewish War Veterans from 
Gen. Omar Bradley (left), himself a former 
recipient of the award. Looking on is former 
U. S. Vice President Alben D. Barkley, 
main speaker at the award dinner. 


Heading the list of dignitaries were a 
number of high-ranking officers who ser- 
ved, as did Colonel Henshel, with General 
Bradley’s Twelfth Army Group during the 
bitter fighting in Europe. 





\ 





Other past recipients of the award have 


been former Secretary of State Dean 
Acheson, Lt. General James H. Doolittle 
and Senator Herbert H. Lehman. 





Tola Tumbleweeds Sponsor 
Gala Party at Dallas Shows 


More than 2000 buyers were expected 
to attend the second semi-annual reception 
and cocktail party that was presented by 
the Tola Tumbleweeds on Sunday evening, 
February 20. The gala event was to take 
place at the Baker Hotel in Dallas, Texas, 
during the regional spring jewelry and gift 
shows. 

According to Ben Kuhn, president of the 
organization which is known officially as 
the Southwestern Jewelry Traveling Men’s 
Association, distribution of tickets was to 
be handled by participating Tola members. 

The association, said Mr. Kuhn, now has 
200 members with traveling territories em- 
bracing Texas, Oklahoma, Louisiana and 
Arkansas. To further expand, and coordi- 
nate the affairs of the Tola Tumbleweeds, 
Abe Berger, of the Abe Berger Advertising 
and Public Relations Agency, was recently 
retained to serve as the organization’s of- 
ficial executive director. 





APPLETON (WIS.) NEWSPAPER WINS HAMILTON AWARD 





Jewelers from Appleton, Neenah and Menasha, Wis., were on hand January 27 when the 

Appleton, Wis., Post-Crescent received the Hamilton Outstanding Advertising Achievement 

award for 1954 at a dinner meeting held at the Elks Club in Appleton. Also present at the 

awards dinner were officials from the Hamilton Watch Co. and from the Appleton 
Post-Crescent. 


The Appleton, Wis., Post-Crescent re- 
ceived the Hamilton Outstanding Adver- 
tising Achievement award for 1954 at a 
dinner meeting held at the Elks Club in 
Appleton on Thursday evening, January 
27th. 

Kenneth FE. Davis, manager, general 
advertising, accepted the award, consist- 
ing of a plaque and a watch, from Wally 
Bork, assistant to the director of adver- 
tising and sales promotion for the Hamilton 
Watch Co., Lancaster, Pa. 

The Post-Crescent was first among 147 
newspapers in key cities throughout the 
country in securing tie-in advertising dur- 
ing the Hamilton Watch Company’s spring 
and fall advertising campaigns. 

Hamilton Watch Co. placed 4,800 lines 


of advertising in the Post-Crescent in its 


] 





campaign. The Pos: Crescent advertising 
department secured 8,295 lines of author- 
ized jewelry store tierins, a record of 172 
per-cent tie-in cooperation. 

Twelve jewelers in the Fox Cities 
(Appleton, Neenah, Menasha) and _ sur- 
rounding area cooperated in the adver- 
tising campaign. Most of them were 
present at the awards dinner. 

Fox Cities jewelers who cooperated in 
the Hamilton watch advertising campaign 
were Marx Jewelers, Eugene Wald, Carl 
F. Tennie, Spector’s Pitz and Treiber, 
Goodmans Jewelers and Martin J. Hupka, 
Appleton; Smith Talbot Jewelers, 
Menasha; Haertl’s and McCarthy’s Jew- 
elry store, Neenah; Schaff’s Jewelry, 
Kaukauna; Fay R. Smith, New London; 
and C. J. Cumicek, Seymour. 
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Synthetic Diamonds 
(From page 165) 


ation of something more than 1.5 million 
pounds per square inc. and temperatures 
up to about 5000 degrees Fahrenheit in 
which to force a caryoraceous compound 
to crystallize into a aiamond. Makeup 
of the new alloy, as well as the actual 
compound which .is turned into diamonds, 
will be a closely-guarded secret at G. E. 
until after patents, now pending, are 
granted. 

The new man-made crystals pass the 
same x-ray test used to assay natural 
diamonds and they also scratch sapphire, 
silicon carbide and natural diamonds. 

G. E. scientists, now that they have 
found the secret of combining great pres- 
sure and high temperatures—already 
equal to conditions 240 miles below ihe 
earth’s surface—are continuing to attempt 








to further increase pressure and heat with 
which tney can work. They see vast 
opportunities to use the process to force 
other eiements to take on new properties. 

First crystal produced by the process 
was 1/16 of an inch in length and took 
about 16 hours to produce. Later experi- 
ments produced clusters of smaller dia- 
monds in 2 and 3 minutes, indicating 
that the researchers do not yet know the 
optimum operating conditions of their 
process, 

Dr. Switzer points up another value of 
the new process—the need for a domestic 
source of industrial diamonds in case 
of another war. He says that undoubtedly 
if another war broke out, the govern- 
ment would see to it that a line of presses 
s'milar to that at GE began producing 
industria! diamonds. 

The Smithsonian is hoping to have the 
first GE diamond presented to the institu- 
tion to add to its mineral collection. 


Dr. Herbert Strong (right) and J. E. Cheney at the business end of G.E.'s new 1000-ton 

press, capable now of delivering pressures in excess of 1,500,000 pounds per square inch. 

Using this equipment late last year, a G.E. scientist developed a process that produces 

diamonds in a matter of seconds. The diamonds are small and are often produced in 
solid clusters. Single runs have produced up to 1/10 of a carat. 


Superb Case Co. Moves 
To New Providence Location 


Due to a continued growth in business, 
Superb Case Co., Providence manufacturer 
of compacts, cigarette cases and metal 
novelties, has outgrown its plant at 50 
Aleppo St. 

Early in February it moved to 100 
Manton Ave., also in Providence, into 
part of former textile mill property oper- 
ated by the A. D. Juilliard Co. 

The move will give the company ample 
room for current production activity, also 
room in which to expand. 

Superb Case is observing its 15th anni- 
versary this year. It was established in 
1940 with a half dozen employes, Joseph 
Lavan. treasurer and general manager, 
said. Its products are now shipped all 


over the world and_ sales offices are 
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maintained in many of the nation’s lead- 
ing cities. 

Employment is currently about 150, with 
peaks of 250 in rush periods. The new 
factory will provide 32,000 square feet of 
space as compared with about 20,000 at 
the previous location. It will accommodate 
400 employes, Lavan said, adding that 
continuation of the growth of business 
experienced in 1954 will necessitate full 
utilization of the enlarged facilities in the 
very near future. 


Pennsylvania Watchmakers 
Attend 21st Annual Banquet 


The Watchmakers Association of 
Pennsylvania held its 21st annual banquet 
and installation of officers on January 16 
at the Penn-Lincoln Hotel in Wilkinsburg. 











Installed as officers for the ensuing years 
were: George Niesslein, president; August 
K. Schran, vice president; George W, 
Meyers, secretary; Virgil Petrocelly, treas. 
urer, and Joseph A. Beimel and Harold 
D. Craft, technical advisers. 

Featured speaker at the banquet was 
Harley A. Perkins, a member of the 
association. Special movies and com. 
munity singing rounded out the affair, 





Obituaries 








Nelson W. Hagnauer, 80, former vice 
president of the Eisenstadt Mfg. Co. of 
St. Louis, Mo., with whom he had been 
associated for more than 60 years, died 
January 5 at Barnes Hospital in St. Louis, 


NELSON W. 
HAGNAUER 





Born in Highland, Ill., Mr. Hagnauer went 
to St. Louis when he was a young man 
and during his became widely 
known in local and national jewelry circles, 
Surviving are his widow, three daughters, 
a son and a brother. 

John Katz, 84, who from a capital of 
£200 helped to develop Katz & Lourie, 
one of the largest jewelry firms in South 
Africa, died last December 15 in Johannes- 
bug. Mr. Katz settled in South Africa in 
1895, when he joined Messrs. Lavin Bros., 
a small firm of jewelers in Johannesburg. 
Towards the end of the year he set up 
his own business and shortly afterwards 
was joined by Harry Lourie. With a capital 
of £200 each, they started the firm of Katz 
& Lourie. The firm grew quickly and from 
time to time moved to bigger premises 
until, in 1926, the present premises at the 
corner of Eloff and Market Sts., Johannes- 
burg, were occupied. Mr. Katz is survived 
by three sons. 

S. Franklin Motch, 46, vice president 
of Motch, Inc., retailers in Covington, Ky., 
died on January 6 at his home in Shaker 
Heights, O. A graduate of Yale University, 
he was an officer or director in numerous 
corporations, and was a member of several 
clubs, including the Queen City Club of 
Cincinnati. Survivors include his widow, 
a son, daughter and his mother. 

Ernest G. H. Schenck, 87, president 
of Schenck & Van Haelen, Inc., New York 
diamond cutters at 56 W. 45th St., died 
January 17 at Graenest Farms, Wilton, 
Conn. Mr. Schenck devised a method of 
cutting diamonds in the early 1900’s that 
improved the brilliance of the stones at the 
edges. Surviving are his son and two 
daughters. 
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Leiman Issues Bulletin 
On New and improved Line 

Leiman Bros., Inc., 102 Christie St., 
Newark 5. N. J., has issued a free, four 
page bulletin (No. 1455) — illustrating 
and describing the latest and improved 
line of Leiman polisher - grinder - dust 
collectors for jewelry and silverware. Full 
specifications of the high suction filtering 
system, precious metal recovery and 
veneral construction are given. 
” te the line are a light duty model, 
taking only 18 by 29 inches floor space; 
heavy duty models—24 by 18 inches floor 
space; and a new sit-down model—19 by 
36 inches floor space. 


Ollendorff Named Sole U. S. 
Agent for Imhof Clock Line 


The appointment of the Ollendorff Watch 
Co.. Inc., 20 W. 47th St.. New York, as 
sole U. S. agents for the complete line 
of Imhof clocks, was announced recently 
by Morton Ollendorff upon his return 
from Europe. While abroad, Mr. Ollen- 
dorff visited the Imhof plant at La Chaux- 
de-Fonds, Switzerland. 

The Imhof line, represented by Ollen- 
dorff. includes a complete collection of 
travel, boudoir, wall and small mantel 
clocks, in a complete range of prices. 
Also on display at the Ollendorff show- 
room is Imhof’s newest Swiss Chalet clock 
with music box and alarm. 





FLEX-LET UNVEILS NEW LINE AT SALES MEETING 


Merchandising and marketing problems facing the retail jeweler in 1955 came in for 
considerable discussion at the recent sales meeting of the Flex-Let Corp. Here, company 
executives and sales personnel are shown at one session of the sales conference. 


Flex-Let Corp., watchband and men’s 
jewelry manufacturer of East Providence 
and New York, recently concluded a five- 
day sales meeting at the Barbizon Plaza 
Hotel in New York City. 

To an enthusiastic group of over 50 
key personnel, the entire new Flex-Let 
line of men’s and women’s watchbands 
and Beau Brummel men’s jewelry fashions 
for 1955 was revealed for the first time. 

Present in addition to 30 Flex-Let 
salesmen were production executives from 
Flex-Let’s East Providence factory, the 
staff of designers and the executives from 
Norlé Ltd., exclusive distributor of Flex- 


ASSOCIATE JEWELERS OKAY NEW UNION CONTRACT 





A new union contract was ratified by 
70 members of the Associate Jewelers, Inc., 
at a special dinner-meeting held February 
9 at the Hotel Warwick, New York. The 
association is a manufacturers’ group com- 
posed of gold and platinum jewelry manu- 
facturers in the metropolitan New York 
area, 

Henry Peterson, chairman of the Labor 
Negotiating Committee, rendered his_re- 
port on negotiations with Local No. 1, 
International Jewelry Workers Union, 
\.F.L. He called attention to union 
demands early last December for increases 
in general and minimum wages, and other 
increased welfare and fringe benefits. 

Mr. Peterson reported that negotiations 
lasted for almost two months. The negoti- 
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ations were carried on by the Manu- 
facturing Jewelers Council of New York, 
a group composed of the Associate 
Jewelers, Inc., and the Jewelry Crafts 
Association, for the employers, and a com- 
mittee of Local No. 1 for the union. It 
was reported that an accord had_ been 
reached with the union and that a contract 
for a two-year period would be renewed 
on a basis as follows: wage scales would 
be increased 20 cents per hour, ten cents 
the first year, ten cents the second year. 
Starting rates would be increased up to 
15 cents per hour. In addition, additional 
overtime pay. an_ increased vacation 
schedule, and increased insurance benefits 
were also agreed upon. 

The membership of Associate Jewelers 


Let in Canada. 

The last two days of the meeting were 
devoted to the marketing and merchan- 
dising problems facing the retail jeweler 
in 1955. Specific subjects covered dealt 
with how the jeweler can increase the 
daily impetus sales of men’s jewelry in his 
store. Another subject was how to 
merchandise from the watch repair depart- 
ments, 

At the conclusion of the meeting, Flex- 
Let’s 1955 advertising campaign in Life 
magazine was presented to the sales staff. 
Twenty-six ads are scheduled during 1955, 
the first of which will appear in March. 


unanimously ratified the action and recom- 
mendations of the Committee and 
authorized officers to enter into the contract 
for a period of two years. 

On January 27, the Associate Jewelers, 
Ine., met again at the Hotel Warwick for 
its annual dinner-meeting. 

Elected as officers for the ensuing year 
were: Philip Skalet (Skalet Mfg. Co., 
Inc.) : Julian Baden (Baden & Foss, Inc.) ; 
first vice president; Ben Ross (Ross Watch 
Case Corp.), second vice president; Moe 
D. Fishman (S. & D. Jewelry Mfg. Co., 
Inc.), secretary, and Louis Flyer (Flyer 
Bros.), treasurer. 

Elected to the board of directors were: 
Jack Ehrlich (A. Ehrlich & Sons, Inc.) ; 
Jules Gerson (Goldstein-Gerson Co., Inc.) ; 
Jacques Japka (La France Jewelry Shop) ; 
J. Harold Kushner (Kushner & Pines, 
Inc.): Alvin Orgel (B. Orgel Co.) ; Her- 
man Ostrin (Ostrin Co.) ; Henry Peterson 
(Feature Ring Co., Inc.) ; Philip Polishook 
(K. Polishook & Son Corp.) : David Sarkin 
(David Sarkin. Inc.) ; Alan Tenen (Tenen 
Bros.). and Elliott Wasley (M. Waslikoff 
& Sons, Ine.). 


Syracuse (N. Y.) Jewelers 
Distribute Employee Bonuses 


Following a tradition established 20 
years ago, John D. Wilson, president of 
Wilson’s Leading Jewelers, Syracuse, N. Y.. 
distributed annual bonuses to employes. 
Every regular worker received a week’s 
salary, making a total distribution of more 


than $10,000. 
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Executive Appointments 








M. E. Robertson Elected 
Chairman of Oneida Board 


Miles E. Robertson, president and gen- 
eral manager of Oneida Ltd., was also 
elected chairman of the board of directors 
at the monthly board meeting on January 
31. He replaces Louis Wayland-Smith, who 
will now retire. Mr. Wayland-Smith has 
been a director of Oneida Ltd. since 1910 
and chairman of the board since 1948. 


[ 





MILES E. LOUIS 
ROBERTSON WAYLAND-SMITH 
President Retiring 
and Chairman Chairman 
of Board of Board 


Mr. Robertson has been with Oneida Ltd. 
since 1913. He has been general manager 
for 29 years and president since 1950. Upon 
assuming his new double responsibility, he 
will relinquish the position of general man- 
ager. 

Pierrepont T. Noyes, recently elected ex- 
ecutive vice-president of Oneida Ltd., will 
immediately assume the new title and re- 
sponsibilities of executive vice-president 
and general manager. 

At the same meeting of the board of 
directors, Joseph M. Austin was moved 
from assistant director to director of pur- 
chasing. Leon L. Hill will continue as 
senior advisor. John R. Keller was move: 
from assistant credit manager to credit man- 
ager, and Jared E. Allen will continue as 
senior counsel. 


Named 
Sales Mgr. of 
Ilinois 
Watch Case 
Co. 


LEO KAYE 





Allen B. Gellman, president of the 
Illinois Watch Case Co., Elgin, Ill., has 
announced the appointment of Leo Kaye 
to the position of general sales manager of 
both the Elgin American and American 
Beauty Division of the corporation. 

Mr. Kaye joined the company in 1946 
as a salesman in the New York area. In 
1950 he became eastern division sales 
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manager of the wholesale division, and in 
1953 national sales manager of the whole- 
sale division. 


Elected 
to Board 


of Waterman 
Pen Co. 


R. STUYVESANT 
PIERREPONT 





R. Stuyvesant Pierrepont has been elected 
to the board of directors of the Waterman 
Pen Co., Inc., it was announced by Robert 
D. Howse, president. 

Mr. Pierrepont is treasurer of the Seth 
Low Corp., and a member of Frank B. 
Hall & Co., Inc., large commercial insur- 
ance brokers. 


Rejoins 
Volco Brass 
& Copper Co. 


JOSEPH T. 
McDEVITT 


Joseph T. McDevitt, until recently con- 
nected with Handy & Harman in the 
Providence area, has returned to Volco 
Brass & Copper Co., of Kenilworth, N. J., 
with whom he had been associated before 
joining Handy & Harman. 

Mr. McDevitt is representing Volco in 
the New England territory, calling on all 
users of brass. He is president of the 
Providence Jewelers Club, and vice-presi- 
dent of the Diamond Peacock Club. 





Promoted 
to New 
Post at 

A. Frisch 

& Co. 


EDWARD BLOOM 





Edward Bloom, who has been covering 
the New England territory for A. Frisch 
& Co., Inc., 306-7 Jewelers Building, Bos- 
ton, Mass., became head of the inside 
office staff, effective January 10. 











R. W. Moore Joins Sheffield, Ine. 


Richard W. Moore, until recently west. 
ern representative for R. F. Simmons Co, 
Attleboro, Mass., has joined the firm of 
Sheffield, Inc., also of Attleboro. He has 
been elected vice president and is sales 
manager of this manufacturer of karat gold 
gold filled and sterling silver ladies jewel. 
ry, sold through the wholesaler. 

L. H. Belcher, who founded the business 
in 1945, is president. The Sheffield com. 
pany is materially expanding its operation, 





Cleveland Jewelers Attend 
Theater and Cocktail Party 


Approximately 500 retail jewelers and 
their employees attended a theater party 
held recently in Cleveland. 

The event, which was known as 
“Jewelers’ Night at the Playhouse,” was 
held on January 16. The theater at which 
the party was held was a sellout, and those 
attending reported that they enjoyed the 
play, “Sabrina Fair.” 

After the performance, the theater-going 
jewelers were guests at a cocktail party 
given by the wholesale jewelers of 


Cleveland. 


Gruen Watch Co. Names 
Weitzen as President 


The board of directors of Gruen Watch 
Co. has named Edward H. Weitzen as 
president. He succeeds Morris Edwards who 
resigned and will remain with Gruen in a 
senior advisory capacity. 

The 35-year-old executive joins Gruen 
after nine years of top managerial experi- 
ence with the Bulova Watch Co., as a vice- 
president and as the president and director 
of its Research and Development Labora- 
tories. 


EDWARD H. 
WEITZEN 


Elected 
President 
of Gruen 
Watch Co. 





Just before coming to Gruen, Weitzen 
was vice-president in charge of marketing 
of the American Machine & Foundry Co. 

Other executive changes voted by the 
directors were the addition to the board 
of Burton M. Joseph, president of I. S. 
Joseph Co., Inc., of Minneapolis; C. J. 
Morey, Forest Lake, Minn., automobile 
dealers; M. Riklis, who is associated with 
Piper, Jaffray and Hopwood, Minneapolis 
brokerage firm; Robert P. Miller, president 
of Manson-Gold-Miller, Inc., Minneapolis 
advertising and marketing agency. 

The board also elected an executive com- 
mittee composed of Burton M. Joseph as 
chairman, and Edward H. Weitzen and 
John R. Bullock. 
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Diamond Mfrs. & Importers Association 
Reviews Accomplishments at Meeting 


Twenty-two years of service to the dia- 
mond industry were celebrated by the Dia- 
mond Manufacturers & Importers Associa- 
tion of America at its annual meeting held 
January 13 at the Hotel Astor, New York. 

In his annual address President Wallace 
W. Harwood stated that among the impor- 
tant accomplishments of the organization 
during 1954 was the progress made to- 
wards the establishment of a clearing house 
of credit information. Mr. Harwood thanked 
Aaron Koenig, chairman of the credit com- 
mittee, for his efforts in sponsoring and 
fostering the establishment of a modern 
clearing house where merchants in the 
diamond industry will receive quick, re- 
liable credit information. The association 
has consulted the New York Credit & Fi- 
nancial Management Association and _in- 
tends to adopt a plan submitted by them in 
the near future. 





Highlight of the association's annual meet- 
ing was the coronation of Florence Hender- 
son, star of the Broadway hit "Fanny," as 
"Queen of Diamonds.’ Officiating at the 
coronation was Wallace W. Harwood (left), 
association president. 


Arthur S. Hirsch, general counsel of the 
association, called attention to the organ- 
ization’s militant battle for the past several 
years to eradicate the menace of diamond 
smuggling. He stated that an association- 
sponsored bill was signed recently by 
President Eisenhower which increases the 
penalties for convicted smugglers from two 
years imprisonment to five years and from 
a maximum $5000 fine to $10,000. 

As a token of appreciation for presenting 
the anti-smuggling bill to Congress, Con- 
gressman Francis E. Dorn (Rep.-N. Y.) was 
presented with a watch during the meet- 
ing. 

Elected and installed as officers at the 
meeting were: Wallace W. Harwood (Sch- 
less-Harwood Co., Inc.), president; Stephan 
W. Hofman (Diamond Distributors, Inc.), 
vice-president; Jack Solow (J. Solow & 
Son), vice-president; Jean H. Van Praag 
(Van Praag Diamond Co.), vice-president; 
Harry Winston (Harry Winston, Inc.), 
vice-president; Leo L. Kaplan (Lazare Kap- 
lan & Sons, Inc.), secretary; Aaron Koenig 
(Max Koenig & Sons), treasurer; Ethel M. 
Friedman, executive secretary, and Arthur 
S. Hirsch, general counsel. 

Named to the board of directors were: 
Al Abrams (Diamond Processing, Inc ) ; 
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Alexander H. Arnstein (Arnstein Bros. & 
Co.); Simon Barend (Barend, Sweyd & 
Vanderlinden) ; Joseph Baumgold (Baum- 
gold Bros., Inc.) ; Sereno P. Davis (Jacob- 
son Bros. Diamond Corp.,); Herman 
Dreiblatt (Herman Dreiblatt); Sam Eck- 
stein (Sam Eckstein) ; George Fine (Max 
Fine & Sons, Inc.) ; Robert Kaleko (Sobel 
& Kaleko); Joseph S. Kipnis (Kipnis 
Diamond Cutting Co., Inc.) ; Albert Lam 
(Albert Lam); Frantz Landau (Landau 
Consolidated Corp.); Henry Reinhold 
(Reinhold Bros.); Louis Rose (Rose & 
Ridel, Inc.); David Y. Ruff (Ganz & 
Ruff); W. Waters Schwab (J. R. Wood 
& Sons, Inc.); Jacques Spira (Spira & 
Hymans), and Peter Verheyleweghen 
(Peter Verheyleweghen). 





Jewelers Acceptance Corp. 
Elects Two New Directors 


Beardsley Ruml, president of the Jewel- 
ers Acceptance Corporation, announced 
February 15 the election of Thomas A. 
Morgan and Stanley Simon to the corpora- 
tion’s board of directors. 

Mr. Morgan, a former president and 
board chairman of the Sperry Corp., is a 
director of the Bankers Trust Co., Shell Oil 
Co., and other corporations. Mr. Simon is 
vice-president of the Bulova Watch Co., Inc. 

The Acceptance Corporation specializes 
in installment receivables financing for re- 
tail jewelers, and also provides general 
commercial financing for manufacturers. 
jobbers and wholesalers in varied lines of 
business. 





Goldstein-Gerson Awards Prize 
In Trade-Wide Name Contest 


A grand prize of $500 was awarded 
recently to Mervyn A. Manning of Detroit, 
Mich., as top prize winner in a trade- 
wide contest sponsored by the Goldstein- 


] 
} 


Gerson Co., Inc., New York manufacturing 
jewelers at 130 West 46th St. He sub- 
mitted the name “Fiancee” in a competi- 
tion which was conducted to 
new name for the firm’s 
lock set. 

The presentation of the grand prize 
was made by Janis Paige, star of stage, 
screen and television, at a special luncheon 
held February 14 at the Warwick Hotel, 
New York. In addition to the $500, Mr. 
Manning, who is associated with Cole & 
Erwin, Detroit jewelers, was Goldstein- 
Gerson’s guest on an_all-expense-paid 
weekend in New York. 

During the luncheon, Arthur Goldstein, 
president of the Goldstein-Gerson Co., 
stated that the firm’s future plans call for 
a stepped-up jewelry advertising program, 
including ideas and services to help the 
retail jeweler increase his diamond volume. 

Jules Gerson demonstrated the features 
of the new Fiancee interlocking sets, 
explaining that the Fiancee interlocking 


secure a 
dual-action 


¥ 





Jules Gerson, executive vice-president of 

Goldstein-Gerson Co., presents diamond- 

studded star sapphire ring to Janis Paige, 
star of stage, screen and television. 


device enhances the beauty of the rings 
and easily secures from either side of the 
engagement ring into either side of the 
wedding ring. 





A. COHEN & SONS HONOR THIRTY-YEAR MEN 












At their annual sales and operations 
meeting, held January 3 at the Hotel Astor, 
New York, A. Cohen & Sons Corp. of New 
York, Atlanta and Los Angeles, paid spe- 
cial tribute to four men who have served 
the firm since 1924. 

Appropriately inscribed 


gold watches 


were presented by President Hyman J. 
Cohen (center) to (left to right) Samuel 
Epstein, city shipping manager, Joseph M. 
Salwitz, housewares and appliance mer- 
chandise manager, Lewis Rubenstein, vice 
president, and Nat D. Shapiro, New En- 
gland district sales manager. 
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NJA Directors Re-elect 
Greenberg as President 


meeting of the National 
was held in New 
York on January 17. Seymour Greenberg 
of the Royal Diamond & Watch Co., Inc., 
with headquarters in Yonkers, N. Y., was 
re-elected president. 

The other officers who will serve with 
him are first vice-president, Barnett C. 
Helzberg. Helzberg’s, Kansas City, Mo.; 
second vice-president, Sidney Singer, Fin- 


The annual 


Jewelers Association 


lay Straus. Inc., New York City; third 
vice-president, Irving N. Chayken, Arm- 
strong’s, Hammond, Ind.; fourth  vice- 


Jewelry Co., Chicago, III. 


president, Herman Wasserman, The Watch 
Shop Jewelers, Louisville, Ky.; secretary, 
Samuel Inc., Detroit, 
Mich.; treasurer, Jay C. Lighterman, Tap- 
pin’s, Inc., New York City; chairman of 
the board, Clarence Olsen, Olsen & Ebann 
Wm. Wagner 
will continue as executive secretary. 


Gerson, Gerson’s, 


At the meeting, lack of uniform price- 
maintenance agreements was an outstand- 
ing subject. Jewelers from all parts of the 
United States showed keen interest in the 
NJA complaint and brief filed with the 
Federal Trade Commission last May to get 
the commission to take notice of and 
jurisdiction over fair traders’ failure to 
enforce their price-maintenance agreements 
on discount sellers as well as retailers. The 
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© How much did you spend last 
year in sending engraving out? 


® How many sales did you lose 
because you could not give imme- 
diate engraving service? 
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jewelers were told that the legal division 
of the FTC had completed its study of 
NJA’s complaint and brief and that the 
question of jurisdiction was before the 
commissioners, 


The need for a special tax committee 
to deal with federal excises was empha. 
sized by NJA directors and the association 
went on record in favor of urging its mem- 
bers and all other jewelers to give financial 
and moral support to a_tradewide tax 
committee. 

Plans for the 1955 National Jewelry 
Fair and the annual NJA convention at 
the Conrad Hilton Hotel in Chicago on 
July 24, 25, 26, 27, 28, were reviewed by 
Clarence Olsen, chairman of the Convention 
Committee. The directors expressed gratif. 
cation that the number of exhibitors that 
have taken space already indicates a highly 
successful trade show. 


SEYMOUR 
GREENBERG 


President 
of National 
Jewelers 
Association 





The convention program will deal with 
a number of important questions before 
the jewelry industry, including fair trade, 
safeguarding the industry in the matter 
of excise taxes, use of instalment method 
of doing business to increase jewelry-store 
sales, and coordination of the efforts of all 
segments of the jewelry trade to make 
jewelry business bigger and better. 

The NJA Board consists of thirty di- 
rectors, and twenty-one of them were in 
attendance at the meeting. 





Over 300 Lines to be Shown 

At United Jewelry Show 
Arrangements for the United Jewelry 

Show in Providence, R. I., are nearing 

completion according to Charles C. Bulk- 

ley, manager of the semi-annual event. The 


show will be held, as usual, at the 
Sheraton-Biltmore Hotel from May 1 
through 13. 

The Executive Committee handling 


arrangements for the show has confined 
exhibits to five floors of the hotel in order 
to properly balance the room situation. 

This is the seventh in a 
wholesale market weeks that have been 
held in Providence. It was stated that 
more than 300 lines of leading jewelry 
manufacturers will be exhibited in approx- 
imately 180 showrooms. 

The United Jewelry Show is conducted 
for the wholesaler exclusively. Invitations 
have been mailed to over 3200 wholesalers 
from all over the United States and various 
sections of the world. It was reported 
that registration has surpassed all pre- 
vious corresponding periods. 
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Booklet on 'Self-Winders' 
Offered by Swiss Watchmakers 


Because jewelers report that the self- 
winding watch is the most wanted one by 
consumers among quality Swiss watches to- 
day, The Watchmakers of Switzerland have 
created an unusual point-of-sale booklet 
for retail jewelers. The aid, called “The 
Self-Winding Swiss Watch—The Time- 
keeper of the Future,” was printed in 
Switzerland in a new technique, utilizing 
detailed, full-color acetate transparencies. 

Since the parts of the typical self-wind- 
ing Swiss watch are shown in the booklet 
in a series of transparent, overlapping 
plates, a retail jewelry store sales person 
will be able to show a customer just what 
the watch really is and how each part fune- 
tions in relation to other parts of the 
mechanism. 





Created by the Watchmakers of Switzer- 
land, the unique booklet reproduced here 
shows the parts of a typical self-winding 
Swiss watch in a series of transparent, over- 
lapping plates. The booklet will enable the 
retail jeweler and his clerks to show a 
prospective customer just what the watch 
really is and how each part functions. 


This unique booklet is available to quai- 
ity jewelers free of charge. Order cards 
are being mailed to the retail trade at this 
time. When the card is completed by the 
jeweler, The Watchmakers of Switzerland 
will send a booklet postpaid. 


James J. Townsend Heads 
English Subsidiary of Oneida 


Miles E, Robertson, president and general 
manager of Oneida Ltd., announced re- 
cently that James J. Townsend will assume 
responsibility for the Kenwood Silver Co., 
English subsidiary of Oneida Ltd. Mr. 





JAMES J. 
TOWNSEND 


Assumes 
New Duties 
at Oneida 

Ltd. 





Townsend has long been sales manager of 
the Export Division and Chain Store Divi- 
sion of the company. 

With his new duties, Mr. Townsend will 
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retain his title and _ responsibilities of 
sales manager of the Export Division. The 
consolidation of duties will allow Oneida 
Ltd. to push more vigorously its interest 
in the export market. 

Responsibility for the Chain Store Divi- 
sion will revert to Rhody R. Colway, sales 
manager of the Special Sales Division, with 
James E. Jennings as assistant sales man- 
ager, and both will be under the direct 
supervision of Richard A. Bloom, vice-pres- 
ident and general sales manager of Oneida 


Ltd. 


Bill Asks for Establishment 
Of Consumer Advisory Bureau 


A “consumers’ advisory bureau” would 
be established in the U. S. Commerce 


Department to rate consumer goods for 
the public under a bill now pending in 
Congress. 

The bill, sponsored by Rep. Isidore 
Dollinger, D., N. Y.. would establish the 
Bureau to gather “more complete and 
accurate information concerning the rela- 
tive quality, utility, and abundance of 
various types of consumers’ goods.” It 
would be empowered to establish its own 
laboratories to “investigate, analyze, test 
and evaluate” all products and materials 
available on the retail market. 

Results of the Bureau’s “investigations” 
would be made available to the public at 
the government's expense. 

Similar bills have failed in earlier ses- 
sions after retail industries joined to 
oppose them. 


















Her brilliant 

Linde* Star is 
encircled with a 
satellite cluster of 
diamonds . . . $145.00 
His with full-cut diamond insets 
$205.00. Both in regal 14K set- 
tings . . . the inspiration of ... 
Kritzer, Stern & Kritzer, 
ne... N. ¥. 


Ask for free display 
card in color, and 
list of manufacturing 
jewelers featuring 
Linde* Stars. 


Fascinating stars . . . once the mark 


of kings and queens . . . now 


available to your customers. Point 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 


These mysteriously glinting gems 

evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 


. display them and display their amaz- 


ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 
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CHARLES F. WINSON wocrvowpe oistrisutor 


S80 FIFTH AVENUE, NEW YORK 36 *° COLUMBUS 5-2656 


* “Tinde’”’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. 
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TREND: IS 
TOWARDS 
AUTOMATIC 


This fine, self-winding 
watch remembers when 
you forget... tells 

you how many hours 
your watch will run. A 
glance at its exclusive 
Reserve Power Gauge 
shows instantly how 
much running time has 
been stored up. 


$89.50. Fed. tax incl. 


17 jewels * water 

& shock resistant 
anti-magnetic « 

sweep second hand 
unbreakable mainspring 
& crystal. 


elrere 


An Official Watch of Swiss Federal Railways 


The Fiat Uomo in Qitomatio, Watekes 


V,Veol alo il aa lolal-\-1am-tale| 
(Oia -t-4ce) aed 
Self Winding Watches 


ZODIAC WATCH AGENCY *« 521 FIFTH AVENUE + NEW YORK 17 


of Edward Trauner, Inc e Also distributors of the World Famous Clebar Watch 


Electric Housewares Exhibited 
By Manufacturers Association 


Electric housewares for modern living— 
and for modern giving—was the theme 
as the Electric Housewares Section of the 
National Electrical Manufacturers Ag. 
sociation displayed its wares at the Hote] 
Pierre, New York. The showing was ap- 
propriately held on Valentine’s Day, a 
gift-giving occasion. 

H. S. Perkins, chairman of the Electric 
Housewares Section of NEMA and general 
sales manager of the Silex Co., pointed 
out that the sales of electric housewares 
have almost doubled since 1949 and that 
the industry is now close to the goal it 
set at that time—a billion dollars in sales 
annually. The industry expects to top this 
goal in 1955. 

This sharp and steady rise in sales js 
attributed to the successful promotion of 
electric housewares as gifts for all oc. 
casions. Electric housewares rank second 
only to refrigerators in hard goods dollar 
volume. 

In 1955, promotion will be spearheaded 
by an increased consumer publicity drive. 
It will seek to establish a basic list of 
modern electric housewares in the mind 
of the consumer—a group that should be 
in every home. At the Hotel Pierre show. 
ing, a basic group of more than 30 
electric housewares was on display. 


Sanger Feted on 90th Birthday 
At Boston Party in His Honor 


Some fifty New England jewelers, their 
wives, and friends gathered at the Hotel 
Touraine, Boston, on January 31, with the 
family of Eugene Sanger of Sanger & Co., 
509 Washington Bldg., to celebrate the lat- 
ter’s 90th birthday. 


Peppy, 90-year-old Eugene Sanger dances 

with his daughter, Mrs. George Raymond, 

at a party held in his honor. Seated are 

Mr. Sanger's great granddaughter, Miss 

Jeannie Tupper, and his son-in-law, George 
Raymond. 


It was a gala affair, and this oldest 
living member of the Boston Jewelers Club 
was the life of the party—as peppy and 
lively as anyone present as he danced with 
his daughter, Mrs. George Raymond; his 
granddaughter, Mrs. Robert Tupper; and 
his great-granddaughters, Betsy and Jean- 
nie, 

General dancing followed the dinner 
party at which Mr. Sanger presided with 
his family at the head table. 
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Swiss Craftsmen Create 
Jeweled-Lever ‘Key Watch' 


A distinctive and practical interpreta- 
tion in timepiece use and styling has been 
created in Switzerland in the form of a 
“key watch.” This latest innovation, which 
provides for ease and safety of time-telling 
while driving a car, gives the jeweler the 
opportunity to specifically appeal to the 
ever-increasing group of motorists with a 
watch made especially for their use. 





The new Swiss "key watch" in use. The 

jeweled-lever timepiece was turned after 

the ignition key had been insertd so the 

driver and other front-seat passengers, 

while riding, can quickly and easily see 
the time. 


The 17-jewel, shock-resistant timepiece 
announced by a member of the Swiss watch 
industry, is fastened to the ignition key 
by means of a special hinged attachment 
which allows the wearer to carry watch and 
keys flat in pocket or purse. After the key 
is inserted in the ignition to start the car, 
the watch can be turned on its hinge so it 
stands rigid and visible to the driver. 





Bulova Plans Huge Ad Campaign 
On 'Precision-Adjusted’' Theme 


In a bold move described by the com- 
pany as an effort “to bring watch sales 
hack to the jeweler,” the Bulova Watch Co. 
announced recently that the top-selling 
Bulova “23” series will be “precision-timed 
to six adjustments,” and will be so stamped 
on dial and movement. 

Clearly aimed at combatting up-jewelled 
movements, the Bulova statement says that 
the new program will make the point that 
“no high-jewel watch can give full high- 
jewel performance unless it is precision 
adjusted —to hot weather, cold weather, 
dial up, crown down, ‘twelve’ down and to 
any degree of main-spring tension.” 

In a statement to the jewelry trade, John 
H. Ballard, Bulova’s president, pointed out 
that jewelers are the only group who ap- 
preciate the importance of precision-ad- 
justments, and the only ones who can pre- 
sent the story to the customer. “No one 
else who sells watches,” he added, “can 
speak with authority. The precision ad- 
justed story is the jeweler’s and he alone 
can profit by it. At last, the jeweler can 
sell the fastest-moving watch in the indus- 
try, now timed to six adjustments, at 
prices at which he can make a respectable 
profit.” 

Company spokesmen stated that the 
entire weight of Bulova national television, 
full-page color advertisements in leading 
magazines, all point-of-sale material, direct 
mail, local newspaper publicity, and other 
media will similarly tie-in with the adjust- 
ed theme during the spring weeks. 
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HAIR CLIPPER KITS 
TO MEET EVERY PURSE 


For price minded and quality minded customers—the new 
Supreme line of home haircutting kits has appeal for both. The 
increasing trend to save money by cutting hair at home plus the 
smart styling and aggressive merchandising of Supreme clipper 
kits is boosting dealer sales to never before realized volume. 


SUPREME STANDARD New Low Priced Kit— 


Attractive to all pocket books. Kit has durable clipper, popu- 
lar crew cut attachment, and simplified 3-step method folder. 


SUPREME SUPER A moderately priced kit yet 


has all of the Deluxe features found only in the costliest 
models. Included with the SUPREME CLIPPERS—blade 
guard, crew cut attachment, plastic neck apron, soft Staylon 
neck brush, tapered comb, forged steel shears; clipper oil, 
and the famous “Can't Go Wrong” manual. 


SUPREME DELUXE Handsome ivory colored 


clipper with shock proof housing, Universal AC-DC motor, 
and the finest hard chrome plated Swedish Steel blades. 
This kit, illustrated, is unsurpassed in any line. A top 
selling item for cash or budget sales. 


*~ THIS DISPLAY \ 


AND EXCLUSIVE 
“CAN’T-GO-WRONG” 
MANUAL 


BUILD 
BIG 
















































Eye stopping display car- - 
ton and ‘“Can’t-Go-Wrong” 
instruction book make strong 
self-selling display. Tells of big 
savings that can be effected—shows 
how simplified method makes home 
haircutting easy plus even the very first 
haircut is successful. Allays fears, ae 





sales on the spot. 








SUPREME KNIFE AND SCISSORS SHARPENER 


A much desired appliance by both men and 
women. Puts razor-keen edge on all knives 
in a jiffy. Sharpens scissors evenly to the 
very tip. Safety finger-touch switch, smart 
modern design. The faster sell- cs 95 
ing, double duty knife and [4 
scissors sharpener. 


SUPREME PRODUCTS, INC. 
2222 S. CALUMET AVE. + CHICAGO 16, ILLINOIS 























Chayken Hits Price-Cutting 
In Talk at Chicago Banquet 


An impressive assemblage of trade 
leaders attended a banquet on January 19 
at which Irving N. Chayken was installed 
as president of the Jewelers Association of 
Greater Chicago. 

Letters and wires which Mr. Chayken 
received from industry leaders all over the 
country were read at the dinner, all of 
which contained expressions of congratu- 
lation. 

The duties of banquet toastmaster were 
handled capably by George Appel, who 





presented a gold plaque to retiring presi- 
aent Charles Gold as an expression of the 
association’s thanks for his valued services. 
In turn, Mr. Appel introduced the new 
president, Mr. Chayken, by reading a long 
list of his activities in various associations 
both in and out of the jewelry industry. 
In a short but timely address, Mr. 
Chayken lashed out at price competition 
and its demoralizing effect on the industry. 
“The dangers and evils of destructive 
price competition,” said Mr. Chayken, “are 
practically dominating our minds every 
waking minute of our day. All our thoughts 
are being centered on price cutting—and 
the discount house. 
“To be sure, we 


must ever be alert to 








link your 
store to. 
bigger profits... 


14k golden mates 


cuff links and tie bars 
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_ A Golden Mates cuff links 
and tie bars... faéndsomely 
styled, superbly. ¢rafted, 14k 
money-makers for your store. 
Each link and matching tie bar 
has name plate for personalizing. 
Immediate delivery guaranteed. 
S Order today! 

“A #60/65 matching tie bar 
$21.00 Keystone 

B #120L/65 cuff links 

$29.00 pr. Keystone 

C #60/32 matching tie bar 
$21.00 Keystone 

D #140/32 cuff links 

$27.50 pr. Keystone 











* JEWELERS, inc. 


and Sydney Berman 
33 West 46th Street, N. Y. 36, N. Y. 








competition, but we can be +o alert to jt 
that our thinking can become completely 
negative.” 5 

Mr. Chayken related the thinking of q 
veteran in the jewelry industry and a man 
who is continuously on the road, who 
summed up the picture as follows: 

“Too many jewelers every morning they 
put the key in the door to open their 
stores make up their minds that they will 
do less business that day than they did 
the day before. Such jewelers had better 
shake themselves out of that frame of mind 
or else throw their keys away and let the 
public come in and walk off with the 
goods.” 

In concluding, Mr. Chayken stated: “We 
should and we must give vigorous attention 
to the dangers that threaten us from 
destructive price cutting. But at the same 
time, let’s not get thrown off-balance by 
such competition. Let’s think in terms of 
reaching for broader and bigger markets, 
Let’s put the key in the door each morning 
with the idea that each day is zoing to be 
better than the last- 
it to be, but because we have worked and 
planned to make it so.” 


not because we wish 
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Wein Named General Mgr. of 
Five Meyer Jewelry Co. Stores 


The appointment of Bernard Wein as 
general manager of the Meyer Jewelry 
Company’s five Treasure Chest Stores in 
Detroit, Mich., was announced recently by 
Meyer Rosenbaum, president. 


BERNARD WEIN 


Named 
General 
Manager 
of Five 

Meyer 





Mr. Wein, 
thority, is also president of the Greater 
Detroit Jewelers Association. 


a well-known diamond au- 


Massachusetts Jewelers 
Form Group to Combat 
Unfair Trade Practices 


A number of Massachusetts retail and 
credit jewelers have just launched an 
educational program, the chief purpose 
of which will be to eliminate unfair and 
discriminatory trade practices in the re 
tail jewelry industry. 

The Fair Trade Committee of the Mass- 
achusetts Retail Jewelry Industry, with 
headquarters at 11 Beacon St., Boston, 
was organized just before Christmas last 
year, and a much larger meeting was 
held at the Parker House on February 16. 

Allen Davidson, of the Thomas Long 
Co., was named president of the com 
mittee; Ellsworth Read, of Kettell, Blake 
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& Read, was elected secretary-treasurer; 
and William Shreve, of Shreve, Crump. & 
Low; Robert Markson, of Rogers Jewelry 
Stores; and George Samberg of the Kay 
Jewelry Stores were named to the exec- 
utive committee. 

The organizing group named Samuel 
Silverman, Boston attorney, as its counsel, 
he having had previous experience in 
representing Greater Boston druggists in 
{fair trade matters. 

The aims and purposes of the commit- 
tee have been set forth as follows: 

“The committee is a nonprofit organiza- 
tion consisting of members of the retail 
jewelry industry of Massachusetts. It is 
established for the purposes of carrying 
on an educational program, indicating the 
purposes and aims of the fair trade laws. 
It aims to eliminate unfair and discrimin- 
atory trade practices in the retail jewelry 
industry in Massachusetts by cooperating 
with manufacturers in the enforcement of 
their fair trade contracts. It seeks to 
eliminate violators of such contracts 
through education and otherwise to create 
a fair and equitable trade and competitive 
status for all retailers dealing in such 
fair trade merchandise.” 


Laidlaw Joins Wolfenden 
As V. P. and Sales Mgr. 


Kenneth G. Laidlaw has joined the J. W. 
Wolfenden Corp. of Attleboro, Mass., manu- 
facturers of sterling hollowware, novelties 
and baby goods, as vice president and sales 
manager. 


KENNETH G. 
LAIDLAW 


Joins Attleboro 
Jewelry 
Manufacturer 





Mr. Laidlaw had been an associate for 
15 years of Walter Gompertz, president of 
Wolfenden, when he operated the Mason 
Can Co., where he was sales manager. 


Croton Watch Co. Issues 
‘Declaration of Independence’ 


A “declaration of independence” has 
been formulated by the Croton Watch Co., 
New York, the main purpose of which is 
to “re-establish the retail jeweler once 
again in his proper profession.” 

Signed by Croton President, Harold I. 
Horton, the proclamation promises the 
firm’s full support of the following points: 
“1.) To sell Croton watches to retail jewel- 
ers only; 2.) to abide by this decision at 
all times; 3.) to help Croton distributors 
throughout the country combat unfair com- 
petition; 4.) to concentrate on supplying 
the retail jewelers with constant sales am- 
munition to help create more watch sales 


FOR MARCH, 1955 








for him; 5.) to continue to give the best 
value and quality always, and 6.) to estab- 
lish a better relationship with the retail 
jeweler and form a more perfect union.” 





Trade Comments on 
Synthetic Gem 
(From page 165) 


inch, a little larger than a pinhead, of the 
lowest quality of industrial diamond, has 
been produced and that at prohibitive 
cost. It goes without saying that this 
discovery has no bearing whatsoever on the 
gem diamond industry or polished dia- 
monds as used in jewelry and therefore 
cannot effect or disturb the established 
market.” 








New Hand-Beaded Ladies’ 
Billfolds from Nash, Inc. 


Daniel J. Nash, president of Nash, Inc., 
Jersey City, N. J., has announced that 
his company is now offering a new line 
of ladies’ billfolds and Paris purses in 
unusual, hand beaded European designs. 
The new designs are made from tiny 
beads intricately sewn together to form 
striking floral and figure patterns. 

The hand work for this new line of 
“Beauvais Beaded” patterns is done in 
Europe, according to Mr. Nash, who 
traveled abroad to develop the line. In 
fine selected leathers, including high 
grade baby calf, retail prices will range 
from $5 to $25. 














IM OF proudly announces the appoint- 


ment of the Ollendorff Watch Co., Inc., as the sole U. S. 
agents for the complete line of famous Imhof clocks. 


A well assorted collection of exclusive Imhof boudoir, 
wall and travel clocks can be seen at the Ollendorff 
showroom, 20 West 47th St., New York, N. Y.—including 
the newest Swiss Chalet with music box and alarm 


novelty clocks. 


Imhof clocks are available in every price range. Write 
or call for your free Imhof clock catalog. 


OLLENDORFF WATCH CO., INC. 
20 West 47th St., New York 36, N. Y., JUdson 2-2500 


Also, a complete line of Braille wrist and pocket watches, 
and travel alarm clocks 
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Fashion Editors Entertained 
By JIC at Metropolitan Opera 


As part of its continuing program to keep 
the American public interested in buying 
jewelry store products through publicity 
in newspapers, on radio and television, the 
Jewelry Industry Council again entertained 
some 125 fashion editors and commentators 
from all over the country at a Metropolitan 
Opera party on the evening of January 
13th. This annual affair, which is staged 
at the time when out-of-town editors are 
in New York for National Press Week, is 
planned as a gesture of appreciation to the 
press for the help it gives to the jewelry 
industry throughout the year. 


The editors enjoyed a brilliant perform- 
ance of Massenet’s “Manon” and then ad- 





journed to the Metropolitan Opera Club 
where they were entertained at a reception. 
The Council’s president, Albert E. Haase, 
its Fashion Director, Martha Percilla, and 
the Met’s Rudolph Bing acted as official 
hosts. 

To create additional interest in jewelry, 
the Council arranged to have on exhibition 
at the reception one of the world’s most 
fabulous jeweled tapestries, “The Pride of 
India,” which is owned by the Indian 
jeweler Ganeshi Lall, whose father designed 
the great tapestry and in whose work- 
rooms the masterpiece was executed. Mr. 
Lall recently came to the United States 
with the tapestry and is in process of ar- 
ranging exhibitions of it throughout the 
country. 

The great tapestry aroused immense in- 











































































terest among the editors present and quite 
stole the show from the famous opera stars 
including such people as Licia Albanese 
Eleanor Steber, Jean Fenn and others who 
joined the party. 


Jewels play the leading role at the recep. 
tion held by the Jewelry Industry Council 
after its annual Metropolitan Opera party 
for the visiting press during January Press 
Week. Shown with Ganeshi Lall, owner of 
the fabulous Indian jeweled tapestry, are 
two editors and Martha Percilla (second 
from left), fashion director of the Council. 





Interfaith Group to Hold 
Annual Waldorf Dinner May 24 


The annual dinner of the jewelry and 
allied trades on behalf of the National 
Conference of Christians and Jews will 
be held Tuesday, May 24, in the grand 
ballroom of the Waldorf-Astoria, it was 
announced by W. Waters Schwab (J. R. 
Wood & Sons, Inc.), general chairman, 


“Our industry has supported the brother- 
hood program of the National Conference 
for 15 years,” Mr. Schwab declared. 
“I am convinced our 1955 dinner will 
easily surpass any previous event we have 
sponsored to advance this important cause.” 

John Ballard, president, Bulova Watch 
Co., and G. H. Niemeyer of Handy & 
Harman, will be honored at this dinner. 

Choice of these two guests of honor, 
representing two companies which for years 
have staunchly supported the National 
Conference of Christians and Jews, gives 
two more reasons for optimism in the suc- 
cess of the affair, Mr. Schwab explained. 

Reservations will be distributed at $50 
per plate, with all proceeds going to the 
National Conference to strengthen _ its 
brotherhood program among schools and 
colleges, churches and synagogues, com- 
munity organizations, and the press, radio 
and television. 


——— 


‘Trade, Not Aid’ Theme 
Stressed in Gov't. Exhibit 


Handicraft from the Holy Land, includ- 
ing sterling silver Crusaders’ crosses, 
mother-of-pearl rosaries, olivewood products, 
linens and pottery recently held the spot- 
light in the main lobby of the U. S. 
Commerce Department building in Wash- 
ington. The display was sent from Jordan 
as part of the government’s policy of 
stressing trade, rather than aid, to foreign 
countries. Handicraft has been one of the 
country’s main industries for centuries. 
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q Announcement was made recently by 
the frm of Maurice Tishman, Inc., New 
York manufacturing jewelers at 607 Fifth 
Ave., that no change in personnel or 
policy is anticipated. It was stated that 
the business will be operated as it was 
under the late Maurice Tishman, presi- 
dent, who passed away on January 9. 

4 It was stated here in the January issue 
that the auction firm of Colmes & Brill 
conducted a sale for Weitzen Jewelers of 
Farrell, Pa. JC-K has subsequently been 
informed that Silverman Sales Enterprises, 
580 Fifth Ave., New York, contracted for 
and conducted the sale for Weitzen’s. The 
Silverman firm reports that the sale was 
conducted under their control and guar- 
antee and that, in actuality, Colmes & Brill 
were in their employ. 

4 Louis F. Krussman, vice president of 
Trifari, Krussman & Fishel, Inc., has ac- 
cepted the chairmanshin of the Costume 
Jewelry Committee for the 1955 premiere 
of the Ringling Bros. and Barnum and 
Bailey Circus. The performance will be 
held at Madison Square Garden on March 
30. for the benefit of the New York Arth- 
ritis and Rheumatism Foundation. Mr. 
Krussman’s committee will cooperate by 
selling blocks of tickets for the event which 
it is hoped will be identified that evening 
as the “Costume Jewelry Section.” 

q After doing business for the past 30 
years at 87 Nassau St., New York, Joseph 
Blank, dealer in precious and semi-precious 
stones, moved recently to new quarters 
at 71 W. 47th St. 


Barnett Robinson, Inec.. is New 
Name for Robinson & Sverdlik 


Barnett Robinson, president of Robin- 
son & Sverdlik, Inc., announced recently 
that the firm name has been changed to 
Barnett Robinson, Inc. 

This organization, importers and cutters 
of precious stones, has served leading 
jewelers of the nation for over 35 years. 

In announcing the change Mr. Robin- 
son emphasized that there has been no 
change in the present organization or 
personnel of the company. It was stated 
that the activities of Barnett Robinson, 
Inc., will continue at the same address 
as heretofore, 610 Fifth Ave., New York. 


Aisenstein Discontiaues 
Distribution of Mido Watches 


Louis Aisenstein & Bros., Inc., 16 E. 
40th St.. New York, announced recently 
that it has discontinued the distribution 
of Mido watches as a regular part of 
its business. The firm is now liquidating 
its Mido inventory and will continue 
exclusive distribution of its other well- 
known watch lines. 

“We shall have important news to 
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report very soon,” asserts Stanley Moser, 
vice president of Louis Aisenstein & Bros., 
Inc., “concerning the plans we are form- 
ulating for the future.” 


Jewelers Benevolent Ass'n. 
Installs Blum as President 


Installation ceremonies for the New 
York Jewelers’ Benevolent Association 
were held at Pythian Hall, 135 West 70th 
St.. New York, on Saturday evening, 
February 12. Included on the evening’s 
agenda, in addition to the installation, was 
a program of entertainment and dancing. 





NORMAN W. 
BLUM 


New President 
of New York 
Jewelers’ 
Benevolent 
Association 


Adolph Pusrin, immediate past presi- 
dent, presided at the meeting and installed 
the following into office: Norman W. Blum, 
president; Gerry Rosenthal, vice president; 
Howard Dolgin, treasurer; Jack Dolgin, 
financial secretary; Sam Horowitz, record- 
ing secretary, and Dave Barash, sergeant- 
at-arms. Mr. Pusrin was appointed welfare 
chairman and will serve in that capacity 
for the ensuing year. 


Humorous Address Highlights 
Meeting of Golden Circle Club 


Members of the Golden Circle Sales and 
Executive Club were pleasantly surprised 
at the February 21 meeting of that group 
when they discovered that the guest 
speaker was actually a humorist rather 
than an eminent member of the Canadian 
jewelry industry. 

Meeting at the Hotel Delmonico in New 
York, the group was treated to a laugh- 
provoking talk by Herman Distler, a prac- 
ticing attorney from Newark, N. J. Mem- 
bers were originally led to believe that 
a Hubert Denton, counsel to the Jewelry 
League of Canada, would address the 
meeting and consider the weighty subject 
of “What the Canadian Market Means to 
the American Jewelry Manufacturer.” 


A goodly crowd attended the meeting 
despite the fact that it was held on the 
eve of Washington’s birthday. Credit for 
its success goes to Lou Waldman and his 
able committee who handled arrangements. 

Presiding at the meeting was Arthur J. 
Tuveri, president, who announced that 
the annual spring dance will be held at 
the St. Moritz’ Sky Garden early in June. 











NECKLACES and EARRINGS 
at attractive prices 











OG 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 














FLYER BROS. 


Manufacturing Jewelers 


are pleased to announce 
the removal of their 
factory and offices to 


new and larger quarters 


AT 


74 West 46th Street 
New York 36, N.Y. 


Telephone: JUdson 2-0510 




















ENCRUSTERS 












Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 





















Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantasy of Dewels 











18-20 W. 31st St.. New York 1, N. Y. 
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CULTURED PEARLS 
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Another 


ERNEST BURG 
hivleiebinn 


. . . for that hard- 
to - sell customer 
who has_ every- 
thing. Traditional 
imported German Filigree Jewelry — 
Necklaces, Earrings, Bracelets and Pins 
in Sterling Silver and Sterling Gold 
Plated (Non-Tarnishable). Only the ex- 
perience of Old-World Craftsmen can 
produce these breath-taking pieces of 
spider-web fineness. 





















Memo Inquiries Invited 


ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 









































.. the Extra Touch 
Makes Sales ! ! 


Continuous re-or- 
ders, from jewelers 
throughout the 
country, prove the 
value of these in- 
expensive “good 
will builders.” 


GIFT 
CARDS 


SEND FOR OUR FREE 
ILLUSTRATED CATALOG 


ROBERT ENGRAVING COMPANY 


596 Atlantic Ave., 10, Mass. 





Boston 


























‘tf Rnd Prarle 


KIBITZ AND COMPANY 


IMPORTERS 


545 FIFTH AVE. NEW YORK 17, N. Y. 
MUrray Hill 2-3432 
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JEWELERS COMPLETE 12TH MERCHANDISING COURSE 


Jewelers from eleven states, the District of Columbia, and two provinces of Canada recently 

completed the semi-annual course in Jewelry Store Management and Merchandising, given 

jointly by the New York University School of Retailing and the Joseph Bulova School of 
Watchmaking. Here, they pose for the official graduation photo. 


February 4th saw the completion of the 
twelfth Jewelry Store Management and 
Merchandising Program held semi-annually 
by the Joseph Bulova School of Watch- 
making and the New York University 
School of Retailing. This is a special two- 
week program of studies consisting of in- 
tense and comprehensive instruction per- 
taining to the successful operation of the 
modern jewelry store. 

Both Dr. Charles M. Edwards, Jr., dean 
of the School of Retailing, and Dr. Elmer 
O. Schaller, professor, gave their personal 
supervision to the course, although a large 
percentage of the lecturing staff are active 
businessmen in many diversified fields. 
These business leaders and experts came 





from all sections of the United States 
specifically to lecture at this training pro. 
gram. 

Twenty-five jewelers from eleven states, 
the District of Columbia, and two provinces 
of Canada participated in both class lec. 
tures and field trips to jewelry and watch 
manufacturing plants, precious stone ex- 
hibitions, and well-known New York jewel. 
ry stores. 

This program was the twelfth of its kind 
to be given since the semi-annual programs 
were first instituted in the summer of 
1949. More than 290 jewelers from 44 
states, the District of Columbia, and eight 
provinces of Canada have attended. 





N. Y. Jewelers Association 
Elects Levenstein President 


New officers for the Retail Jewelers 
Association of Greater New York were 
elected January 10 at a meeting held at 
the Hotel Astor. 

Named as president of the organization 
was Harry Levenstein (H. Astor, Inc.). 
Other officers elected were: E. Werner 
Gross (Ditmars Jewelry Shop), treasurer; 
Ben Schwartz (Schwartz’s Jewelry Shop), 
secretary, and Alex Siegel, sergeant-at- 
arms. 

Named as members of a newly-formed 
advisory committee were: Sam Jacobson 
(F. Alpers, Inc.) ; E. Werner Gross (Dit- 
mars Jewelry Shop), and Max Mittleman 
(Stewart Jewelry & Optical Co., Inc.). 





President of Heller Sperry 
Visits Japan to Buy Pearls 


Ernest Heller, president of Heller 
Sperry, Inc., importers and manufacturers 
of La Tausca and Sperry cultured and 
simulated pearl jewelry, left late in 
January for his annual buying trip to 
Japan. 

Before his departure, Mr. Heller stated 








that recent Christmas across-the-counter 
sales indicated a great increase in cultured 
pearl jewelry buying here in America. 
He expects that he will be able to retum 
with a wide variety of quality pearls 
which will make it possible for his com- 
pany to offer to the consumer a complete 
line of jewelry in a wide price range. 
Mr. Heller, who was instrumental in the 
passage of the cultured pearl export law 
governing the quality of pearls exported 
from Japan to the United States, will visit 








proof Crowns 


ASSORTMENTS 


SCREW DRIVERS 
PIN VISES, ETC. 


ACON WATCH CROWN 0. 










Hl 





50 Eldridge St., New York 2, N. Y. 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 








For Fine Quality Tarnish-Proof 
Silverware Chests Emco Silvercases 
Rolls & Bags Pacific Gift Paks 

Pacific Silver Cloth 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware Protection since 1926 
Send for new illustrated leaflet 
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A report of the Labor Negotiating Com- 
mittee and the election of new officers 
highlighted the annual dinner-meeting of 
the Jewelry Crafts Association, which was 
held February 9 at the Hotel Delmonico, 
New York. 

Sydney Davidson, chairman of the Labor 
Negotiating Committee, rendered a detailed 
report of that group’s negotiations with 
Local No. 1, International Jewelry Workers 
Union, A. F. L., the bargaining agency of 
the jewelry workers in member shops. It 
was pointed out that the committee which 
Mr. Davidson headed worked in close 
cooperation with a like group representing 





the Associate Jewelers, Inc. It was further 
stated that this proved to be an effective 
means of bargaining with the union, to the 
best advantage of the respective member- 
ships. 

At the outset of his report, Mr. Davidson 
cited the proposals which the association 
received from the union as modifications 
of the present contract. Among these were 
a general increase of 15 cents per hour; 
a 25 cent increase in minimum wages 
per hour; one additional paid holiday, 
and an increase in casualty benefits to $49 
per week. 

In his report, Mr. Davidson listed, item 
by item, the benefits the two committees 
representing the management groups grant- 
ed to the union. Among these are: an 
increase in casualty benefits to a maximum 
of $46 per week; improvements in vacation 





JEWELRY CRAFTS ASSN. RATIFIES UNION CONTRACT 








benefits; increase in the minimums in 
some classifications of ten cents this year 
and ten cents next year, and a contract 
to run for two years without a re-opening 
clause. 

After considerable discussion of the 
benefits granted, the membership unan- 
imously ratified the report of the Negoti- 
ating Committee. 

Re-elected as officers of the association 
for the ensuing year were: Isadore Gratz 
(Louis Gratz Sons, Inc.) president; Sydney 
C. Davidson ‘(Davidson & Sons Jewelry 
Co., Inc), first vice president; Emil V. 
Lutringer (Lutringer Co., Inc.) second vice 


president; and Jacob Karlan (Karlan & 
Bleicher, Inc.), treasurer. 

Re-elected as directors, in addition to 
the present slate of officers, are: Simon 


Abraham (Advanced Ring Mfrs., Inc.) ; 


Kenneth Kaufman (Colonial Mfg. Co., 
Inc.) ; Robert Kronstadt (Bristol Seamless 
Ring Co.), and Jacob H. Schaeffer 


(Shiman Bros. & Co., Inc). 

The board of directors of the association, 
in addition to the foregoing members, 
include: Arthur M. Buxbaum (B. F. 
Hirsch, Inc.); Harry Axel (Axel Bros., 
Inc.) ; Barnett Esh (Kaspar & Esh, Inc.) ; 
Sidney Fiddelman (J. Fiddelman & Son, 
Inc.) ; Saul Plosky (Corbett & Bertolone, 
Inc.); William Schneider; W. Waters 
Schwab (J. R. Wood & Sons, Inc.), and 
Martin E. Untermeyer (Untermeyer, Rob- 
bins & Co.). 





pearl growers and dealers in Kobe and 
Tokyo, and meet with Japanese officials 
in the pearl trade to discuss methods of 
improving and maintaining present pearl 
trade relations between Japan and the 
United States. 











DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 


36 West 47 Street New York 36, N. Y. 
PLaza 7-2546 


















MONDS 


ROM ANTWERP 


direct W.GOTTSMANN 


Zorwice DIAMONDCLUB ANTWERP ‘Belqum 


’ AIRMAIL FOR FREE CATALOGUE / 


i 


yl 





FOR MARCH, 1955 













Houston Watchmakers Install 
New Officers at Gala Banquet 


New officers of the Horological Society 
of Houston were installed at a banquet 
held on the evening of January 11 at 
Youngbloods in Houston, Texas. 

Guest of honor at the affair was W. F. 
Pruett of Tyler, a regional governor, who 
made a short speech on the progress and 
purposes of guilds throughout the state. 

After his interesting talk, Mr. Pruett 
installed the following as officers for the 
ensuing year: E. J. Farek, president; 
Dan Hall, first vice president; J. E. Carter, 
second vice president; A. T. Henry, 
secretary; H. B. Neill, treasurer; John 
H. Thomason, state committeeman, and 
Dren Duffy and Mrs. Louise Thomason, 
reporters. 

A number of handsome and valuable 
door prizes were drawn for and distributed 
at the banquet. This was followed by a 
lively program of entertainment, 













FOR TOP 
CULTURED PEARLS 
For . comp! te range of loose cultured 
pearls in every size and quality, 





choose TOGA pearls . . . the number 
one resource for dozens of fine jewel- 
ers and manufacturers everywhere. 
In addition to loose cultured pearls, 
Maurice Goldman & Sons supply a 
complete line of necklaces, chokers, 
earrings, bracelets and stickpins, all 


+ attractively boxed. 





“MAURICE GOLDMAN & SONS 


10 W. 47th St. * New York, N. Y. “ 
' ‘ 


Tel.: Plaza 7-5764 i 





Watch Repairing 


FAST—DEPENDABLE—ECONOMICAL 
WORK, WATCHMASTER TESTED 
e 


Over a quarter century of service 
to the trade 
* 


Watches insured and safeguarded 
in Holmes-protected vaults 


* 
Ask for price list or send trial order 


Cooper's Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 














Featuring Genuine 
BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 
WALTER S. ARNSTEIN 








1 W. 47th St. New York 36, N. Y. 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 



















Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 


































373 WASHINGTON ST., BOSTON 8, MASS. 


q Members of the board of directors of 
the Diamond Peacock Club met at the 
Hotel Somerset on February 11 and 
mapped plans for the club’s annual din- 
ner-dance which will be held at the Som- 
erset on April 30. 

q Members of the New England Guild, 
American Gem Society, met at the Hotel 
Statler on February 17. Robert Crowning- 
shield, director of the Eastern Headquar- 
ters, G.I.A., spoke on “Phenomenal Gem- 
stones,” illustrating his lecture with mod- 
els and various natural, synthetic, and 
imitation stones. 

q Officers of the Boston Jewelers Bowling 
League met recently and went over plans 
for the annual banquet, set tentatively 
for May 7. As this issue went to press, 
the A. Stowell team was leading by four 
games, and rolling is scheduled to be 
completed on April 19. 

q The Massachusetts and Rhode Island 
Retail Jewelers Association will hold its 
annual meeting, dinner, and _ entertain- 
ment program at the Parker House, Boston, 
on April 13. 

q The annual meeting and convention of 
the New Hampshire Retail Jewelers As- 
sociation will be held at the Farragut 
Hotel, Rye, N. H., on June 26 and 27. 
q John Mitchell, of Goodfellows Jewelers, 




































SALES OPPORTUNITY 


Salesman to cover South and 
Southwest for top quality men's 
jewelry line sold through whole- 
salers and large chains. No side- 
lines. Top earnings. Drawing 
account against commissions plus 
expenses to qualified man. Send 
resume in confidence to 


BOX "J., 1898" 
Jewelers’ Circular-Keystone 
100 East 42nd St., New York 17, N. Y. 
























Sold only direct to Retailers 
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WELLS MFG, CQ. ATTLEBORO, MASS. 


Barre, Vt., president of the Vermont Re- 
tail Jewelers Association, plans an early 
meeting with other members of the ex- 
ecutive committee of that organization to 
complete plans for a summer outing, place 


| and date of which will be announced 


| later. 

| 4 Mrs. Rose Marshall, bookkeeper with 
| Travis, Farber Co., 909 Jewelers Building, 
| along with her husband, Joseph J., have 
been looking for a new cruiser to replace 
their present one, The Glabesnit. It will 
be christened The Glabesnit, II. 

q The Walter E. Hayward Co., Inc., of 
Attleboro, Mass., has announced a new 
distributor plan for the New England 
territory. Effective February 1, the New 
England territory will be covered by two 
exclusive Hayward distributors. They are 
the Herbert W. Stranger Co., 387 Wash- 
ington St., Boston, and the Tyler-Reed 
Co., 91 Union St., Attleboro. 

q Joe Mahoney of the Albert Walker Co., 
Providence, reports that he and Mrs. 
Mahoney are enjoying the sun and surf 
in Florida while reading of the biting 
cold up north. They plan to continue 
their stay at Ocean Villa, Palm Beach, 
untii the first of March. While there they 
saw R. E. Van Gelder, formerly of Ver- 
mont, who. now has a business at Riviera 
Beach. 

q The quarters of Jason L. Solomont, 
diamond dealer, and George Salisbury, 
engraver, Rooms 604-605 Jewelers Build- 
ing, have been completely redecorated. 

q Paul Lifset, of Nathaniel I. Goodman, 
Inc., 1006-7 Jewelers Building, has regis- 














MEW ENGLAND 


tered his new cruiser, naming it the 

“Sandoger” from his daughter, Sandra, 

and son, Roger. He and his family, anq 

Hector Langlais and family, of Berlin, 

N. H., are planning a spring cruise to 

Bermuda—“but not in the Sandoger,” he 

says. Miss Judith Werman, bookkeeper, 

is back from a Florida vacation. 

q Mr. and Mrs. Herbert W. Stranger of 

the firm of the same name, 305-306 Wash. 

ington Building, spent the month of Feb. 

ruary in Fort Lauderdale, Fla. 

q George Steinberg and Philip Christen. 

sen opened a new retail jewelry store at 

1616 Main St., Springfield, Mass., on Jan. 

uary 28, operating it as Lord Jewelers, 

q Bonnie M. Solin, 44 Center St., Chi. 

copee, Mass., is moving from that location 

to a new place at 22 Center St. on or 

about March 1. 

q Harvey and Harold Ziff have purchased 

the Barnett Jewelry Store, 1615 Blue Hill 

Ave., Mattapan, and will continue to op. 

erate the business as the Barnett Jewelers, 

q Thomas D. “Tommy” Reilly, for nearly 

20 years on the sales staff of the Bella A, 
Glass Co., 609 Jewelers Building, left 
there on February 4 to travel the New 
England and New York State territory 
for the M. W. Schiffman & Co., with a 
line of Purity diamond rings. Leo Glass 
will cover the New England territory for 
the Glass firm. 

q John P. Budris, formerly associated in 
the jewelry business with his brother in 
the midwest, opened a new store on Jan- 
uary 1 at 38 Burbank St., Boston, known 
as Fenway Jewelry. 

q Martin A. Hill, Inc., which moved from 
the Province Building to 18 Province St, 
former quarters of Gordon Brothers, held 
a special store-opening sale on February 
1, 2, and 3. 

q Mr. and Mrs. Ralph Bold of D. C 
Percival & Co., Jewelers Building, left 
on February 6 with Mr. and Mrs. Irving 
Carbino, of Carbino’s Jewelry Store, 
Massena, N. Y., to spend three weeks’ 
vacation at Venice, Fla. 

q Robert Abbott, of Wood-Abbott Co, 
Lowell, Mass., is convalescing at his home 
following an operation which kept him 
in Carney Hospital, Boston, during the 
month of January. 

q Lawrence Guiness of Louis F. Guiness, 
Inc., 711 Jewelers Building,.left on Feb- 
ruary 14 for a two weeks’ cruise in the 
West Indies, after that joining his parents, 
Mr. and Mrs. Louis Guiness in Florida, 
where they have been during the past 
two months. 

4 Mr. and Mrs. Harold E. Weston of the 
H. E. Weston Jewelry Co., spent several 
weeks in Santa Monica, Calif., in January 
and February, visiting their daughter there. 
4 The quarters of Imperial Jewelry Co, 
Inc., and R. J. Hyman, 603 Jewelers 
Building, were completely redecorated in 
January. 





THE JEWELERS’ CIRCULAR-KEYSTONE 









t the 
andra, 
A and 
erlin, 
ise to 
, he 
eeper, 


ser of 
Wash. 
t Feb. 


risten- 
ore at 
n Jan. 
velers, 
, Chi- 
cation 
on or 


shased 
e Hill 
tO op- 
velers, 
nearly 
lla A, 
left 
- New 
rritory 
vith a 
Glass 
ry for 


ted in 
her in 
n Jan- 
known 


1 from 
ce St, 
3, held 
bruary 


D. € 
g, left 
Irving 
Store, 
weeks’ 


: Co 
home 
t him 
g the 


uiness, 
1 Feb- 
in the 
arents, 
lorida, 
> past 


of the 
several 
anualy 
there. 
¥ Co., 
welers 
ted in 





FOR MARCH, 1955 


The opening of offices and showrooms | 
at 303 Fifth Ave., New York, was announc:- | 
ed recently by Irving Fleischman. Mr. 
Fleischman is featuring a complete line 
of novelty jewelry by the Dexter Mfg. Co., 
Providence, R. I., including charms and 
tot and teen jewelry. 

4 Lawrence H. Pearlstein, 502 Jewelers 
Building, was elected president of the 
Newton (Mass.) Squash and Tennis Club 
on January 1. 

4 Mr. and Mrs. E. J. “Jockey” Johnston, 
jewelers of Caribou, Maine, spent the 
month of February in Florida. 

q The firm of Colton-Lewis, Inc., 702-3 
Washington Building, moved on February 
1 to new quarters on the entire third floor, 
80 Summer St., Boston. 

q Ernest A. Gravallese and Oscar Var- 
riale, 614 Province Building, have taken 
over a store at 21 Province St., and 
planned to open there about March 1 
as the City Hall Jewelers and Appraisers. 
q The quarters of Kettell, Blake & Read, 
201 Washington Building, have been com- 
pletely redecorated. The firm has added 
a new line of tea tiles featuring lodge 
emblems and historic covered bridges of 
New England. 

4 Mr. and Mrs. “Mike” Mahar of Mahar 
& Engstrom, 405-412 Jewelers Building, 
have been sojourning in Sarasota, Fla., 
during the month of February. 

q Frank Jackson, salesman for D. C. 
Percival & Co., Jewelers Bldg., who under- 
went a serious operation early in December, 
started back covering his New England 
territory on February 7. David Percival, 
Jr, is also back on the job after a 
winter vacation. 

q Mr. and Mrs. Henry A. Sanders, 701 
Washington Building, are spending two 
months at Fort Lauderdale, Fla. 

q Paul Siegal, of the jewelry firm of 
Charles, Henry & Crowley, City Hall Ave., 
has been convalescing from a recent opera- 
tion at Deaconess Hospital. 

q Mrs. Roger Brassard, of Brassard’s Jew- 
elry, Manchester, N. H., has recovered 
from a recent serious illness. 

q Mr. and Mrs. Bernard “Bunny” Loring’s 
Jewelers, Plymouth, Mass., have been on 
an extended tour of the south, during 
which they visited Mrs. Loring’s family 
in Florida. 























CHILDREN AND ADULTS, INC. 11 S. 





LASALLE STREET, CHICAGO 3, ILL. 


of Commerce. 


q Pendleton’s Jewelry, operated by Gus- 
tave J. Poisson, Natick, Mass., plans the 
early opening of a new store just around 
the corner from the present location. l 
4q Leon’s Jewelry, Franklin, N. H., oper- 
ated by Leon Bosseliet, is planning ex- 
tensive enlargement and remodeling of 
the store to include new departments. 
4q Mr. and Mrs. Robert Naigles, of Jacob 
Naigles & Son, 417 Province Bldg., spent 
the month of February in Florida. 

q Mr. and Mrs. Horace D. Manning, jew- 
elers of Wolfeboro, N. H., also spent a 
month in Florida this winter. 

q Charles Levy, diamond dealer, moved on 
February 7 from Room 703, Washington 
Building, to quarters in Room 706 with 
Harry Heller and Son. 

4 L. Charles Priest, Jr., of the firm of 
J. and S. S. DeYoung, Inc., 517 Wash- 
ington Building, entered the U. S. Air 
Force last month, and a new worker, John 
Perry, has joined the firm. 

q Arthur S. Kelley, treasurer of Norling 
& Bloom Co., Washington Bldg., and Mrs. 
Kelley, spent the months of February and 
March in Florida. 

q A $500,000 fire in a business block in 
Salem, Mass., on February 6 included 
damage to the Madore Jewelry Co., op- 
erated by Edmond P. Madore. 

q Mr. and Mrs. John McNamara, of the 
E. H. Saxton Co., 601-605 Washington 
Building, spent the month of February in 
Florida. 

q Robert Hammerquist, son of Forrest 
Hammerquist, engraver, 508 Washington 
Building, is on his way to Germany with 
the U. S. Army after service at Aberdeen 
Proving Grounds. 

q James H. Swartchild, of Swartchild & 
Co., Chicago, and president of the Chi- 
cago Jewelers Association, visited the Bos- 
ton office of the firm, 502-505 Washington 
Building, while in attendance at the Bos- 
ton Jewelers Club dinner. 

4q James Kasarjian, who left the firm of 
Mendelsohn & Terban, 412-416 Washing- 
ton Building, for service in the U. S. 
Army, is now back with the firm, follow- 
ing his discharge. 

q Mr. and Mrs. Clifford F. Atkins, jew- 
elers of Bennington, Vt., have purchased 
a new cottage at North Hampton, N. H., 
and plan to spend part of the summer 
there. 


——_—_ 


Jewelers in Hartford (Conn.) 
Form Local Association 


The Greater Hartford Jewelers Associa- 
tion is the name of a new organization 
which was founded recently by jewelers 
in that Connecticut city. 

Thirty-five jewelers were present at the 
organization meeting and elected the 
following temporary officers: Benjamin 
B. Cooper, chairman; Robert E. Green, 
vice chairman; Creighton Shoor, secretary ; 
Benjamin H. Garston, treasurer. 

Named as directors were: Charles H. 
Stiles, J. Herbert Anderson, William M. 
Savitt and Benjamin B. Golding. 

Chairman of the organizational meeting 
was Lee Isenberg, manager of the Retail 
Board of Trade of the Hartford Chamber 








INVESTMENTS 
For casting gold, 
silver, platinum 
and other non- 
ferrous metals. 






















SURGICAL BLADES 
AND HANDLES 
Blades and han- 
dles for heavy 
and fine cut- 
ting of rubber 
molds. 











STEEL FLASKS 
Sheet 18-8 Stain- 
less steel. Avail- 
able 2%” o.d. 
up and heights 
2%” up. Rub- 
ber sprue bases 
stocked in all 
sizes. 








WAXES 
Waxes to meet 
all your pattern 
requirements. 


Of \\et 








CRUCIBLES 
Gold, Silver and 
Platinum casting 
crucibles for all 
standard jewelry 
casting units. 
Crucibles also 
available for 
melting. 











We can offer you prompt deliv- 
ery on our complete line of cast- 
ing supplies including equipment 
materials and accessories. You'll 
save time, paperwork, and money 
when you utilize our complete 
one source of supply. For com- 
plete details — 


Write for CATALOG #52 
and new casting supply 
supplement, 
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VISIT THE WATCH SECTION 


the most important sales 


promotion of the Swiss 
watch making industry 


Information obtainable from the 
Consulate General of Switzer- 
land, 444 Madison Ave., New 
York City, or your nearest Swiss 
representation. 














the Niash 
“CUFFMASTER,” 


TRADE MARK 


the G@nest 
cuff fink 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design [55,535. 
Patented Censtruetion 2,472,958. 
Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtiandt 7-4496 














14 West 23 St., N. Y. 10, N. Y. 






Free! 32-page catalog of new 
jewelry window and store 
displays, fixtures, show case 
trims! Everything at low, low 
prices! Write or phone... 


WAtkins 4-6422 








WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."'K"' Iil'd Catalog 


LEARN 
on 


3 
26 
Ca) 
RN 





. School 





in Watenmating Baldwin 9-1376 Est. 1894 
Sept. 22-May 28 Arthur T. Johnson, Principal 
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q Ringold’s Credit Jewelers are attracting 
favorable attention to the store at 817 E. 
Allegheny Ave. with a series of religious 
pictures described as “three dimensional” 
in appearance. One shows a bust of Christ; 
another an interpretation of the Last 
Supper. The picture in the window is 
changed each day; although each may be 
used several times. 

q The semi-annual dollar surprise package 
sale sponsored by the Kensington Business 
Men’s Association was a success this 
January despite a rainy-day opening. 
Although it took two days instead of the 
usual one, to turn over the barrel of 
1500 wrapped gift-type items in the 
Enright store at 3074 Kensington Ave., 
the results were most gratifying. The 
$150 diamond was purchased by a single 
woman who did not own another diamond 
ring. She immediately went to her mother, 
employed in a variety store nearby, and 
joyously showed her and many others. 
The publicity was well worth the cost, 
according to Jack Enright. Personnel 
at the store sent a publicity-gaining re- 
lease to the local newspaper including 
pictures of those selecting the trade- 
named watches and other more valuable 
pieces, a list of products sold, and a 
notice that no item would be wrapped with 
a standard retail value of less than $1.95. 
q There’s a motto adopted by C. Edward 
Best of 621 S. 52nd St. which is quickly 
embedding itself in the minds of local 
residents. It is: “Masters of Ticks Since 
°26.” Folks who have timepieces in need 
of repair—and those who seek to buy 
new ones—think of Best readily with this 
tongue tickler in back of their minds. 

q The J. H. Getzows are looking forward 
to the day, in August 1955, when their son, 
Charles H. Getzow, will return from the 
Army Signal Corps to assume a leader- 
ship position in the store at 1609 West 
Venango St. At this writing, he is stationed 
in Alabama. He will return to a store 
completely redecorated since he left. 

q Angelo Calapristi plans increased 
advertising in church and_ neighborhood 
publications including club programs 
during the rest of this year. The Calapristi 
store is located at 2100 S. Norwood St. 
4 The ever-interesting windows of Bailey, 
Banks & Biddle Co. at 16th & Chestnut 
Sts. were of special interest the latter 
part of February and will be in early 
March. One display centered about the 
theme of Lincoln; one commemorated 
Washington’s birthday, and one featured 
a watch which had been strapped to the 
hull of the Ile-De-France during a trans- 
Atlantic crossing. 

4q Customers are noticing and responding 
to the new ad in the Bell Telephone 
Directory. for Philadelphia placed by 
Lowill’s Jewelers of 5719 Germantown 
Ave. Owner William Perloff seems pleased 
with the copy which reads: “Diamonds, 
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Watches, Jewelry, Silverware, Gifts, 
Luggage and Appliances. Expert watch 
and clock repairing ” The Scope 
and variety of merchandise and services 
offered in the one inch framed square 
create the impression of a large ang 
complete jewelry store. 

q Valentine Day window displays installed 
by jewelers in this area were of a simple 
yet ingenious nature. Jagielky’s used large 
stuffed, pillow-like hearts of red felt 
trimmed in white lace on which suggested 
gifts were fastened. At a 45-degree angle, 
they attracted a goodly number of passing 
motorists and streetcar passengers to 
this store at 1603 Walnut St. Ringold’s 
of 817 E. Allegheny Ave. and 4316 
Germantown Ave. used material supplied 
by Look magazine including blow-ups of 
ads and editorial pages suitable to the 
romantic day. J. H. Getzow of 1609 West 
Venango St. used ready-made posters 
urging neighborhood residents to buy 
Valentine gifts from the jeweler for 
value and for sentiment. 

4q A group of 50 people selected at random 
were recently questioned by Sassenhagen 
Surveys on whether they had seen any 
window displays in jewelry stores recently, 
Most indicated “only the usual things in 
the window,” or “none” but two mentioned 
the “Giant watch in Kind’s window” and 
one explained that it was operating and 
that there were several other unusual and 
strange watches surrounding it. One 
mentioned that Bailey, Banks and Biddle 
always displays exquisite things, but 
could not identify the particular objects 
which had attracted attention. One men- 
tioned that Caldwell’s had some exotic 
and antique pieces which attracted her 
but could not describe the pieces. 

q Dave Popowich of J. L. Popowich & 
Son, Philadelphia manufacturers of watch 
straps at 802 Sansom St., has announced 
his engagement to Miss Ellie Norman, 
also of Philadelphia. Miss Norman is 
presently attending Teachers’ College of 
Temple University, and will graduate in 
June. Dave, also an alumnus of Temple, 
was discharged from the Coast Guard 
on February 7. The couple plans to be 
married in June. 

4 Neid’s Jewelers at 1305 Market St. were 
closed Monday, February 14th, in memory 
of Samuel Neiderman, the, founder, who 
passed away just one week prior to this. 
4 Congratulations are in order for Jerry 
Wiener, manager of Hays Jewelers, 7316 
Frankford Ave., who married the former 
Miss Gail Kleiman of Philadelphia om 
February 13th. 

4A “Swiss Watch Fair” at S. Kind & 
Sons was highlighted by a display in the 
windows of the store at Chestnut and 
Broad Sts. which was one of the few 
displays recalled in the survey of potential 
customers reported elsewhere in_ this 
column. The display appeared January 
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95th and the following ten days. Ads in 
local newspapers and direct mail pieces 
to those on the regular mailing list told 
of it. They read, in part: “For your review 
Kind’s have brought together hundreds of 
fine watches by such renowned Swiss 
Watchmakers as Patek-Philippe, Rolex, 
Movado, Girard-Perregaux, Audemars- 
Piquet, Juvenia, Mido, Concord, Lucien 
Piccard and others. The world’s largest 
wrist watch movement on display in our 
window”. In the store antique watches and 
those of newsworthy interest such as the 
one used on an antarctic exposition aug- 
mented the window displays. The original 
idea came from the Watchmakers of 
Switzerland, according to Samuel Kind. 


4 The James J. McCaffrey suburban store 
in Haverford is now mentioned in ads, 
such as the one in the Bell Telephone 
Classified Directory of Philadelphia, along 
with the downtown store at 1001 Chestnut 
St. Conversely, purely local advertising 
such as that in the Main Line Times, 
primarily of value to the Haverford store, 
now also features the downtown store. 


4 At the January meeting of the’ Retail 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania held on Tuesday, 
January 18th, the entire group of officers 
were reinstated to serve another year. This 
is the first time the entire slate of officers 
were re-elected. President, again, is Samuel 
Kind, II, of S. Kind & Sons; first Vice 
President, is Francis Haggerty; Secretary 
is George A. Lyons of S. J. Lyons Co.; 
second Vice President is Miss Elaine 
Cooper of Fred J. Cooper, Inc.; Treasurer 
is Jack K. Green of Grossman’s Jewelers 
and General Counsel is Edwin S. Malmed. 


q Several jewelers, including William J. 
Glatz of 6435 Rising Sun Ave., participated 
in Lawndale Days, February 21st, 22nd and 
23rd. Each merchant cut prices on featured 
items to cost to help draw customers to 
this shopping section of Philadelphia. 
Lawndale Days are sponsored by the 
Lawndale Business Men’s Association. 








q Once again the R. E. Albright store, 
at 812 Chestnut St., is promoting silver- 
plating. This is a semi-annual, off-season 
event which brings dollar volume into the 
establishment without what Albright’s 
consider prestige-cutting side lines. 





Unique Valentine Promotions 
Used by Philadelphia Jewelers 


A variety of unique and individual sug- 
gestions for valentine gifts drew a com- 
fortable percentage of this holiday business 
into jewelry stores in this locality and 
pointed the way for similar promotions for 
future holidays. 


Kind’s of Chestnut St. at Broad ad- 
vertised: “Sterling and Sweets for your 
Valentine.” A sketch of a valentine sug- 
gestion illustrated this copy: “Attractive 
glass compote with sterling silver base, 
chock full of delicious candies. Available 
in two selections to make your gift more 
acceptable. A: 134 lbs. English Milady 
Toffee . . . $5.50; B: 2 lbs. Delicious 
Chocolates . . . $6.75.” This was a joint 
promotion and was so designated in ad- 
vertising: “Candies by Dairy Maid. These 
combinations also available at all Dairy 
Maid stores.” A coupon at the base of 
newspaper ads encouraged mail orders 
which, with telephone orders, were filled 
for an additional 50 cents service charge. 

Barr’s promoted a valentine-watch—one 
with a heart on the face. Copy was dra- 
matic: “Barr’s Exclusive Valentine Gift 
for Her!” (within a sketched heart) “New! 
Jeweled, Swiss Fashion Heart Beat Watch.” 
The heart was blown up and copy above 
it read: “She will see your heart beat 


19? 


every second of every day! 


“Valentines from Caldwell” were more 
conservative in appearance and their 
method of presentation; but hearts were 
still predominant. Two joined hearts of 
gold, a pearl heart-shaped pin and pendant, 
heart-shaped earrings of gold were among 
the nine items promoted in newspaper ad- 
vertising. 





INTERNATIONAL INTRODUCES 'FLAIR' AT N. Y. SHOWING 





The group of wholesalers shown here was snapped by the cameraman when they attended 

the New York showing of the new "Flair" pattern of 1847 Rogers Bros. division of Inter- 

national Silver Co. More than 140 wholesalers attended the event, which was held Janu- 

ary 17 at the Hotel Pierre. This gathering of local wholesalers to hear the story of the 

introduction and promotion of International's new pattern was one of several held in big 
cities from coast-to-coast during the month. 
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Cisspal Chia 
GLASS DISPLAY DOMES 


Individually Packaged for Safe 
and Easy Handling 


For Covering: Figurines, Clocks Objects D'Art, 
Wedding Cake Ornaments. Supplied with Wal- 
nut, Mahogany, or Black Wood Finished Bases. 


Zax 5”..$ 1.50 
x oe 


3 6 1.88 
34x 6’.. 2.13 
4x7°.. 23 
4 x8” 2.75 
& 22 2.75 
5 x9” 3.25 
5SYexit”.. 3.25 
6 x 8’.. 3.50 
6 xi0”.. 4.00 
6 xi2’.. 5.50 
6 xl4”’.. 5.75 
7 x 8’.. 5.75 
7 xft”.. 5.50 
8 xi0’’.. 5.75 
8 xi2”".. 6.50 
8 xi5”.. 8.50 
8 xI8’’.. 10.00 
8 x24”.. 13.50 
10 xf2”.. 8.25 
10 xI5”.. 9.75 
10 x20”.. 15.00 
ea 12 xi6’’.. 13.50 
WITHOUT BASE 13 x27"... 25.00 





FOR 400-DAY CLOCKS 

eo. Gi. Price O.D. H.T. Price 

7 ..-$2.00  %45%” o... Sh 
4%," x 72”... 2.38 *5¥2” Sw Oirecs & 
a" x 72”... 3.50 BS 6.66 & 
(with 1” hole at top) 73%4"" x 15”... 8.25 
4%." x 8” ... 2.38 ‘Machine Made 
All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
CYLINDER COMPANY 


7317 SOUTH CHICAGO AVE. 
CHICAGO 19, ILLINOIS 
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make 
Brand Names Day 


Red Letter Day 


DISPLAY 
ADVERTISE 
FEATURE 
BRANDED 
MERCHANDISE 





ON APRIL 13 


BRAND NAMES DAY 


A Good Brand 
ls Your Best Guarantee 


FREE write for special kit of mats, 
copy, radio scripts and publicity to help 
you tie-in with Brand Names Day. No 
charge. 


BRAND NAMES 
FOUNDATION, INC. 
e 37 West 57th St., New York 19, WN. Y. e 
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Sterling 
Hatware 


Inactive and Obsolete 


We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 











ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, aay type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 











ARISTO IMPORT CO., 


630 Fifth Ave Rockefeller Center New York 20, N. ¥ 











q The Arthur A. Everts Co. has begun the 
remodeling of its building located at 1615 
Main St., Dallas, Texas. President Myron 
Everts said the new store would include 
three large floors, a mezzanine and base- 
ment. It will include a special meeting 
room for the use of clubs and other groups. 
Moving date from the store’s temporary 
quarters is still several months off, Mr. 
Everts said. 





Baltimore-Washington News 


4 Latest available figures show Larry Beck 
as leader in the Baltimore Jewelers 
Bowling League with an average of 116.8. 
James Blucher of the Stieff Co. holds 
high single game at 159 while a tie exists 
for individual high three-game set between 
Robert Aldridge of Roberts Square Deal 
Jewelers and Burt Blum of Davids with 
scores of 406. The Stieff team has high 
single game of 611 and the three-game 
set record is held so far by the team 
representing Beck’s Jewelers. 

q@ Mr. and Mrs. Carmel Libercci of 
Libercci Jewelers, 2510 E. Monument St., 
Baltimore, vacationed in Florida during 
part of January and February. 

q@ Other Baltimore jewelers visiting in 
Miami Beach included Ben Miller of the 
National Wholesale Jewelry Co. and Albert 
Zablonsky of east Baltimore. 


THE SOUTH 









q Gabriel M. Bleakman, vice president of 
the U. S. Jewelry Co., Baltimore, has 
temporarily assumed the position of pregj. 
dent of the organization. He will retain 
that title during a pending transition of 
the wholesale establishment which was 
founded more than 25 years ago by the 
late Harry M. Baumohl. Sale of the firm 
is expected to be consummated shortly, 
4 Daniel Crone of S. & N. Katz, Ine, 
Baltimore, has been named chairman of 
the Jewelry Division by the Heart Ag. 
sociation of Maryland in its coming drive, 
4@ Several watches were taken by a thief 
who used a brick to break a plate glass 
display window of Castelberg’s Jewelry 
Store, Park Ave. and Lexington St., Balti. 
more, sometime during the morning of 
February 9. Thieves have smashed windows 
of this firm four times within the last 
six months. 

q Mr. and Mrs. Harold Prangley of Polly 
Starr Jewelers, Hamilton St., Hyattsville, 
Md., enjoyed a Bermuda vacation during 
February. 

4 Gemology information is offered by the 
City-Wide Division of the D. C. Recreation 
Department at the Roosevelt Center, 13th 
and Upshur Sts., Washington, D. C. Classes 
are conducted by Antonio Bonnano on 
Monday and Thursday evenings at 7:30 
POM: 





Tri-State Jewelers Make Plans 
For 'Liveliest' Convention Ever 


Plans are being formulated for the 
annual convention of the Tri-State Jewelers 
Association of Maryland, Delaware and 
the District of Columbia. This year Mary- 
land will be host to the group and the 
steering committee is determined to make 
this, the organization’s 41st convention, 
the liveliest ever. 


SAMUEL FRAYNE 


Serving as 
General 
Convention 
Chairman 








Tri-State jewelers are in for a real 
treat this year in Baltimore on Sunday 
and Monday, May 1 and 2. Big name 
entertainment, interesting and educational 
meetings, dances, banquets—these are but 
a few of the features to make the two-day 
confab a memorable one. Headquarters of 
this year’s convention will be the Emerson 
Hotel in Baltimore. 

Samuel Frayne, vice president and 
general manager of the seven Roberts 
Jewelry Stores in Baltimore, has been 








appointed general convention chairman, 
Heading various committees under Mr. 
Frayne are: Howard C. Heiss, assistant 
chairman; Richard Erlanger, program; 
James H. Levi, advisory; Harry Greene- 
baum, banquet; John H. Fetting, Jr, 
entertainment; Jacob M. Paul, reception; 
Jules Morstein, registration; Mrs. Elizabeth 
Justis, ladies’ reception, and Edward 
Kibler, speakers. 





Baltimore Jewelers Ass'n 
Completes Plans for Banquet 


Completed plans of the Jewelers As 
sociation of Baltimore assure a_ gala 
evening for those in attendance at its 27th 
annual meeting and dinner-dance. The 
event will be held March 9 in the main 
ballroom of the Emerson Hotel. 

A sumptuous roast beef dinner will be 
served and guests will be treated to top- 
flight entertainment featuring Paul Benson, 
“The Laff Auctioneer”, Frank Whitmore, 
noted baritone, Beverly Ann Welch and 
her marimba melodies, and Betty Gardner, 
tap dancer de luxe. Lou Becker’s orchestra 
and added vocalist will furnish music for 
the occasion. 

An extra feature will be the drawing 
for a 21-inch television set to be presented 
to a guest holding the lucky ticket. The 
nominating committee, headed by Edward 
Kibler, will present the slate of officers 
for the coming year during the business 
portion of the meeting. 

Jacob M. Paul is president of the 
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association and Richard Erlanger is in 
charge of the affair. 





Washington RJA Elects New 
Officers at Dinner-Meeting 


The Greater Washington Retail Jewelers 
Association held its annual dinner-meeting 
at the Hotel 2400, Washington, D. C., on 
Wednesday evening, February 23. 

Benjamin Blanken, chairman of the 
nominating committee, presented the fol- 
lowing slate of officers for the coming year: 
David Mann (Pentagon Jewelers), presi- 
dent; Donald Wolpe (Wolpe Jewelers), 
vice president; Mrs. Katherine Everhart 
(Everhart Jewelers), secretary, and 
William Runk (Grape & Co.), treasurer. 

Nominated to serve on the board of 
directors for a one-year term were: John 
E. Carey (Ross Stores) ; Charles Schwartz 
(Chas. Schwartz & Son); William Wright 
(Wright Jewelers), and Louis Nyberg 
(Car Jewelers). 

Directors whose present terms do not 
expire and who will remain in office are 
Cc. C. Anderson, George Simball, and 
Melvin Foer, immediate past president. 





Exhibitors of Top Lines 
Reserve Space at Atlanta Show 


“Judging by the number of space 
reservations already received, this year’s 
Atlanta Show of the Southern Jewelry 
Travelers Association will feature more 
diversified top lines than ever before,” 
according to Burly Sacks (Bristol Ring 
Co.), secretary-treasurer of the organiza- 
tion. 

“And,” he adds, “we’re also getting 
wonderful response from Southern jewelers 
to our first announcement. They too, it 
seems, appreciate the date change to 
August 28 through 31—in the best buying 
month of the year. 

“Especially enthusiastic are those small- 
town jewelers who seldom, if ever, get to 
see all the items in all the lines. That’s 
why they find it so profitable to come to 
the Atlanta Show, where they can see 
all the market has to offer at one time 
and place. 

“We’ve been perfecting plans that will 
make this year’s Atlanta Show not only 
the most profitable, to both exhibitors 
and jewelers, but the most enjoyable of 
all sectional shows.” 





Whiting and Blackinton 
Sales Force Meets in Meriden 


Sales and promotional plans for the 
spring season were outlined at the annual 
sales meeting of the Frank M. Whiting Co. 
and the W. & S. Blackinton Co. which was 
held recently in Meriden, Conn. 


The new designs and samples were 
greeted with a great deal of enthusiasm 
by the sales staff. 

Several additions to the sales force were 
announced at the meeting. Francis Griffin, 
Operating out of Los Angeles, will cover 
the west coast, and Julius Tussup will 


take over portions of the New England ter- 
ritory. 
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PERFECTION 
IN DESIGN 


Luxurie Introduces 
a Folding Gift Box 


for the most discriminating 


e CLEAN AND CRISP STYLING 
¢ SMOOTH, STRONG CONSTRUCTION 
e PERFECTED INSTANT SET-UP 


Here's the Folding Gift Box you've been 
looking for! There's elegance in its modern 
design . . . a distinctive NEW beauty that 
enhances the value of every customer's pur- 
chase. Sides and corners are straight, clean 
and sturdy, as shown. Yet Luxurie Folding 
Gift Boxes take less time, much less han- 
dling, and cut your overhead. There's no 










e CUTS WAREHOUSE SPACE 80% 
e CUTS COUNTER SPACE 80% 
e LOWEST ACTUAL COST 


de-nesting, for example; no running short 
of sizes at the counter. Prices are lower. 
And because Luxurie slashes BOX STORAGE 
SPACE 80%, you can take advantage of 
quantity prices. So this Spring, join the 
swing to modern gift packaging. Order the 
Special "Get Acquainted" assortment 5-1 
below. Or write for our free catalog I6-A. 


Luxurie Folding Gift Boxes are also made in a complete range 


of sizes in Embossed 


White Alligator. 





MONEY SAVING GET ACQUAINTED OFFER S-1 





HERE IS WHAT YOU GET 
Sizes Oty. Sizes 
32322 25/10 x2! x2 





3p x 3a x IV) 25/10!2 x 101A x 





4x4xIlh 1I5|\8x8x 6-1% 





MOST 
PROVE 3 Ls) PRE Oty. 
the beauty, 4 33 
distinction, 
and savings only $ 7 5 
of Luxurie . 
for yourself. 
Order this 
"Quantity Price" Chea. ich quality 
Assortment S-! of Gesign. Not solu 


Luxurie in Silver If you are not satis- 


factorily D & B rated, 


4x4x4 15\9x9 x 5-1%4 
5x5x2 15 |10x 8 x 8-1, 











Stripe today. please remit check 
with order. FOB 


5x5 x 34-14) 15 | 10! x 9% x 6-1! 








Baltimore, Md. 

















8 x 8x 3!/-13%4] Total 350 Boxes 





MARYLAND PAPER BOX CO. 


Leadenhall & Ostend Sts., Baltimore 30, Md. 


Jobbers: Write for information on 
the modern new Luxurie fine. 






















s. HEADQUARTERS 
ss) for Nationally 
Known Lines 


Now in our own building with Greater 
Facilities for Better Service 

SESSIONS WATERMAN EVANS 

US TIME 





SEMCA ace SCHICK 
TELECHRON HAYWARD WESTINGHOUSE 
INGRAHAM LATAUSCA DORMEYER 
VULCAIN REMINGTON OSTER 
ULYSSENARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Madison Street, Chicage 6, Illinois 








Want 
quality at 
a SAVINGS? 


then buy 


“SECURITY” MAINSPRINGS 


© QUALITY 
for ¢ FINE WORKMANSHIP 
e BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 
THE NEWALL MFG. CO. 


CHICAGO 2, ILLINOIS 














JEWELRY 
BUYER 


Well established top flight jewelry 
chain in Detroit has opening for 
jewelry buyer. Must have at least 
10 years experience and be capable 
of merchandising chain intelligently. 
Age 30 to 45. Highest salary and 
contract available. State history past 
10 years as to position held and earn- 
ings. Replies held in strictest con- 
fidence. 


Write Box No. "T., 1929" 
Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 











WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














———a 


Our work costs no more 


BECKER-HECKMAN. COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q The Chicago Jewelers’ Association was 
scheduled to hold its regular luncheon 
meeting on February 17 in the Palmer 
House. Featured on the program of the 
meeting was to be a sound color motion 
picture taken at the Kimberly Mines in 
Johnannesburg, Africa, by L. H. Metzger 
of Super-Cut, Inc., producers of industrial 
diamonds. This unusual film runs about 
one hour and depicts the expensive proc- 
esses involved in mining and cutting 
both gem and industrial diamonds. A 
striking comparison between former 
primitive methods and present-day methods 
is graphically presented by the movie. 

q The Jewelers’ Association of Greater 
Chicago was scheduled to hold its regular 
dinner meeting at the Standard Club on 
February 16. On the agenda was an open 
forum discussion on the excessive number 
of bankruptcies and unscrupulous adjust- 
ment bureaus, current with special atten- 
tion on how to avoid losses due to such 
fraudulent activities. Irving N. Chayken, 
president of the association, has stated his 
determination to inaugurate a more vigor- 
ous and progressive program of activities 
because, and we quote Irv, “the association 
is dying on its feet because of the lack 
of interest on the part of too many of its 
members.” 

q Robert Minuth, Boyden—Minuth Co., 29 
East Madison St., left on February 10 for 
a three or four week vacation in Mexico. 
q@ Mr. and Mrs. Maurie Schur, Van 
Schyndle, Inc., 36 S. State St. are planning 
a Miami Beach vacation. They expect to 
leave the windy city the latter part of 
March and hope to remain south for 
several weeks. 

q Pakula & Co., 218 S. Wabash Ave., have 
completed and are about to put into the 
mail this month an unusual promotion 
piece featuring jewelry for the younger 
set and aimed to increase the interest of 
teen-agers in correct jewelry accessories 
for their way of life and costumes. Jewelers 
who would like to receive copies of this 
flyer should write to the company. 

4 As part of its series of meetings covering 
various makes of watches, the [Illinois 
Watchmakers Association held its regular 
joint meeting with the Mid-West Chapter 
of the National Association of Watch & 
Clock Collectors on January 18 at the 
Blue Note. Subject of the dinner meeting 
was “The Hamilton Story” and a number 
of old Hamilton watches were brought in 
by members and aroused considerable 
interest. The next joint meeting of the 
two groups was scheduled for February 
15 at the Blue Note. The technical part 
of the meeting was to be a discussion of 
the “Bulova Automatic”, so we were 
informed by Herb Johnson, secretary. 

q Instead of his usual vacation in Florida 
around this time of the year, Leonard B. 
Lewy, Lewy & Goodman, Co., 29 E. 
Madison St., spent the time at the Meyer 
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House recuperating from a recent operation 

and getting a well-earned rest. 

q A most unusual prestige-building pro- 

motion was staged by C. D. Peacock, 

State and Monroe for the two-week period 

starting February 11. A fabulous display 

of gem sculptures carved from blue sap- 

phires and a vast assortment of other 

collector gems were arranged in the store, 

and a series of dignified advertisements 

in the Chicago newspapers invited the 

public to visit the store to examine the 

display. Although the display had been 

on view only a few days at the time this 

column was written, it has already at. 

tracted a tremendous number of visitors 

and had secured considerable press, radio 

and television publicity. 

q Florida sure does pull the Chicago 

jewelry industry down to its much 

advertised land of sunshine this time of 

the year. Just look at the list of Florida. 
bound or currently there folks in ou 
industry itemized in this column. And, 
very likely, there are many more we 
haven’t reported, too. 

q Mrs. Evelyn Sottmann, Matson’s, Inc, 
55 E. Washington St., is spending two 
weeks at Coral Gables, Fla. with friends, 
q Marc S. Goldsmith, Goldsmith Bros, 
Smelting & Refining Co., 1300 W. 59th St, 
and the Mrs. are planning to loaf the 
month of March in Sarasota, Fla. And 
Mr. and Mrs. Herbert J. Goldsmith are 
figuring on a month in Sanford, Fla. 

q Mr. & Mrs. Joseph Sachnoff and their 
family are touring Florida by automobile 
and will probably cover a lot of the Ever. 
glades State in the four weeks they will 
be gone. Joe is the watch buyer at May 
Jewelers, Inc., 340 S. State St. 

q The ultra-modern, new store now oc 
cupied by May Jewelers, Inc., (formerly 
at 23 W. Jackson) at 340 S. State St, 
is a source of considerable pride to the 
owners, Sam and Harry Geman. The 
larger quarters have made it possible for 
them to have a larger staff and to institute 
many outstanding innovations in retail 
store layout, design and facilities, among 
which are the new type, pull-down lamps 
over the diamond counters. 

q Irving Kernis, Norman Jewelers, Inc, 
6355 S. Halsted St., his wife and their 
daughter, are on a_ two-week vacation. 
Florida, of course,—Fort Lauderdale, to be 
specific. 

4 Carson Jewelers of Alton and Decatur, 
Ill., are planning to open a new store in 
Peoria. They hope to have the premises, 
which cover an area of 18’ x 100’, ready 
for business by the first of April. The new 
store is under the partnership of Norman 
Kernis and Harry L. England, both of 
Norman Jewelers, Inc., 6355 S. Halsted St. 
Chicago. 

q Ernest E. Macey, 29 E. Madison St, 
recently completed a remodeling of his 
offices which not only enhances them but 
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also greatly facilitates service to his 
customers. Mr. Macey, who has been in 
the jewelry field for the past 35 years, 
carries a line of fine platinum and diamond 
jewelry plus mountings and loose diamonds 
of every description. 





Stanley Hall Takes Over 
Lebanon (Ind.) Jewelry Store 


Dr. George L. Frank of Hall & Frank, 
jewelers at 106 North Lebanon St., 
Lebanon, Ind., announced January 26 that 
he is retiring from the jewelry business. 

Stanley Hall, who has been Dr. Frank’s 
partner for 26 years, has taken over full 
ownership of the firm which will continue 
to do business under the firm name of 
Hall & Frank. 

Dr. Frank, a graduate of the Bradley 
and North Illinois University of Ophthal- 
mology and Otology, bought out the George 
Spahr jewelry store in 1909 and started 
in business in Lebanon under the trade 
name of the George L. Frank Co. In 
1929 Stanley Hall, now sole owner of 
the jewelry firm, went to work for Dr. 
Frank after graduating from the Wis- 
consin Institute of Horology. A few years 
later he became Dr. Frank’s partner. 

In discussing his plans for the future, 
Dr. Frank stated he will continue his 
optical business at Hall & Frank. “My 





doctor told me to take it easy, so I’m 
only going to work from 2 to 5 daily, 
serving my old friends and customers,” 
he said. 


STANLEY HALL 


Takes Over 
Full Ownership 
of Hall & Frank, 

Lebanon, Ind. 





Mr. Hall said that store policies and 
personnel will remain the same under 
his management. 





Gem Calendar Offered Free 


The New England Diamond Corp., 
lapidaries at 43 W. 47th St., New York, 
are making a free offer of a highly inform- 
ative 1955 calendar to all _ interested 
jewelers. 

The colorful new lapidary calendar 
contains stone tables, birthstone _ lists, 
size charts, and other additional informa- 


tion on precious, semi-precious and syn- | 


thetic stones. 
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ROOSTER CHANTICLEERS ATTEND FESTIVE PARTY 


Present at the past chanticleer's dinner of the Golden Roosters of Chicago were, standing 
left to right: Robert P. Lieberman, Stein & Ellbogen Co.; Herbert Jacobs, Forstner Chain 
Corp.; Jack F. Casey, retired, formerly with Hampden Watch Co.; Leonard B. Lewy, Lewy 
& Goodman Co.; Herman J. Kramer, Lossau & Kramer, and Allan Pinero, LeStage’ Mfg. 
Co. Seated, left to right, are: Vincent J. Newman, Jewelers’ Board of Trade; Charles G. 
Brown, Stein & Ellbogen Co.; Alvin Lauschke, Handy & Harman; George Engelhard, 
National Jeweler; George L. Mason, McGreevy-Mason; W. H. McGreevy, McGreevy-Mason; 
Frederick M. Gottlieb, Frederick M. Gottlieb & Co., and Dave Newman, Joseph Hagn Co. 


Past chanticleers of the Golden Roosters 
of Chicago held their annual dinner at 
Adolph’s Restaurant on Thursday evening, 
February 10. Good fellowship and jollity 
reigned, and the entire group agreed that 
it was one of the most enjoyable dinners 
held by the past chanticleers. 

More than 400 members, their wives, 
and guests attended the Golden Roosters’ 
annual ladies’ night dinner-party and 











dance at the Bal Tabarin in the Sherman 
Hotel on February 12. Following the dinner, 
new officers were introduced and a check 
for $2000 was presented by the Roosters 
to aid a summer camp for underprivileged 
children. An outstanding program of pro- 
fessional entertainment was _ presented, 
followed by dancing long into the night. 
Each lady present received a Volupte 
carryall compact as a souvenir of the party. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 
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in beautiful green and 
golden colors of high bril- 
In various sizes at 
Write, 
wire or phone for further 
details. 

THEODORE MOED 


An Original Distributor 
10 West 47th St. 
New York 36, N. Y. 
JU 2-1994 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, til. 
Students may enroll at any time of the year 
























WRITE FOR OUR NEW CATALOG 
SPECIAL ORDER SPECIALISTS 


WENDELL 


55 EAST WASHINGTON STREET, CHICAGO 2 
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Will Ecker's Genuine Engraved 
3 Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


= Since 1913, the finest that can be made 
= and sold by leading jewelers from coast 
Fi —to coast. Distinctive order-taking sample 
= book furnished to jewelers who can qualify 

in cities where a dealership is vacant. 


Write today if you sell fine merchandise. 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
ST. LOUIS 1, MO. 





























REPAIR SERVICE TO THE TRADE 


FAST - DEPENDABLE - INEXPENSIVE 

for all modern and antique Watches, Clocks, 

Jewelry, Cameras, Binoculars, etc. — Request 

Trade Price List and Free Shipping Labels. 
SEND TRIAL ORDER 

MODERN TECHNICAL SUPPLY CO. 

Oept. 3KCK, 55 West 42nd St., New York 36, N. Y. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
325 E. Central Parkway, Cincinnati, Ohle 





| Inc.; 




















You Can Buy With Confidence From 


HARRY GREENWOLD, 


WALLENSTEIN-MAYER CO. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 








Write for our new 1955 Catalogue 
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4 Practically all local manufacturers’ and 
wholesalers’ salesmen are now in their 
territories, and their early reports indicate 
that January business was considerably 
in excess of the volume last year. It is 
further indicated that the retail jewelry 
business throughout the midwest and 
south will continue to be good during 
coming months, because of steady employ- 
ment at high wages and the outlook for 
but few, if any layoffs in all the major 
industries. 

q Joseph Haas has been elected president 
of A. Sauer & Co., manufacturers at 329 
E. Eighth St., succeeding Albert H. 
Sauer, who died last December 19. Mr. 
Haas has been with the firm for 30 years, 
and was its secretary and treasurer during 
the last several years. Edward Meier 
continues as vice president, and other 
new officers are Herman Nieberding, 
secretary; Mal D’Arcy, treasurer, and 
Edward Sauer, assistant secretary-treas- 
urer. 

q Al Kovac of the Flanagan-Kovac Co., 
wholesalers in the Enquirer Building, 
was convalescing nicely following surgery. 
@ Don Moore Jewelers, [nc., retailers, 
have moved from 429 Walnut St., to the 
Mercantile Library Building. 

q New sales representatives _ recently 
appointed in this area have included 
Harold H. Wegman for Chas. D. Briddell, 
Robert Nieman for the Jefferson 
Electric Co., and John Marcellus for 
Oneida Ltd. The latter replaced Theodore 
Atkinson, who was transferred to Colum- 
bus, Ohio. 

4 The Frank Herschede Co., retailers 
at 8 W. Fourth St., has instituted a 
comprehensive plan of life, accident and 
sickness insurance for its 45 employes, 
under which the company will pay more 
than 60 per cent of the cost, with employes 
paying the balance. It was said to be the 
first such comprehensive insurance program 
in any retail jewelry store in this state. 
q@ Mr. and Mrs. Charles E. Haberman 
of the Haberman Sales Co., wholesalers 
at 31 E. Fourth St., combined business 
with a Florida vacation in late January 
and early February. While they were 
away, burglars ransacked the company 
office, taking about $5,000 worth of 
jewelry and $178 in cash from a safe. 
q Robert Brown, son of George Brown 
of the Gerwe Brown Co., wholesalers at 
817 Main St., left recently on his first 
road trip as a company salesman. He had 
worked in the company office for several 
years before serving with the U. S. Coast 
Guard, from which he was _ honorably 
discharged several months ago. 

4 Two new sales representatives have 
been added to the staff of D. Jacobs 
Sons Co., wholesalers at 325 E. Central 
Parkway. Carrol Boullie is calling on 
local retailers, and Joseph Alberico is 
working out of Louisville, Ky. 

4 George Brown and Maury Gerwe of the 
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Gerwe Brown Co., wholesalers, and 
Edward L. Spitznagel and George Warren 
of Newstedt & Co., retailers, attended 
the recent annual dinner of the New York 
24 Karat Club. 

q Officials of Chic Leather Goods Co, 
were hosts for a very enjoyable dinner and 
party in Hotel Sheration-Gibson, attended 
by executives of the firm and _ business 
associates. About 80 were present. 

q Manual Weiff has been appointed sales 
manager for the Victor Corp., 205 East 
Sixth St., succeeding Aaron A. Austin, 
who resigned. Mr. Weiff has had wide 
experience in both the wholesale and 
retail jewelry fields. 

q Max Getz, widely known local retail 
jeweler, who died last July 23, left an 
estate valued at $1,995,049, according to 
an inventory filed in Probate Court here, 
The bulk of the estate was left to his 
widow and a number of relatives. 

4 George Brown and Maury Gerwe, Jr, 
of the Gerwe Brown Co., wholesalers, 
were vacationing at Fort Lauderdale, Fla., 
during early February. Company salesmen 
attended a recent meeting of International 
Silver Co. in Chicago, where new company 
lines were shown. 

q Thomas Braun of the E. & J. Swigart 
Co., jewelers’ supplies, 34 W. Sixth St. 
and son of Charles Braun, general man- 
ager of the firm, was married on February 
3. The bride was Miss Patricia Hall 
of Kingsport, Tenn. 

q Paul Schmidt, Michigan sales repre- 
sentative for A. G. Schwab & Sons, Inc., 
wholesalers at 229 E. Sixth St., had the 
pleasant distinction of becoming a grand- 
father twice in January. 

4 Charles K. Stern, vice president of the 
Harry Greenwold, Wallenstein-Mayer Co., 
wholesalers at 31 E. Fourth St., was 
vacationing with his wife in California 
during February. 

q Recent business visitors here have 
included Joseph Ziegler, Chicago diamond 
dealer, and Frank Whiting, of the 
Whiting & Davis Co., Plainville, Mass. 

4 Mr. and Mrs. Robert Faigle of Faigle 
Brothers, manufacturers at 12 E. Sixth 
St., spent several weeks during February 
in Florida. 





4 CORRECTION: Through an oversight 
on the part of the manufacturer, copy in 
the advertisement of the B. David Co. 
on page 203 of the February issue said 
the pin shown was “actual size.” This 
was in error as the pin was illustrated 
about twice actual size to show detail. 





Litwin Named President of 
Cincinnati Jewelers’ Group 


Max Litwin, secretary-treasurer of Lit- 
win & Sons, Inc., manufacturers, was 
elected president of the Cincinnati Whole- 
sale and Manufacturing Jewelers Associa- 
tion at a recent meeting of directors in the 
Cincinnati Club. He succeeds Sam Silver- 
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man, president of S. Silverman Co., Inc., 
wholesalers. 

Other new officers for the current year 
are: Vice-President, Cherrington L. Fisher, 
vice-president of the Harry Greenwold, 
Wallenstein-Mayer Co., wholesalers; Sec- 
retary, Julius D. Jacobs, Jr., vice-president 
of D. Jacobs Sons Co., wholesalers; and 
Treasurer, James Heldman, secretary of 
A. G. Schwab & Sons, Inc., wholesalers. 

Eleven association directors were elected 
unanimously at an annual dinner-meeting 
on January 19 in the Cincinnati Club. 
They are: Charles E. Haberman, Haber- 
man Sales Co., wholesalers; Robert Henge- 
hold, Rosfelder Brothers & Co., manufac- 
turers; Jack Gerwe, the Gerwe Brown Co., 
wholesalers; Eugene Swigart, E. & J. 
Swigart Co., jewelers’ supplies; Walter 
Miller, Miller Brothers Watch Strap Mfg. 
Co.: A. V. Stegeman, Gruen Watch Co.; 
Joseph Haas, A. Sauer & Co., manufac- 
turers. and Messrs. Litwin, Fisher, Jacobs 
and Heldman. 

Advisory members of the board are the 
three immediate past presidents Charles K. 
Stern, the Harry Greenwold, Wallenstein- 
Mayer Co.; J. Paul Knight, J. P. Knight 
Co., wholesalers, and Mr. Silverman. 

Members of the nominating committee 
were Herbert C. Schwab, chairman; George 
Brown, J. Paul Knight, Charles K. Stern 
and Clarence Loeb. 

In his annual report, submitted at the 
annual meeting, President Silverman re- 
viewed association activities during the 








last year, and outlined several minor 
changes and clarifications in the constitu- 
tion and by-laws. These had been made 
by a committee headed by Eugene Swigart, 
previously approved by the directors, and 
finally approved by the members present. 

President Silverman paid tribute to a 
number of members who had participated 
actively in the association program last 
year, and a rising vote of thanks was ac- 
corded Clarence Loeb of Litwin & Sons, 
Inc., for his many years of service as 
chairman of the entertainment committee. 





MAX LITWIN 


New President 
of Cincinnati 
Wholesale and 
Manufacturing 
Jewelers 
Association 


The elaborate buffet dinner was pre- 
ceeded with a cocktail hour and smorgas- 
brod, and the principal speaker, following 
the business session, was Sid Gillman, then 
head coach of the football team of the 
University of Cincinnati. He related 
numerous amusing incidents in connection 
with his coaching activities, and showed 
several reels of films of a UC football game 
last fall. 














An organization of employers was formed January 28 to promote more extensive rehabilita- 

tion and employment to the nation's two million people who are jobless because of physical 

handicaps. Speakers at the organization meeting include (left to right, standing): General 

Omar Bradley; Harvey Higley, Administrator of Veterans Affairs; Major-General Melvin 

J. Maas and Arde Bulova, shown watching disabled veterans Don Reukauf and Selig 
Boshnack demonstrate their skill as watch repairmen. 


An organization of employers was formed 
January 28 to promote more extensive re- 
habilitation and employment of the na- 
tion’s two million people who are jobless 
because of physical handicaps. The group 
met at the invitation of Arde Bulova, 
chairman of the employer division of the 
President’s Committee on Employment of 
the Physically Handicapped. 

Speaking to more than 100 business 
leaders and government officials, Major 
General Melvin J. Maas, chairman of the 
President’s Committee on Employment of 
the Physically Handicapped, suggested 
that the nation’s employers develop per- 
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sonnel policies to encourage employment 
of handicapped persons, and enlist the help 
of medical departments in finding the right 
job for the handicapped worker. 

Other speakers at the organizational 
meeting, which was held at the main plant 
of the Bulova Watch Co., Bulova Park, 
Flushing, N. Y., included General Omar 
Bradley, board chairman of Bulova Re- 
search and Development Laboratories; Hon. 
Harvey Higley, Administrator of Veterans’ 
Affairs, and Arde Bulova, chairman of 
Bulova Watch Co. and chairman of the 
newly-formed Employer Sub-Committee. 





RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


Let us look at 
the record 
Recent Sales Conducted: 


Ovington’s, 5th Ave., N.Y.C. 
Rubins, Miami, Florida 
Harry Levinsons, 
Youngstown, Ohio 


Webers, Meriden, Conn. 
and many others 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR— 
PLUS—FOR YOUR STOCK 


We will advance any money needed to 
conduct your sale. 





























Your reputation will be guarded. 


You will have a more popular store when 
sale is over. 


Your business will be permanently in- 
creased. 


We will interview you at our expense 
without obligation to you. 


Remember our earnings depend upon the 
success of your sale. 


We specialize in buying stores for cash. 


WRITE — WIRE — PHONE 


COLMES BRILL 


AUCTIONEERS 


15 West 47th St., New York City 
JUdson 6-2334 
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THE NATIONAL SOCIETY FOR 
CRIPPLED CHILDREN AND ADULTS, INC. 
11 S$. LASALLE STREET, CHICAGO 3, ILL. 
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GEORGE C. HOUSTON 


National Distributor of 


"LINDE" STAR 
Man-Made 
SAPPHIRES and RUBIES 


Wide selection in stock for 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 S. Hill St. Los Angeles 13, Calif. 











EXQUISITE RELIGIOUS MEDALS 


Beautifully wrought and 
sculptured in Sterling 
Silver and 14kt Gold. 
Over 100 numbers car- 
ried in stock for im- 
mediate shipment. ff 
Sterling priced from 
$1.50 to $7.50, Key- 
stone. Complete cata- 
log and information on 
request. 


THE BROTHERS CoO. 


1707 Berkeley St. Santa Monica, Calif. 














_ DESERTGEM" 


Jewelry 










by 
Paul Klepa 


The multicolor asst. gems on this bracelet are FREE 
FORM genuine semi-precious polished nuggets In 
natural shapes, assembled in this new smart jewelry 
line. #102C Gold Filled $9.00 Keystone. 


KLEPA ARTS 


8628 Melrose Ave. Los Angeles 46, Calif. 














Ask For 


Superior 


bdo] 


Best for Watches and Clocks 
MYelite[Nelge| 
Your Work 


Wm. F. Mye, Inc... New Bedford, Mass. 











Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 
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¢ Max Strasburg, Los Angeles retailer, was 
recently accorded the honor of being made 
a life member of the Masquer’s Club—the 
only layman ever voted membership in this 
theatrical group. 

4 Merrill Fitzjohn, jeweler of Temple City, 
Calif., was elected to the Chamber of Com- 
merce board of directors for a three-year 
term. 

4 Martin Thomas, president of the Cali- 
fornia Retail Jewelers Association, reports 
that tentative plans were being laid for a 
series of district meetings. The first tour 
will include Executive Secretary Robert 
Seamans, Robert B. Westover of the Watch- 
makers of Switzerland, and Thomas F. 
Burke of Tom Burke & Associates. Mr. 
Burke is considered one of the foremost 
men in the field of interior store and 
window displays. 

¢ The Marshall Jewelers Supply Co. has 
purchased the Los Angeles office of the 
C. & E. Marshall Co., 448 S. Hill St. The 
Marshall Jewelers Supply Co. is owned 
and operated by Saul L. Marvil, Sol S. 
Zamek, and Marvin Zamek. 

4 The Ball Co. of California, 610 S. Broad- 
way, Los Angeles, announced the appoint- 
ment of Leonard Bergstram as buyer of 
silver and clocks. Mr. Bergstram was 
formerly the silver and clock buyer for 
A. I. Hall & Son. 

4 Herbert Koppel, formerly in the retail 
business in Canoga Park, joined the staff 
of The Ball Co. of California, replacing 
Francis Schmitt, covering the San Fernando 
Valley and Coast territory north to San 
Luis Obispo. 

q Francis Schmitt left The Ball Co. of 
California to enter the retail business in 
the San Fernando Valley. He has pur- 
chased the F. C. Marshall Jewelry Store. 
4 Eddie Endman and Herman Siegel of 
The 24 Karat Club of Southern California 
attended the New York 24 Karat Club’s 
annual dinner. 

q Rumors are that Max Wolman, who re- 
tired January 3 from the firm of Philip 
Wolman and Co., will be back in the whole- 
sale jewelry business shortly. Immediate 
past-president of the 24 Karat Club of 
Southern California, Mr. Wolman is af- 
filiated with many civic, charitable and 
trade activities. He has been associated 
with the firm of Philip Wolman & Co. 
since 1937. 

@ Daniel Bennett, diamond broker at 220 
W. Fifth St., Los Angeles, planned to 
leave Los Angeles February 10, sailing 
from New York February 28 for Spain. 
After 32 years in the diamond business, 
he decided to take a well deserved vaca- 
tion and move to Spain where he intends 
to live on the Island of Marjoca, off the 
coast of Barcelona. Mr. Bennett was with 
the Harry Winston Co. for many years, 
coming to California in 1944 to take over 
the California office. In 1950 he went into 
business for himself. Although Mr. Ben- 
nett has chosen Spain for his home dur- 
ing this vacation period, he plans to re- 
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turn to Los Angeles in the future ang 
possibly reenter the diamond business, He 
hopes his many friends will visit him jf 
they ever take a trip to Spain. He may 
be reached through the American Express 
Co. in either Barcelona or Palma on the 
Marjoca Islands. 

q Robert Lindemann, Lindemann Jewelry 
Co., 233 Post St., San Francisco, was re. 
cently elected co-ordinating vice-president 
of the San Francisco Junior Chamber of 
Commerce for 1955. 

q.S. H. Friend, diamond importers and 
wholesalers, 657 Mission St., San Francisco, 
reported that Sidney Reis, well known in 
local jewelry circles, has joined the firm 
as a member of the office staff. Henry 
Landsberger, who has been with the firm 
for the past 25 years, and who called on 
the trade in the San Francisco Bay Area, 
is going into semi-retirement. Mr. Lands- 
berger will continue to spend some time in 
the office. 

4 Bob Rosen has joined the firm of Clyde 
J. Schoenfeld & Son, wholesale jewelers, 
San Francisco, covering the San Francisco 
Bay Area and the north coast run to 
Eureka. 

q M. Schussler & Co., 657 Mission St., San 
Francisco, pioneer Pacific Coast wholesale 
jewelry firm, retired from business after 
72 years of service to the trade. In an- 
nouncing the retirement, the firm stated: 
“We take this opportunity of thanking our 
many friends for all the courtesies and con- 
sideration shown us throughout the years.” 
q Two personnel changes were made 
recently by the Gomez Mfg. Co. of San 
Francisco. Herbert Moore has been named 
as sales representative in the Pacific 
Northwest. He replaces Frank Guerena, 
who now becomes office manager in San 
Francisco. 

q Jack S. Lasher has purchased the Pacifle 
Watch Attachments Co. and moved the 
business to 1409 S. Bedford St., Los 
Angeles. 

q Members of the Golden Nuggets who 
live in Southern California met recently 
and made plans for the part their organiza- 
tion will play in the coming convention 
of the California Retail Jewelers Associa- 
tion which will be held at the Sheraton- 
Palace Hotel, San Francisco, April 17-19. 
According to the association’s president, 
Hans Bagge of Los Angeles, his group 
will play host at a cocktail. party just 
prior to the convention banquet and will 
bestow upon someone in attendance @ 
1% carat diamond and a mink stole. 

4 Glamour Vanities of Providence, R. I. 
has announced that they are now repre 
sented in the 11 West Coast states by 
Rheba Sales Co., 1057 Mission St., San 
Francisco. For the convenience of 
Glamour’s customers, the Rheba Sales Co. 
will stock and sell the complete line of 
Glamour merchandise. 

4 James Jewelers is the new name for the 
Hurst Jewelry Store at 606 S. Myrtle Ave., 
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Monrovia, Calif., which was purchased 
recently by Grafton Wiseman. Since its 
purchase, the establishment has been 
completely remodeled. 

4 Clifford Lee, who for the past five years 
operated Lee’s Jewelry Store in North 
Hollywood, Calif. moved recently to 
Modesto where he has opened a shop under 
the trade name of Lee’s Gifts and Jewelry. 
4 Lawrence and Emil Zielke, who for 
the past 28 years have operated Crown 
City Jewelers at 100 E. Colorado St., 
Pasadena, Calif., moved recently to new 
downstairs quarters at the same location. 
4 Edward Elefant & Co., wholesale jewelers 
formerly at 704 Market St., moved recently 
to new and larger quarters at 657 Mission 
St., San Francisco. At their new location, 
the firm has three times the floor space 
they had at their former quarters. 

4 Ted Zimmer, who for the past 35 years 
has been in the gem cutting business, 
recently bought Wuerker’s Jewelers at 
649 S. Olive St., Los Angeles, one of the 
oldest jewelry stores in that city. 

q Ralph J. Aiken, prominent jeweler of 
Los Angeles, has bought the Hawkins 
Jewelry Store in Downey, Calif., and has 
changed the name of the establishment 
to Aiken’s Jewelry. Mr. Aiken has been 
in the retail jewelry business in Los 
Angeles for the past 18 years. His shop 
is located at 6216 S. Vermont Ave. 


E. W. Reynolds Co. Announces 
Change in Merchandising Policy 


A change in the merchandising policy 
of the E. W. Reynolds Co., wholesale 
jewelers with headquarters in Los Angeles, 
was announced recently by Walter Butler, 
Sr., president 

The firm has adopted a merchandising 
plan at its Los Angeles offices which was 
tried on an experimental basis in their 
Phoenix branch. Under this plan, mer- 
chandise is displayed in plain sight on 
counters rather than in showcases, and 
salesmen no longer confine their selling 
to specialties. 

This new merchandising innovation does 
away with the departmentized plan of 
operation. Reynolds’ salesmen now serve 
their clients in all departments, thus 
saving customers a considerable amount 
of time and effort. This same method of 
operation is now in effect in Reynolds’ 
branches in San Francisco and Honolulu. 

Mr. Butler stated that a central mer- 
chandising control system, with all buying 
done in Los Angeles, has also been worked 
out. He pointed out that there has been 
no change in the executive management 
of the company. 





Film on "Quality Selling’ 
Highlights 24-K Club Meeting 


The February meeting of the Jewelers 
24 Karat Club of Southern California 
was held Tuesday evening, February 8, 
at the Ambassador Hotel, Los Angeles. 
After dinner, a 16mm sound motion pic- 
ture was shown entitled “How To Sell 
Quality,” based on a best-selling booklet 
by J. C. Aspley of the Dartnell Corp. 
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The film shows salesmen’s, dealers and 
distributors’ time-tested techniques for 
selling quality against price competition, 
dramatizing the fact that a quality product 
or service has everything in its favor— 
including the price. Each member also 
received a copy of Aspley’s 64-page book- 
let for use as a working guide. 

Max Strasburg was program chairman 
at the meeting. The attendance prize 
was set at a $25 bond since the January 
attendance prize was won by Harry Bloom 
—a total of $125. 





Kalamazoo (Mich.) Jewelers 
Re-elect Miller President 


Morris Miller of the Fern-Miller Jewelry 
Store, was re-elected president of the 
Kalamazoo Jewelers Association at a 
meeting held January 13 at the Columbia 
Hotel, Kalamazoo, Mich. 

Other officers elected were: Richard 
Venner, secretary-treasurer; Ellis Becker 
and Marion D. Ellis, directors, and 
Walter Hamilton, chairman of the sick 
committee. 

Walter Hamilton was made an honorary 
life member and was presented with a 
plaque in recognition of 49 years service 
to the organization. Methods of meeting 
catalog and discount house competition 
were discussed. 





Syracuse Jewelers Elect Mintel 


W. K. Mintel was elected president of 
the Syracuse Retail Jewelers Association 
at a recent dinner meeting in Syracuse, 
Nz ¥. Other new officers are: Harold 
Greenstein, first vice president; Gene 
Murfitt, second vice president; Charles 
E. Sawyer, secretary, and Earl Roth, 
treasurer. Walter C. Breh is retiring 
president. 





New Las Vegas (Nev.) Store 
Remains Open Until Two A. M. 






Formerly of Paris, France, Yola De 
Lavaud (shown above) is the manager of 
Jimmy Mann’s Jewel Shop, which opened 
recently in the lobby of the Hotel Thunder- 
bird on the Las Vegas Strip. 

Miss De Lavaud, who has been in the 
United States 11 years, formerly was with 
the Desert Inn (Hotel) Gift Shop, also on 
the Las Vegas Strip, where the resort hotels 
are located. 

One of the odd features about the Jewel 
Shop is that its stays open until two A.M. 
every morning to cater to entertainers and 
hotel guests. 




















“Honor,” said a great author, “is like 
@ precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH-RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP-SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 1932-3 
FOUND IN OUR BOOKLET. 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
YEAR OF 1955 MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY- 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND FIX- 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL- 
TIME HIGH ACCORDING TO LEAD- 
ING ECONOMISTS. 


WRITE FOR A LIST OF 1954 
COMPLETE CLOSE-OUTS OF 
STOCKS & FIXTURES 


“There never,” writes Bob Reneau of 
Alva, Oklahoma, “was a moment of 
worry after I met and placed my liqui- 
dation in the hands of Thomas J. 
Faussett. He is a most honorable man, 
fair minded, co-operative with the 
jeweler, in fact he is the best! There 
are no words intense enough to express 
my deep appreciation for his services. 
Wait for him, if you are going out of 
business, even for a year.” 


WE SPECIALIZE IN COMPLETE 
CLOSE OUT SALES OF STOCKS & 
FIXTURES. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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HAVILAND CHINA 


exerts a strong selling influence 
SS 


montmery 7” 


A HAVILAND FRANCE design 
with the “Haviland Look” 
that has established a 
Lifetime Pattern for Sales 


Haviland & C° 


SE Ce Ce 8 8 TF & 


270 PARK AVENUE, NEW YORK 17, N. Y. 








Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 




















MADDOCK & MILLER, 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 


INC. 











DECORATIVE 
MARY RYAN ACCESSORIES 
FURNITURE 


GIFT AND ART 
NOVELTIES 


New York 
Chicago 


225 Fifth Avenue, 
Merchandise Mart, 
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March 


4-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

6-10—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

6-10—Parker House Gift Show, Parker 
House, Boston, Mass. 

7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

9—Jewelers Association of Baltimore, 
Annual Dinner-Dance, Emerson Hotel, 
Baltimore, Md. 

13-15—Heart of America Gift Show and 
Merchandise Fair, Continental Hotel, Kan- 
sas City, Mo. 

13-16—Cincinnati Gift Show, Netherland 
Plaza, Cincinnati, Ohio. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-22—St. Louis Gift Show and Mer- 
chandise Fair, Statler Hotel, St. Louis, Mo. 

20-23—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

20-23—Pittsburgh Gift Show, 
Penn, Pittsburgh, Pa. 

26-28—Kansas Retail Jewelers Associa- 
tion, 42nd Annual Convention, Lassen 
Hotel, Wichita, Kan. 

27-28—Indiana Jewelers Association, An- 
nual Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

27-29—Salt Lake City Gift Show and 
Merchandise Fair, Hotel Utah, Salt Lake 
City, Utah. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

27-30—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 


William 


April 

3-5—American Gem Society, Annual 
Conclave, Hotel Statler, Boston, Mass. 

3-5—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wis. 

3-5—Georgia Retail Jewelers Associa- 
tion, Annual Convention, General Ogle- 
thorpe Hotel, Savannah, Ga. 

13—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

17-19—California Retail Jewelers Asso- 
ciation, Annual Convention, Sheraton- 
Palace Hotel, San Francisco, Calif. 

24—North Dakota Retail Jewelers Asso- 
ciation, Annual Convention, Grand Forks, 
N. D. 

24-25—Pennsylvania Retail Jewelers 
Association, Annual Convention, Hotel 
Bethlehem, Bethlehem, Pa. 

30—Diamond Peacock Club, Annual 
Dinner-Dance, Hotel Somerset, Boston, 
Mass. 


30-May 1—Arkansas Retail 
Association, Annual Convention, 
Marion, Little Rock, Ark. 


May 


1-2—Maryland-Delaware-District of Col. 
umbia Jewelers Association, 41st Annual 
Convention, Emerson Hotel, Baltimore, Md, 
1-13—United Jewelry Show (For Whole. 
salers Only), Sheraton-Biltmore Hotel, 
Providence, R. I. 
14-18—First Foreign Trade Exposition, 
Shrine Exposition Hall, Los Angeles, Calif. 
15-19—New York International Trade 
Fair, 25th Street Armory, New York, N, Y, 
29-31—Watch Material Distributors As. 
sociation of America, 9th Annual Conven- 
tion, Fairmont Hotel, San Francisco, Calif. 


Jewelers 


Hote} 


June 


1-3—National Wholesale Jewelers Assgo- 
ciation, 48th Annual Convention, Edge- 
water Beach Hotel, Chicago, IIl. 

26-27—New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 


24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Ill. 

24-27—New Orleans Gift Show, Roose- 
velt Hotel, New Orleans, La. 


August 


14-18—American National Retail 
Jewelers Association, 50th Annual 
Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 

21-26—Third International Gift & Fancy 
Goods Show, Hotel Astor, New York. 

28-31—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 


September 


11—Retail Jewelers Association of Mis- 
souri, Annual Convention, Jefferson City, 
Mo. 

18-19—Iowa Retail Jewelers Association, 
Annual Convention, Des Moines, Ia. 

25-28—Miami Beach Gift & Jewelry 
Show, DeLido Hotel, Miami Beach, Fla. 


October 


15-16—Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 


Toms River Store at New Site 


Ross Jewelers is the new name for a 
Toms River, N. J., store that was known 
formerly as Mirvel Jewelers. In addition 
to changing its name, the store also moved 
recently from its former location at 203 
Main St., to new quarters at 11 Wash- 
ington St. 

















CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, H. Y. 
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San Francisco hosts for the annual convention of the Watch Material Distributors Associa- 
tion are, left to right: Edward Endman (Nordman & Aurich; Pacific Jewelers Supply Co.); 





April 13" 


YOUR 
Red Letter Day 


it is 





the day 


Ted Greenfield (Fried & Field Co.); Romain Ringham (E. W. Reynolds Co.); Mrs. Betty to feature 


Saunders (Williams & Petersen); Gene Siekert (E. W. Reynolds Co.), and Dave Fried 


(Fried & Field Co.). The photo was taken January 20 in San Francisco when Mr. Endman BRANDS 


reported on the recent WMDA directors’ meeting. 


San Francisco members of the Watch 
Material Distributors Association of Amer- 
ica were given a report January 20 on 
plans made to date for that organization’s 
annual convention. The report was made 
by Edward Endman, vice president of the 
WMDA, upon his return from a directors’ 
meeting held January 14 and 15 at the 
Hotel Statler, New York. He delivered a 
similar report the following week in Los 
Angeles. 

In both reports, Mr. Endman_ briefly 
outlined the activities of the directors’ 
meeting, which included the proposed new 
WMDA constitution and the new “univer- 
sal catalog.” He also briefed the two 
groups on plans for this year’s convention 
which will be held for the first time on 
the Pacific Coast. The dates are May 
29-31, inclusive; the place, the Fairmont 
Hotel, San Francisco. 

Mr. Endman, associated with Pacific 
Jewelers Supply Co., Los Angeles, and 
Nordman & Aurich, San Francisco, is 
serving as chairman of the reception and 





Basel Again Chosen as Site 
For Annual Swiss Watch Fair 


One of the most comprehensive sections 
of the Swiss Industries Fair in Basel, 
Switzerland, is the professional group em- 
bracing the watchmaking industry. 

This group occupies a position within the 
framework of the Swiss Industries Fair be- 
cause it is a display which is organized 
by the watchmaking industry itself and 
has been governed by its own regulations 
since 1931, thus making it a kind of fair 
within a fair. It is as such that it will be 
organized once again for the 25th time from 
April 16 to 26. 


When the special group embracing 
watches and jewelry, which had existed 
from the beginning of the Swiss Industries 
Fair in 1917, was transformed in 1931 into 
the Swiss Watch Fair, some 32 exhibitors 
were gathered in a small pavilion in hall 1. 
Today this exhibit does not only take up 
the entire hall 1, but a large part of hall 
2 in addition. It comprised last year 150 
manufacturers of watches and about 50 


firms connected with the watchmaking in- 
dustry. 


FOR MARCH, 1955 





BRANDS 
program committee for the San Francisco 
convention of WMDA. 8 k A N D S$ 


Dave Fried (Fried & Field Co.), San 
Francisco, is in charge of hotel reserva- 
tions; Mrs. Betty Saunders (Williams & A Good Brand 
Petersen), San Francisco, ladies’ enter- Is Your Best Guarantee 
tainment; and Gene Siekert (E. W. Rey- FREE w ‘ — 

eo . rite for special kit o 
nolds Co.), San Francisco, a special bus | mats, come, cade cate oad 


tour of the San Francisco Bay Area. publicity to help you tie-in with 
| Brand Names Day. No charge. 





William Swartman (Gemex Co.), gen- 


eral convention chairman, plans a trip to BRAND NAMES 


San Francisco in advance of the meeting 


to complete final arrangements, Mr. End- FOUNDATION, INC. 
37 West 57th St., New York 19, W. Y. 


man stated. 
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profits for more jewelers 
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‘Rocket Cylinder’ Crystals. Each crystal is pre- 
cision molded of extra-heavy Lucite, with SUC’s 
tapered side wall, accurately sized to fit bezel 
Withstand filing, unbreakable, non-inflamma 
ble, will never discolor or shrink, will retain 
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all ranges and sizes 


MAgarverggioa as a} 


CRYSTALS 


WATERPROOFS + ROUNDS ~ FACETS 


CYLINDERS + FLAT TOPS - GABLES 


Ask for complete catalog 


of over 1820 crystal sizes 


STANDARD UNBREAKABLE WATCH CRYSTALS, INC 
123 East 144th Street 
New York 51,N.Y 








Jewelry Makiné 


For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part ViI—Jewelry Objects and Their Construction 


(Conclusion ) 


Haro COPPER or spring sterling silver 
should be used for tie clips since annealed copper and 
silver are too soft and haven't sufficient spring to main- 
tain their shape. The required metal thickness depends 
upon the type of clip being made. In general, 18-gauge 
metal, 4 in. to % in. wide, is ideal for all clips but the 
cut-out monogram and twisted ones, which require 
16-gauge metal, % in. to % in. wide. A good length 
for the metal is 544 in. and in schools where a foot 
squaring shear is available, it is best to buy the metal 
that long and then cut it to the required width. 





Tie Clip Bending Procedure 
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Fig. 22—Tie clip bending procedure. 


The metal can be bent to form the clip as follows: 
(1) place the metal between the jaws of a vise or two 
pieces of angle iron and bend to a right angle as shown 
in Figure 22. (2) Again in the vise, bend metal back 
30 degrees at position shown and then bend up end of 
the metal with round nose pliers. (3) Place metal on 
flat surface and continue bending process with the aid 
of a round nose plier. (4) Finally, form the completed 
clip shape by squeezing the metal slightly in the vise 
until it assumes the shape shown in the diagram. Note 
that the clip is a little narrower at A-A than it is at B-B. 
The reason for this is simple: when the clip is inserted 
into the tie and shirt, an allowance must be made for 
the thickness of the fabrics. 

A word of caution: it is best to heat spring sterling 
silver to a very light brown only where the right angle 
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bend is to be made in order to anneal it slightly; other. 
wise it may break as it is being bent. Soft solder all 
parts to the clip after it has been bent. 


CHAINS AND CHAIN MAKING 


The links for most chains are formed by first wrapping 
wire of the required thickness around a rod or mandrel 
and then cutting across the formed coiled wire with a 
jeweler’s saw in order to get individual links. The shape 
and diameter of the rod or mandrel should correspond 
to the shape and inside diameter of the required link. 


The wire can be wrapped around the mandrel by hand 
or the mandrel and one end of the wire can be placed 
in the chuck of a hand drill and the wire can be wrapped 
quickly by turning the hand drill. 

Heavy (9 gauge) links suitable for identification 
bracelets are formed around a 1 in. rod with a slot on 
one end; the other end of the rod can be formed into a 
handle or it can be held in the jaws of a wood worker's 
brace. The rod is squeezed between two soft pieces of 
wood held in a vise so that it can be turned easily with- 
out slipping. The wire is placed in the slot in the rod 
and formed by turning the rod. 


When elliptical links are desired, it is best to wrap one 
or two layers of paper around the elliptical mandrel first 
and then to wrap the wire. After the wire has been 
formed, burn the paper off with a torch and thus the 
wire can be removed easily. 


Hold the coiled wire by hand against the bench pin 
and cut down one side with the jeweler’s saw (0/2 
blade) to form individual links. A rod may be inserted 
part way up the coiled wire and moved down as the 
cutting proceeds to facilitate holding the wire. Heavy 
links can be cut by placing the coiled wire in a vise. 

The links are closed by first squeezing each one indi- 
vidually with a plier in order to eliminate the gap 
created by the jeweler’s saw. Then with two pliers, the 
link is twisted sidewards to complete the closing oper- 
ation. One half of the links are closed and then soldered 
individually. 

The soldering and assembling process is compara- 
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Mr. Leland CI Upp of Lafayette, 
Ind., writes, ‘‘We are very 
happy with results from our 
WatchMaster. Additional 
watch repairs and EXTRA 
profit from better prices have 
paid for it at least once each 
year since using it.” 


American Time Products, Inc., 
580 Fifth Ave., New York 36, 


Gentlemen, 


Please arrange for a demon- 
stration of the WatchMaster 
at my bench so that | may 
judge for myself just how 
quickly it will pay for itself 
out of EXTRA PROFIT. 


Still paying for itself EVERY year 


Users’ letters shoot from different angles: — 
greater working advantages...clarity and 
dependability of watch records... economical 
operation... long life... But, no matter how 
you add it up, for real value, it’s the — 





It out-sells all other watch-timing machines 
combined. There must be a reason. 


There is! It’s the BEST 


NAME _ 





STORE 





ADDRESS 





CITY 





STATE 











tively easy. As many as possible of the closed links are 
lined up on an asbestos or charcoal soldering block with 
the seam to be soldered furthest away. Flux and solder 
is applied to each seam and then the link is heated until 
the solder melts. Often it is easier to apply the solder 
by means of a poker. For silver chains, low melting 
silver solder will do except for chains that are to be 
twisted, which require medium melting solder. The 
proper gold karat solder should be used for gold chains. 
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Fig. 23—Manufactured findings. |. ear wire; 2. bracelet 
clasp; 3. spring ring; 4. cuff link back; 5. sister hook; 6. 
swizel; 7. safety catch; 8. joint; 9. pintong. 


Manufactured clasps, catches, and other findings (see 
Figure 23) are comparatively inexpensive and well made. 
It is the intent here to explain how simple and more 
complex clasps and catches can be constructed for hand- 
made jewelry. 

For a simple ear clasp, a piece of 20-gauge metal, 
hammered slightly to harden, 3/16 in. wide is bent. The 
clasp is soft soldered to the earring. This actually makes 
a simple but practical and comfortable clasp that is 
worth trying. 

Simple catch for link bracelets requires 18 or 20-gauge 
metal. The width of the catch should be slightly less 
than the length of the slot in the bracelet. 

The box clasp can be made many ways. Of the two 
ways described here, the first method is a superior one 
for better jewelry. The material to use is 20 or 22-gauge 
for the box and 24-gauge for the tongue. 

Method one. The box is marked out, cut to shape 
with a jeweler’s saw and then bent to shape with pliers. 
The tongue is marked out, cut to shape, and then bent. 
The very edge of the bent part is hammered to give the 
tongue a little spring. 

Method two. A strip of metal for the sides of the box 
is nicked with a file and bent to the shape required. After 
bending, the metal strip is strengthened with solder. The 
front of the strip is then cut and filed to the shape. The 
narrow gap should be the thickness of the metal used 
for the tongue and the wider gap should be just a hair- 
line wider than twice the thickness of the metal used 
to make the tongue. 

The bent strip is then soldered to a flat piece of metal 
and after soldering the flat piece of metal is filed flush 
to become the bottom of the box. The completed box 
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is soldered to the jewelry object, which is first notched 
for the knob on the tongue. 

The tongue is marked out, cut to shape, bent, and 
after the knob has been soldered on, the edge is ham. 
mered slightly to give the tongue spring. On gold and 
platinum work, after bending, the bent part of the 
tongue is straightened by a little solder or, better yet, 
wire rivets. 

The repairing of jewelry calls for techniques that are 
practically identical with those required to make 
jewelry object by hand. In other words, if one has mas. 
tered the techniques previously described, one should 
not encounter difficulty in repairing jewelry objects, 
The repairs can be classified into different groups and 
for the sake of clarity they are classified as follows; 
white metal, silver, gold, and platinum. 

Replacing defective or broken off joints and catches 
is one of the more frequent types of repairs on white 
metal jewelry. To replace, if necessary, melt a small 
piece of soft solder (60-40) onto the bottom of the joint 
or catch. Then place the joint or catch, with a little soft 
solder flux applied, in the proper position. Apply the 
heat with a soft flame. Heat for a fraction of a second 
and remove the torch or heat quickly. Repeat the process 
until the solder melts. One must be very quick and care- 
ful with the torch and heat, for if the metal is heated for 
a fraction of a second too long, it will melt, since white 
metal has a comparatively low melting point. 

Before silver soldering, check to see that the object 
being repaired has no soft solder on it, for soft solder 
when heated to red heat will burn into the silver. It 
is best, as a rule, to remove all stones, except rubies 
and sapphires, from jewelry objects that require silver 
solder repairs, otherwise the stones will crack. If care. 
ful, soft solder repairs can be made without ruining the 
stones. 

If necessary, determine the karat of the gold object 
requiring repairs. Use the same color solder as the gold 
in the jewelry object. Though it is best to use the high- 
est karat solder possible, if in doubt about the solders 
previously used, use a low karat solder (12, 10, or 8) 
for repairs. Occasionally, it is advisable to plate a gold 
jewelry object that has been repaired in order to obtain 
a uniform color. 

Though the self pickling fluxes can be used for solder: 
ing platinum, it is best to use a specially prepared com- 
mercial platinum flux. Diamonds can be left in settings 
while soldering and a missing bead can be soldered to 
a band setting directly on the diamond and to the set- 
ting without fear of ruining the stone. 

Do not ‘attempt to stretch marriage rings with channel 
or fishtail settings for the diamonds will snap out of the 
settings. If necessary, cut the ring, spread it sufficiently 
to solder in a section to make the ring the proper size. 
The new section is then drilled, enlarged with burs, and 
cut to make the required settings to blend with the 
others in the ring. 





(This is the concluding chapter in a condensed series 
of articles on jewelry making. The complete, unabridged 
work is available in book form, comprising 132 pages and 
188 illustrations, Sent postpaid anywhere in U. S. A. by 
Book Department, Jewelers’ Circular-Keystone, 100 E. 
42nd St., New York 17, N. Y., for $2.75 in soft cover, $3.75 
for hard cover). 
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WHERE CAN | GET—? 


UST PREVENTION—Cannot something be done to 
prevent the rusting of staking tool stumps and 
punches by making them of stainless steel or chromium 
plate? It seems to me manufacturers are behind the 
time; rust is a great drawback on tools. (Question No. 


6445) G. M. 


Answer—Punches and stumps made of stainless steel 
would not do the work expected of these tools, because 
they could not be well hardened, which is essential in 
such tools. Nor would it be a good thing to electroplate 
them. The action in use would start the plating to come 
off; this keeps on “peeling” off all over a surface if it is 
allowed to start. The thing that we think is most prac- 
tical is to rub the parts with a rag dampened with oil; 
this will mostly obviate trouble with rust especially on 
punches seldom used, which is where the problem is 
greatest since those much used tend to keep bright from 
being used. If you have exceptionally perspiring hands, 
it may be advisable to rub even the tools frequently used, 
occasionally with an oil-dampened rag. 


VERHAULED CLOCK—Can you say what might 
stop an old clock I overhauled, which runs fine 
on brackets in my shop, but may stop once a month or 
so in the owner’s home? It has wooden upright bars 
that hold the trains. I bushed all holes with brass and 
can't see anything wrong with escapement or anything 


else. (Question No. 6446) L. T. 


A nswer—lf your opinion that there is nothing wrong 
with the escapement, etc., is correct, then we suggest 
looking for trouble in the train. You say you bushed 
all the pivot holes. Let us say that in the kind of clock 
described, with wood bars held in a wooden frame for 
the train bearings, the bushings should not fit pivots 
closely: there ought to be more side shake of pivots than 
in a clock with one-piece plates. The reason for this 
is that in a wood-bar movement, the frame is not rigid; 
changes of weather, and other changes of conditions, like 


FOR MARCH, 1955 


WORKSHOP 
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AND 
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HOW SHALL 1? 


moving the clock from the brackets in your shop to the 
supports in the clock case in the owner’s home, may 
cause the positions of the wood bars to change slightly. 
This could cramp pivots in their holes and stop the 
clock, if there is not a pretty free play of the pivots in 
the bushed holes. And the effect would be just as you 
describe—an occasional stoppage, with long intervals 
of running, perhaps. A good way to open the bushed 
holes would be to run a taper-broach in half-way from 
each side, which would make a hole somewhat like an 
olive-hole in a watch jewel, and be an extra precaution 
against cramping pivots. 


ALANCE PIVOTS—I have a movement with bal- 
ance pivots looking perfect in all ways, not bent, 
and in the watch seem free in all directions, only the 
balance runs sluggish and stops soon if I spin it without 


hairspring and roller on. What should I do about this? 
(Question No. 6447) G. H. 


Answer—lf the pivots are perfect, and the side and 
end-shakes right, then the fault is evidently in the 
jewels. We suggest looking for one or more of these 
faults: (1) a cap-jewel “tilted,” its face not perpendicu- 
lar to the axis of the balance staff, or a pit worn in face; 
(2) roughness in the pivot holes of one or both jewels; 
(3) a pivot hole not upright—not parallel to the pivot; 
(4) a pivot hole not round; (5) or, if the balance is 
bimetallic, a slight charge of magnetism might hamper 
freedom of its motion, more deceptively than this would 
appear to be if the watch were heavily magnetized. 


EMOVING DIAL NAME—How can a name be re- 
moved from a white enamel watch dial—it is in 


black small letters, just like the numbers on the dial? 
(Question No. 6448) M. L. 


Answer—Cut a blunt wedge-shaped end on a piece 
of pegwood; dip this in a paste made by mixing dia- 
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mantine in oil to the thickness of cream. Rub the peg- 
wood over the lettering; it will be removed, leaving the 
enamel polished just as on the surrounding surface of 


the dial. 


EFINISHING TOOLS—I would like to know what 

to use—and where to buy it—for giving my lathe 
and staking tool a finish like this black crackle enamel 
used on such things in recent years. My tools need 
renickling, but our plater says it may be a long time 
before he can do the work for me. (Question No. 6449) 
L. K. 


Answer—You can obtain full information on ma- 
terial to use, method of application, and price quota- 
tions or addresses of dealers by writing to Fabrics and 
Finishes Division, E. I. du Pont de Nemours & Co., 
Wilmington, Delaware. 


opar MOVEMENT—I read in an English horo- 
logical magazine about a watch having a bar 


movement. Just exactly what it is? (Question No. 6450) 
S&S 


Answer—A “bar” movement, so called in England, 
is what in America is called a “bridge” movement—in 
which the upper pivot bearings are in a series of bridges 
or bars, instead of in a plate, and in which the wheels 
of the entire train are in view, instead of hidden by a 
plate. 


pegs STAIN—How can I remove a finger- 
mark or greasy spot on plate of watch after it is 
cleaned, without smearing the clean part of plate? 


(Question No. 6451) T. M. 


Answer—Dip the end of a clean chamois buff 
(chamois or buckskin not charged with rouge) in ben- 
zene; absorb surplus benzene on clean rag or paper. 
Rub the grease spot or fingermark quickly with the buff, 
avoiding touching any other part of the plate. 


Secu PAPER DIALS—Is there any way of get- 
ting paper dials fastened on clocks without finding 


blistered places after they have dried? (Question No. 
6452) S. G. 


Answer—This no doubt refers to gluing new printed 
paper dial-faces on the metal backings on American 
clocks. There are certain precautions to take, which should 
avoid risk of the trouble you have been having. First, 
not only the old paper but every trace of old glue should 
be removed from the metal back-plate. If the glue does 
not wash off easily, allow the metal plate to remain 
immersed in water until it does. If the metal surface 
is found dull or corroded in places, scour these bright 
with emery paper—even to the extent of scouring the 
entire surface of the metal. Then, with the usual kind 
of paper dials that have glue gummed on the back, wet 
the glue with cotton dipped in water; lay the paper on 
the metal; with a large wad of dry cotton, start at the 
center of the dial and with a rolling action press paper 
to metal from center toward the edge all around the 
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circle. Next, lay clean paper over the dial, either blot. 
ting paper or enough layers of ordinary paper to allow 
a cushioning effect at projections like the eyelets of the 
key-holes. Pile heavy weight (large books are convenient 
for this) on the paper, to keep the dial paper pressed 
closely to the metal backing, and leave it this way over. 
night. This will allow no chance for “blisters” to form, 
and the dial will be perfectly flat. 


ATER-SOAKED WATCH—What is best to do with 

a watch that the owner has gotten full of sea 
water? This happened about a week ago and most of 
the steel parts are rusted. (Question No. 6453) N. B. 


Answer—Clean the watch in the usual way. Im. 
merse the steel parts in kerosene for about 24 hours, 
This will loosen the rust, which should then be brushed 
off. What will be left will no doubt be more or less of 
pits, where rust has eaten into the steel. If the hair. 
spring is of steel, this will probably be found so much 
pitted that it will need to be replaced with a new spring. 
Unless a hairspring is very superficially rusted, that is, 
if rust has eaten out noticeable pits in it, it will have 
lost its capacity to control the motions of the balance 
so as to keep accurate time. As to the other steel parts, 
such as pinions, winding wheels, etc., these can be 
repolished by using the ordinary abrasives—oilstone 
powder, diamantine, or rouge. A dentist’s circular brush 
in your lathe may be used with abrasive powder and 
oil on all parts of such shape so that the bristles of the 
brush will reach the rusted place. Where this will not 
do, the abrasive can be applied with pegwood cut so 
that it will reach the rusted surfaces. On flat surfaces 
these may be refinished by rubbing them by hand on 
ground-glass or metal bench laps, first with oilstone 
powder and oil, and finishing with diamantine or rouge 
if a high polish is desired. 


_ OIL—Having been urged to buy a brand 
of watch oil claimed to be the best yet, I would 
like to know some method for testing it quickly, before 


changing from the oil I have used until now. (Ques- 
tion No. 6454) E. G. 


Answer—We regret that there is no method we can 
give you for making a reliable test ot watch oil in a 
short period of time. No matter what tests are given 
an oil, even in a well-equipped laboratory, the final 
check-up must be made by using the oil in a number of 
watches in actual use under various conditions. Oil may 
be affected differently in watches carried by persons in 
various employments, in different climates, etc.; and the 
best oil is one that will average best in use under the 
widest possible range of conditions. Such tests in- 
evitably require a long time for reliable proof of quali- 
ties of an oil. 


— MEASURE—What is the length of one ligne 
of Swiss watch diameter measurement in milli- 
meters? (Question No. 6455) O. P. 


Answer—One ligne is equal to 2.256 millimeters. 
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Modernistic Display 
Offered by Waltham 


WALTHAM 


m WALTHAM 





A handsome new display in the spring 
series of Waltham displays is this modern- 
istic, multi-colored, four-watch wood dis- 
play with hand rubbed center piece of 
limed oak. 

The color scheme ties in with Waltham’s 
new black plastic display box, and follows 
the merchandising theme for the “New 
Young Walthams.” 





Fine Line of Barometers 
Added by Henry Coehler 


The Henry Coehler Co. has introduced 
a fine line of barometers from Germany. 
Four models, priced from $4.50, are now 
available through either the New York 
or Chicago offices of the firm. 

The photo shows a ship’s wheel model, 
which has a back stand for table use. The 
stand collapses for wall use. Brass 
trimmed, it is set into a highly polished 
nahogany wood frame with brass hand 





spokes. Other models include banjo 
type wall barometer and thermometer 
combinations. Another is a new desk alarm 
clock with a barometer and thermometer 
combination. It also comes in a leather 
traveling case, 
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Reed & Barton Offers 
‘Girl Graduate’ Promotion 


From April 1 to June 15, Reed & Barton 
is conducting a “Girl Graduate” pro- 
motion—the “Sterling for Graduation” 
contest. This contest, which will be adver- 
tised in the April and May issues of 
Seventeen magazine, is designed to help 
retailers start more girls on their sterling. 
The company is supplying the free prizes— 
126 in all. The first grand prize is a 
sterling silver service for eight in a deluxe 
chest. 

Here’s how the contest works: this 
spring any high school senior girl who 
registers a Reed & Barton sterling pattern 
at a retail store will be eligible to enter 
the “Sterling for Graduation” contest. A 
girl simply drops her name and the name 
of the Reed & Barton pattern she has 





chosen into a special Hope Chest display 
in the store, as shown in the photo. Prizes 
will be awarded by Reed & Barton shortly 
after June 15. 

Reed & Barton is supplying each 
participating dealer with a complete 
promotional package which includes a 
free counter display, free newspaper mat, 
suggested radio scripts, local newspaper 
releases, and special invitations which 
can be sent to local high school seniors 
inviting them to enter the contest. 





Sheaffer Praises Fair Trade 
Support as ‘Good Investment’ 


The W. A. Sheaffer Pen Co.’s campaign 
to support Fair Trade and prevent price 
cutting of its products “is costing one 
million but is a good investment,” sales 
vice president R. H. Whidden said 
recently to the Mercantile Section of the 
New York Board of Trade. 

“Our campaign,” he added, “has reduced 
illegal price cutting to a trickle, contrib- 
uted to a substantial sales increase over 
our previous annual high, and gained 
solid support from dealers.” 











Watchmakers of Switzerland 
"Spectacular’ Window Display 
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A timely unusual treatment in jewelry 
store display, the window “spectacular,” is 
being offered free to jewelers by The 
Watchmakers of Switzerland. Tailormade 
to individual store requirements with inter- 
changeable name and message cards, as 
shown in the photo, the display provocative- 
ly stops consumer traffic by asking “Have 
you seen these newest watch wonders from 
Switzerland?” 

The interchangeability of the cards al- 
lows the jeweler to emphasize his in-stock 
special feature watches. Each watch has 
its own special message card, such as for 
the self-winding watch, “it winds itself.” 

In black, tan and gold, the unit is 23” 
wide by 21” high. Jewelers are being sent 
an order card. Upon its return to 730 Fifth 
Ave., N. Y., the display will be sent free. 





Westclox Watches 
New Sales Booster 





A new sales booster for Westclox wrist 
watches is this attractive assortment, 
No. 611. It consists of one “Kim,” one 
“Judge,” and two “Troy” watches mounted 
on a free colorful blue-gray “shelf-talker” 
that measures 11 by 14 inches. Retail 
value of the selection is $41.80. 
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Unusual and Versatile 
Displays by Speidel 
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Speidel has introduced versatile point- 
of-sale displays, shown in the photo. 
Unit GR-6 will attract immediate atten- 
tion to Speidel’s new “In the Groove” 
Floating Link watchband. A hand holds 
an actual packaged “In the Groove” band. 
The hand, colored in flesh tones, is about 
eight inches long by six inches high—a 
convenient size for window and counter 
display. The display is available from 
local distributors free of extra charge 
with an assortment of six “In the Groove” 
bands. 

The “Wheel of Fortune” display is 
designed to sell the entire store inventory 
and its services. Revolving, it displays 
these sales messages: “Gift Headquarters,” 
“Quality Watches,” “Fine Diamonds” 
and “Expert Watch Repairing.” The 
wheel itself displays six men’s bands, 
and the stationary part shows six ladies’ 
bands. Unit No. WF/36 is at local 
distributors free of extra charge with 
an order for an assortment of 36 bands. 





Easy-to-Use Display 
By Craftsman Billfolds 


I. Smallman & Sons Co. has brought 
out a complete line of half-dozen self- 





through 


available 
wholesalers, of Craftsman billfolds. Each 


display assortments, 
billfold comes individually boxed, and 
the carton is ready to set up as soon as 
the protective sleeve is removed. 

There is a man’s assortment, a ladies’ 
assortment and a Western assortment in 
each of three price ranges: $2.50, $3.50, 
shown in the photo, and $5. All $5 
assortments include Life display cards 
reproducing spring ads. 
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"Flair' — in the Modern Manner, 
1847 Rogers Bros. New Pattern 


Backed by one of the strongest pro- 
motion campaigns in the industry’s history, 
according to the manufacturer, the rev- 
olutionary new pattern, “Flair,” will be 
introduced in April by the 1847 Rogers 
Bros. division of the International Silver 
Co. Matching hollowware will comple- 
ment the flatware. 

Stuart C. Hemingway, Jr., sales man- 
ager of 1847 Rogers Bros., said, “Flair 
is a pattern that breaks completely with 
conventional design.” Flair reflects today’s 
gracious living in every detail, and is 
described as expressing beauty, grace 
and simplicity in the modern manner. 
Perfect balance, creating table harmony, 
highlights this modern design. 

A 52 piece service for eight, in a 
special Flair chest, will retail for $89.75. 
A 54 piece service for 12 will retail for 
$99.75. Its distinctively styled chest is 
shown in the photo. 

Introductory offers are an “Entertain- 
ment Set,” made up of a special hollow- 





ware silver serving dish and a flatware 
serving shell. Including tax, this unit 
has a regular retail value of $7.25. As a 
limited offer, it will be $3.95. A second 
offer is a Flair “Spreader Set,” consisting 
of four of the new sculptured spreaders. 
With a regular retail value of $7.20, it 
will be $3.95 for a limited time. Both 
offers are gift wrapped. 

One of the highlights of the big pro- 
motion for Flair will be its advertisement 
in the May Reader’s Digest, which has 
a circulation of over 10 million. Other ads 
will be in 11 consumer magazines in April. 
Complete promotional materials are avail- 
able to the retailer. 





Invicta-Seeland Becomes 
The Invicta Corporation 


Invicta Ltd. of La Chaux-de-Fonds, 
Switzerland, recently announced that its 
organization in the U. S., formerly Invecta- 
Seeland, Inc., is now known as the Invicta 
Corp., following the death in May of Morris 
Hoffman, who was for nearly 30 years the 
president of Invicta-Seeland. 

Georges Didishfim has assumed the 
presidency of the Invicta Corp. 

Invicta’s offices, 580 Fifth Ave., N. Y., 
have been completely air-conditioned and 
modernized. 








RCA Victor Singing Stars 
To Promote Gold Filled 





Singing star Tony Martin will aid 
retail jewelers to sell more gold filled 
products. The Gold Filled Manufacturers 
Association has invited all end product 
manufacturers to participate in a publicity 
tie-up giving endorsement of their product 
by top RCA Victor recording artists, 
The only participation qualification is that 
products be made principally of gold 
filled. 

Martin is the first of the RCA stars 
to pose with products made by six 
leading manufacturers. Shown in the photo 
is Jaye P. Morgan, RCA Victor singer, 
modeling a simple but smart gold filled 
chain bracelet. Both RCA Victor and the 
Association will publicize the pictures 
nationally. They will be released to 
manufacturers for merchandising or adver- 
tising. 

Thousands of gold filled gifts will also 
be distributed by the stars to leading disc 
jockeys throughout the country—an addi- 
tional promotion in the campaign. 





Wyler Watch "Sunburst Look’ 
Is Graduation Promotion 





is the theme of 


The sun-burst look 
graduation promotion on Wyler Incaflex 


watches. The dial on every watch has 
dimensional effects like the sparkle of 
the sun’s rays. The electric display, 
shown in the photo, flashes on and off 
to dramatize the dial and ties in with the 
national advertising campaign in Life 
and other magazines. Other dealer aids 
for this promotion are by Wyler Watch, 
13} E. 28 Se., XN. ¥. 
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Television's Steve Allen 


Stars for Keepsake Rings 
13 






Keepsake diamond rings chalked up a 
“first” in the ring industry, 
according to the company, when it began 
on February 25 a new schedule of national 


diamond 


TV network advertising on “Tonight,” 
starring Steve Allen. When Allen ex- 


plained the quality of a Keepsake diamond 
ring. it marked the first time a diamond 
ring was advertised to TV viewers through 
a network program. 

“Tonight” was selected because it is a 
“live” late evening show appealing to the 
age and interest group Keepsake primarily 
seeks to reach—“Young America.” Times 
are 11.30 pm to 1 am, EST, and 11 pm 
to midnight, CST. 

Photo shows NBC’s Lew Mercy, right, 
explaining sponsor benefits of “Tonight” 
to Keepsake’s ad manager Al Doolittle, 
left, and company president Robert A. 
Pond. ‘Tie-in material is available to 
Keepsake dealers. 


Gruen Campaign Features 
Traffic Building Contest 

Gruen will launch its spring campaign 
with a nationwide contest to be announced 


by this full page ad appearing on March 
11 in Life magazine. It’s a contest designed 
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to increase extra 
there is a winner in every store and it’s 
very easy to enter. 

The contestant guesses what time will 
appear on a Greun Autowind watch when 
it is taken from a specially sealed box 


store trafic because 


on April 30. The winner gets either a 
$49.75 Greun Autowind or a ladies’ watch 
of comparable value. 

Complete contest promotion is available 
to the jeweler. 
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Toastmaster Launches 
Strong Sales Program 


The Toastmaster Products Division of 
the McGraw Electric Co. has launched an 
aggressive merchandising program. A big 
90 day special features the 1B14 automatic 
toaster, regularly $23 retail, at a special 
price of $19.95. 

Toastmaster has also introduced two 
new models, representing a new idea in 
automatic toasters. A single slice toaster, 
1A6, is the only single slice toaster on the 
market, according to the company, and is 
$17.50. The new two slice model 1B18 is 
40 per cent smaller than standard toasters 
and is designed by Toastmaster for today’s 
trend toward smaller dining areas in the 
home. Both toasters toast any size bread. 





"South Seas’ Reintroduced by 
Community in New Promotion 


A double pronged spring sales campaign 
for the Community Division of Oneida Ltd. 
is highlighted by the re-introduction of 
the “South pattern, whose recent 
original placement was the most success- 
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ful in the 107 year history of the company, 
according to Robert W. Landon, director 
of sales. , 

The reintroduction, as featured in con- 
sumer advertising in Life, Seventeen and 
other magazines, will offer customers 
a pierced tid-bit server, retail value, $2.50, 
for only 69 cents. Mr. Landon pointed 
out its value as a traffic builder. Community 
patterns will also be advertised on NBC’s 
“Home” show, starting in April. 

Shown in the photo is a three dimension 
lighted display free with minimum orders. 

The second prong of the campaign is 
“Correct Service 
Assortment,” made up of extra pieces of 
Community patterns, individually _ gift- 
wrapped. 





Capitol Ring Company 
Enters Mounting Field 


The Capitol Ring Co., 9-11 Franklin 
St., Newark, N. J., has entered into the 
mounting field with a complete line of 
die-struck mountings and wedding rings. 
Their new line also includes interlocking 
bridal sets. 

Outlets will be through wholesalers and 
manufacturers. Sol Goodman and Sidney 
Schwartz, owners of Capitol, will handle 
all sales in the country. 
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New Band Display by Flex-Let 
Is Inventory Control Unit’ 





Flex-Let, 580 Fifth Ave., N. Y. 36, is 
offering to jewelers everywhere a com- 
pletely new, modern watchband inventory 
control showcase. The Flex-Let “Inven- 
tory Control Unit,” shown in the photo, 
is made of rich walnut veneer with hand- 
rubbed: finish. As with showcases, the 
front is clear glass. One fourth of the top 
surface is a rich, padded velvet cushion, 
for a working area. 

Displayed are five ladies’ and five men’s 
bands. In the rear, 20 drawers, holding 
five bands each, stock a total of 110 bands, 
55 ladies’ and 55 men’s. The result is an 
efficient band inventory control system. 
Each unit is packed with a generous supply 
of postage paid, air mail order forms. 


Elgin ‘Banner Buy’ Features 
Low Introductory Prices 


The Elgin National Watch Co. is 
launching its third annual “Banner Buy,” 
March 9 through April 9, with 56 new 
models of 17, 19 and 21 jewels at special 
low introductory prices to help jewelers 
stimulate spring sales. 

Heading the list is a new demi-size 
ladies’ watch for $33.75. Elgin will also 
introduce a new series of 19 jewel ladies’ 
diamond watches at $65. Among men’s 
models is a self-winding, water and shock- 
resistant watch for $49.50 and a 10K gold, 
19 jewel watch at the introductory price of 
$75. All prices are retail, F. T. I. 





At the end of the promotion, special 
introductory fair trade prices will be in- 
creased to a permanently higher level. 
Prices range from $29.75 to $100 during 
the promotion to attract all classes of 
customers. 

Shown in the photo is a motion display 
for the promotion. Commercials on the 
“Elgin Hour,” beamed to 20 million view- 
ers, feature the display, offering good 
advertising to jewelers who use it. 
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Promotion Plans Outlined at Sarkin Sales Meeting 








At a recent meeting of the Eastern and Southeastern Sales Division of David Sarkin, Inc., 
complete promotional plans for '55 were outlined by David Sarkin and Sam Gorman, sales 
manager. The sales staff was acquainted with the entire series of packaged promotions 
and display promotions that will keynote the current sales drive. Special attention was given 
to the "Kin Lock’ set package and the newly developed "visual inventory control wedding 
ring tray." Seated around the table, left to right: Lou Lawrence, Leonard Greenhut, Myron 
Ravdin, Lester Wolpow, David Sarkin, Sam Gorman, Lou Binder, Cye Mintz, and Saul Sarkin. 





Naomi Lowers Prices on 
Gold Filled Ring Guards 
Naomi of Island Park, N. Y. has 


announced a price reduction in its line 
of gold filled ladies’ and men’s ring guards. 
The reductions amount to about 20 per 
cent and the ring guards continue to be 
made of the same fine quality, spring 
tempered, gold filled stock, according 
to the company. 





Heirloom Features Seven Piece 
Setting and Plastic Displays 


Heirloom Sterling, Oneida Ltd., has 
announced a new piece place setting, a 
six plus one deal. Consumers and retailers 
are able to buy a standard six piece place 
setting and get an extra teaspoon, saving 
money. The new king-sized setting re- 
tails for $29.75, as compared with the old 





price of $31, a saving of $1.25. It will be 
featured in House Beautiful, Seventeen 
and other consumer ads. 

Heirloom is also introducing a new 
“Younger Set” of 22 pieces, at a retail 
price of $99.75 in all sterling patterns, 
except “Stanton Hall,” a saving of $9.15. 

Heirloom is also offering displays, one 
of whica is shown in the photo, of durable, 
colorful plastic, four to a set, for $25. 
They are for Easter, brides, Thanks- 
giving and Christmas. 
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For Airline Stewardesses, 
The Meeker 'Stow-A-Way' 
Charlene Benton and _ Bette Jean 


Harrington, stewardesses with Central 
Airlines of Fort Worth, are shown with 





their new travel handbags designed 
especially for airline stewardesses by the 
Meeker Co., Joplin, Mo. The handbag 
is the Meeker “Stow-A-Way,” constructed 
with many roomy compartments to keep 
a girl’s things organized. The two pockets 
right under the flap are handy for cigar- 
ettes or make-up and for the matching 
billfold that comes with the bag. 

For stewardesses, the Stow-A- Way 
is made in Navy “Kip-Calf.” Also comes in 
black, tan and red. * Suggested retail 
price is $25. 





Ralph Singer Company 
Issues First Catalog 


The Ralph Singer Co., maker of “Ora 
Creations,” quality rhinestone jewelry, 
has issued its first catalog. It contains 
photos illustrating 60 matching sets of 
jewelry and many other items. 

The numbers and prices are coded, 
allowing the jeweler to display the 
catalog to customers. Free newspaper 
mats are shown on the back cover. A copy 
of the catalog is free from the firm at 
656 North Western Ave., Chicago 12. 








Activities of Longines 
Fair Trade Department 


A recent release of Longines-Wittnauer 
Watch Co. tells of the active steps taken 
by the company to protect its Fair Trade 
contracts in those states where such agree. 
ments are in force. These activities are 
pursued by a specially created department 
of the company. 

For a considerable time now, Longines. 
Wittnauer states, the company has main. 
tained its own “police force.” The Fair 
Trade Department, headed by an attorney 
who is a specialist in such matters, was 
established to permit the firm to give its 
authorized jeweler agencies prompt service 
on every complaint. 

Upon receiving a jeweler’s complaint, a 
company representative is sent to the 
area immediately and makes a full investi. 
gation. In a great majority of cases, prompt 
action by the department and its repre- 
sentative results in the violator complying 
voluntarily. During the past year, Longines- 
Wittnauer’s Fair Trade department operat- 
ing through corresponding attorneys in 
various states has satisfactorily handled 
several hundred Fair Trade matters. 





Elgin's Consolidated Sales 
Expected to Establish Record 


Consolidated net sales of Elgin National 
Watch Co. for the fiscal year ending 
February 28 are expected to establish 
a record for the sixth consecutive year, 
it was forecast recently by J. G. Shennan, 
president, on the basis of third quarter 
figures. 

Net sales for the 40 weeks ending 
December 4 were $48,024,807 on which the 
company earned $1,284,913. 





Foster Men's Jewelry 
In All Steel Gift Box 
Foster Metal Products, Attleboro, is 


showing its new line of men’s jewelry in 
an unusual, all steel gift box, shown in 
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the photo. The miniature white cuffs are 
hinged into the box, and by tipping the 
cuffs the link action is in plain view. The 
tie bar can be readily removed from the 
miniature tie to demonstrate Foster’s 
“Non-Tilt” tie bar action. The boxes are 
available in beautiful color combinations. 
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J-B 'Stop the Music’ 
Display Is a Stopper 
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A magnificently colored display, shown 
in the photo, is being offered by Jacoby- 
Bender, Inc., which enables jewelers to 
tie in with the “Stop the Music” ad 
campaign now on coast-to-coast radio 
and TV. 

The unit features two new J-B bands, 
a man’s full expansion band in yellow 
gold filled, the “Plainsman,” retailing 
at $6.95, F. T. IL, and a new, slender 
telescopic expansion band for ladies, the 
“Golden Wisp,” also at $6.95 retail. 

The unit comes with one each of the 
two bands or with two of each. The extra 
bands are stored in a small pocket on the 
back of the display. This “STM” unit is 
available from wholesalers. 





1881 (R) Rogers (R) Makes 
Special Offers for Spring 

The “Silverdor,” a new coffee table 
silverware chest, is being introduced this 


spring by 1881 (R) Rogers (R) of Oneida 
Ltd. Shown here with the “Proposal” pat- 


ict, 





tern service for eight, it is $99.75 retail, 
in rich blonde finish with wrought iron 
legs. 

1881 (R) Rogers (R) is also re-offering 
its dinnerware offer. With each 52 piece 
service for eight in “Proposal,” ‘Brook- 
wood,” or “Enchantment” patterns, for 
only $1 more, customers receive a beautiful 
40 piece dinnerware set in attractive 


“Dinner Rose” pattern. The service retails 
at $59.95. 
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Omega Finds Fair Trade 
Increases Sales Volume 


The Norman M. Morris Corp., N. Y., 
representing Omega watches, asks the 
following question in a recent announce- 
ment. “When the manufacturer of a 
nationally advertised quality product 
severs relationships with hundreds of its 
dealers and adopts a policy of selling 
through fewer but carefully screened 
outlets, does sales volume suffer?” 

The Omega watch people, headed by 
Norman M. Morris as president, found 
the answer to be in the negative. Three 
years ago, Omega terminated relations 
with all dealers who sold below its Fair 
Trade prices. The remaining dealers 
agreed to maintain Fair Trade prices and 
also cooperate fully with Omega’s greatly 
expanded advertising. 

At first, national sales volume fell off, 
but in less than six months, as jewelers 
used Omega’s intensified promotion, sales 
climbed higher. Last year Omega watch 
volume, according to the firm, broke 
records. 


Holmes & Edwards 
Baby Gift Items 





Never underestimate the buying power 
of a baby, declares The International 
Silver Co., Meriden, Conn. There are 14 
“T, Bs” per baby in the U. S. today, or 
more than 4,200,000 “Interested Buyers” 
every month. The 14 include two parents, 
four grandparents, four aunts and uncles 
and four friends. 

Mindful of these statistics, H. D. 
Lockwood, Jr., sales manager of the 
Holmes & Edwards Division, has an- 
nounced two new baby gift items geared 
for mass display and quick impulse sales. 

“Somersaultin’ Sam,” shown in the 
photo, is a plastic toy revolving on a 
colorful trapeze and held to the surface 
by a rubber suction cup. It is $2.95 retail. 
The pattern in the photo is Holmes & 
Edwards’ “Bright Future.” 

“Kuddles Keep-Warm-Doll” has a three- 
way use. An instant feeding spoon and 
H & E “Educator Set” is displayed in a 
plastic bib tied around the doll. The 
doll’s bunting keeps a baby bottle warm 
for over four hours, and the doll is useful 
as a bottle holder for baby. It is $3.95 











"Vee Flare’ Setting 
For Diamonds by Baker 





A newly designed diamond setting, the 
“Vee Flare,” embodying a modern note 
in highlighting stones, has been introduced 
by Baker & Co. 

The Vee Flare, shown in the photo, is 
so-named because its four prongs are 
accented in forming a “V” shape. The 
rectangular prongs have gracefully flared 
outside surfaces that start at the base of 
the setting and extend to the height of 
each prong. These flared surfaces increase 
the area of reflective surface, thus mag- 
nifying the sparkle of the diamond. 

Called Series 732, the design is in 11 
sizes, ranging to three carats. Settings are 
die-struck in iridium platinum, jewelry 
palladium and gold. 





Free Mats from Harry Raeburn 
Harry Raeburn, 40 W. 48th St., N. Y., 


specializing in “Plus Top Process” re- 
modeling for wedding rings, is offering 
free to the trade two illustrated news- 
paper mats to promote this service. 





National Silver's 
Smart 'Duette’ Set 


The National Silver Co., 295 Fifth Ave., 
N. Y. 16, has introduced two flatware 
sets in one chest, for formal and casual 
use. The “Duette,” shown in the photo, 





It is a silverplate and stainless 84 piece 
service for eight, consisting of the 
“Holiday” pattern in King Edward—42 
pieces—and the new “Karen,” stainless 
in 42 pieces, also. 

Holiday is elegantly styled for formal 
entertaining. Karen stainless is of the 
heavy “Swedish” type. 
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News of Personnel 





Hamilton Watch Co. has appointed four 
new field representatives. In metropolitan 
areas of Syracuse, Utica, Schenectady, Al- 
bany, Scranton, Wilkes-Barre and their en- 
virons, Robert R. Kant is the new field 
representative. In metropolitan areas of 
Richmond, Portsmouth, Norfolk, Newport 
News, Hagerstown, Clarksburg and en- 
virons, Frank L. Baylis, Jr., is field 
representative. The trading areas of Tulsa, 
Oklahoma City, Amarillo, Lubbock and 
Abilene have been assigned to Richard 
A. Dean. The metropolitan areas of Fort 
Worth, Dallas, Shreveport, Port Arthur 
and Beaumont have been assigned to Don 


W. Davis. 


ROBERT R. KANT 
Hamilton 


FRANK L. BAYLIS 


Hamilton 


RICHARD A. DEAN 
Hamilton 


DON W. DAVIS 
Hamilton 


Mrs. Al Klaven has been named a 
sales representative for Ralph Singer Co., 
Chicago rhinestone jewelry manufacturer. 
Mrs. Klaven will cover Texas, Oklahoma, 
Arkansas and Louisiana. Robert Mce- 
Carthy, St. Paul, will represent the Singer 
firm in Minnesota, northern Wisconsin, 
Iowa, Nebraska, North and South Dakota, 
Missouri, and Kansas. 


Larry Prigozen, vice president in charge 
of sales of the Helbros Watch Co., Inc., 
has appointed the following sales repre- 
sentatives: Mel Leffert, covering Long 
Island, Staten Island, Westchester, Brook- 
lyn and Bronx areas of New York; Delvin 
Rothman, covering Texas, Oklahoma, 
Arkansas and Louisiana; Lenny Fells 
now travels to Maryland, Virginia, West 
Virginia and Washington, D. C. 
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Maury Ash, Gruen vice president, has 
announced new sales representatives. Bert 
Proper, with headquarters in Cleveland, 
will cover northern Ohio. Hal Donaldson, 
residing in Decatur, will cover southern 
Illinois. Jerry Gilbert will travel in Ken- 
tucky and Tennessee. 


HAROLD 
BERT PROPER DONALDSON 
ruen Gruen 


JERRY GILBERT A. E. GALLAHER 
Gruen Wallace 
Wallace Silversmiths has announced the 
appointment of A. E. (Bert) Gallaher 
as its new sales representative in North 
Carolina, South Carolina and Virginia. 


David Sarkin, Inc., New York, recently 
announced that Cye Mintz has expanded 
his territory to include Illinois, Wisconsin, 
and Missouri. 


CYE MINTZ 
David Sarkin 


MEL CUTLER 
Waltham 
Mel Cutler has joined the sales organi- 
zation of the Waltham Watch Co. Mr. 
Cutler will represent Waltham in southern 
New England, working with wholesalers 
and their salesmen. 








The appointment of Don Kelly ang 
“Hank” Silver as sales representatives 
has been announced by Jules Hochman, 
vice president-sales, Flex-Let Corp. Mr, 
Silver will cover the metropolitan New 
York area and Mr. Kelly will cover 
Nebraska, Kansas and parts of Missouri 
and Iowa. 


rt all 


DON KELLY 
Flex-Let 


HANK SILVER 
Flex-Let 


Naomi, Island Park, N. Y., manufacturer 
of quality findings, has announced the ap- 
pointment of Meyer Lecker of Winnipeg, 
Canada, as sales representative for the 
territory between Lake Head and the West 
Coast. 


Emanuel Hochman, vice president and 
general sales manager of the Bulova Watch 
Co., has announced the appointment of 
Elihu B. Bernstein to the sales staff. 
Mr. Bernstein’s territory will include Ten- 
nessee and South Carolina. 


ELIHU B. BERNSTEIN HAROLD S. LENTZ 
Bulova Church & Co. 

Church & Company, Newark, N. J., has 
appointed Harold S. Lentz of Salisbury, 
N. C., as sales representative for the south- 
ern territory extending from Virginia 
through to Texas. Mr. Lentz, a Certified 
Gemologist of the American Gem Society, 
is thoroughly experienced in the jewelry 
business. 


A. G. Schwab & Sons, Inc., Cincinnati 
wholesale jewelers, announced the appoint- 
ment of Donald B. Brown as sales repre- 
sentative for Alabama, Mississippi and 
Tennessee. He previously served in a simi- 
lar capacity with the Standard Jewelry Co. 
of Birmingham, Ala. 
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Two men have been newly assigned as 
regional sales representatives of Elgin 
National Watch Co. O. E. Walters has 
been assigned to the Omaha, Neb., terri- 
tory and F. W. Pickett will take over 
Elgin’s western Penna. area. Both men 
previously worked as sales representatives 


in the Wadsworth-Hadley division of 


Elgin. 





O. E. WALTERS F. W. PICKETT 
Elgin Elgin 


Buffalo Jewelry Case Co., Buffalo, N. Y., 
has added Lloyd S. Kirsch and Charles 
B. Perry to its executive staff. Mr. Kirsch 
will be vice president in charge of sales 
for the entire West Coast district, with 
headquarters in Los Angeles. Mr. Perry, 
formerly with Gemex, will be southern 
district sales manager in charge of nine 
states with headquarters in Atlanta, Ga. 





LLOYD S. KIRSCH 
Buffalo Jewelry Case 


CHARLES B. PERRY 
Buffalo Jewelry Case 





Herbert J. Pollack, vice president of 
Crown Silver, N. Y., has announced that 
the firm will be represented on the West 
Coast by Howard Conicoff. Mr. Conicoff 
will cover California, Oregon, Washington, 
Arizona, Nevada and Utah. Christopher 
Bryant of Simpsonville, Kentucky, will 
be the new southern representative for 
Crown Silver. 


Art Rusk, sales manager of Frederic 
Mosell Jewelry, N. Y., announced the fol- 
lowing appointments to the sales staff: 
Geofrey Gregory, covering Texas and 
the Southwest; Irving M. Goldsmith, 
West Coast; Dorthea & James Tinsley, 
Midwest; M. Shrallow, Ohio and central 
states; Jim McDonnell, Morris Gross, 
James Ivey for Penna. and southern 
states; Fran Busky and Irving Robbins, 
Florida; Lew Cohn, metropolitan New 
York and New Jersey. These salesmen 
carry other lines in addition to Mosell. 
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Olof V. Anderson, president of Anson, 
Inc., announced that William Whitfield 
has assumed the new position of director 
of purchasing and quality control. Mr. 
Whitfield has been associated with Anson 
for a period of ten years. It was also 
announced that David Ringland has as- 
sumed the post of purchasing agent, and 
Douglas Fielder is the new assistant pur- 
chasing agent. 


WILLIAM WHITFIELD 


nson 





Chesterfield Jewelers, manufacturer of 
14K gold jewelry, has announced the ap- 
pointment of Richard B. Wolf as sales 
representative. Mr. Wolf, who resides in 
Atlanta, Ga., will represent the company 
in the southern states and eastern Texas. 





EARL D. SMITH 
Wm. Korn 


RICHARD B. WOLF 
Chesterfield 


Earl DeVere Smith has been ap- 
pointed by Wm. Korn, Buffalo jewelry dis- 
play manufacturer, to the post of manager 
of the Dallas branch. A resident of that 
city, Mr. Smith was formerly display 
manager for all Zale jewelry stores. 





Bulova Research Laboratories 
Appoints New Vice President 


General Omar N. Bradley, chairman of 
the board of the Bulova Research and De- 
velopment Laboratories, Inc., has announced 
the appointment of Edwin F. Shelley as 
vice-president. 

As chief engineer of the Bulova Labora- 
tories since 1951, Mr. Shelley has headed 
technical activities in its development work 
on flight control systems, reconnaissance 
cameras, gyroscopic instruments, ballistics 
and guided missiles. 

Mr. Shelley joined the Bulova Research 
and Development Laboratories when it was 
organized in 1950, as one of the original 
group of scientists specializing in research 
in the field of high precision manufacture. 





New Gift Council to Promote 
Brand Name Products as Gifts 


The Gift Council, a new independent 
organization, is planning a series of pro- 
motions to create year around demand 
for brand name merchandise as gifts. 
Department stozes across the country will 
stage concurrent merchandising programs 
in connection with gift-giving events, such 
as Mother’s Day and June Bride. 

The Gift Council has selected The 
Saturday Evening Post for its advertising. 
Full color, double page ads will appear, 
tying in with each gift-giving event The 
first will be on Mother’s Day. 

Florence Knapp, managing director of 
the Council, 350 Fifth Ave., N. Y., will 
work closely with brand name manufac- 
turers to select gifts of greatest appeal. 
The Council will supply retail store 
promotion. 


Arlen Trophy President 
Discusses the Term ‘Onyx’ 


According to David Greenhouse, presi- 
dent of the Arlen Trophy Co., Brooklyn, 
N. Y., after an appropriate trophy is chosen 
from a dealer’s catalog, there often arises 
some confusion over the term “onyx.” He 
states that catalin or marblelette, a colored 
plastic material, is sometimes called “onyx” 
without discrimination. Thus, the customer, 
desiring an onyx based tropy, may find the 
actual trophy base of “onyx” to be plastic. 

Mr. Greenhouse states that genuine onyx, 
of course, is a member of the marble 
family of natural stones. Plastic sub- 
stitutes are usually made of marblelette or 
catalin, veined in marble colors. “There is 
nothing wrong,” he asserted, “in a less 
expensive trophy base made of plastic, as 
it is beautiful in its own right, but it 
should be plainly labelled by reputable 
manufacturers as ‘plastic.’ ” 





New Elgin American Lighter, 
A Forward Step in Design 


A new, fully automatic cigarette lighter 
has been introduced nationally by Elgin 
American. The lighter, the invention of 
Allen B. Gellman, president of the firm, 
is the first forward step in lighter engi- 
neering in 25 years, according to the 
company. 

Covered by patent applications with 35 
claims on file in Washington, D. C., the 
new lighter, the Elgin American “400,” 
is made in two sections. The top section 
contains a complete mechanism, consisting 
of a thumb lever that easily activates the 
spark wheel. When it is set into the bottom 
section, the fuel container, the top 
mechanism hermetically seals both 
together, eliminating evaporation of fluid. 

The lighter is leak-proof and flood-proof, 
preventing saturation of flint or spark 
wheel. 

Replacing flint does not require screws 
or tools. 

An ultra-thin lighter, models are $4.95 
retail to $19.95, F. T. I. In sterling silver, 
they are $14.95 to $20, plus tax. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 2S words; additional words, 10 cents per 
werd. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”’—*‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
2S words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month, 

To avoid ary correspond 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 





men- 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 


WATCHMAKER, with several years’ ex- 
perience, desires position in good store. 
Address “F., 2033,” care J C-K. 


EXPERT all around diamond setter and 
light jewelry repairing; A-1 references; 
willing to relocate. Address “K., 2028,” 
care J C-K. 


SALESMINDED credit office manager; 

















heavy diversified experience retail 
jewelry business; reference. Address 
"D., 1993,” care J C-K. 

DIAMOND salesman, 31, experienced, 
with following, seeks position with 
future; excellent references. Address 


“A., 1939,” care J C-K. 





JEWELER desires steady employment in 
Midwest; diamond setter, all types of 
repair, some special order work; family 
man. Address “H., 1897,” care J C-K. 


JEWELER and diamond setter’ seeks 
steady bench and counter work in re- 
tail jewelry store; please state hours 
~— s- Address “C., 2017,” care 








JEWELRY salesman with watchmaking 
experience; good man desires opening 
with good organization; New York 
City, or suburbs. Address “T., 2011,” 
care J C-K. 


CERTIFIED master watchmaker, 20 
years’ of experience; capable of man- 
aging department; best of references; 
Midwest preferred. Address “F., 1996,’ 
care J C-K. 


WATCHMAKER, manager; work on com- 
mission or percentage or salary; 25 
years’ experience; best references; hon- 
est, sober, reliable; no cheap stores re- 
ply. Address “F., 1971,” care J C-K. 











AN opportunity for a live wire firm to 
secure the services of buyer, showroom 
salesman; wholesale or retail experi- 
ence; employed, last position 14 years. 
Address ‘‘C., 1935,” care J C-K. 





MANAGER-salesman, 20 years’ experi- 
ence credit jewelry, knows all phases 
of business, good promoter; presently 
employed; relocate anywhere. Address 
“J., 1999,” care J C-K. 





GENERAL manager-buyer, thoroughly ex- 
perienced in all phases of credit jewelry 
business; now employed in above ca- 
pacity in chain organization; will re- 
locate. Address “L., 2001,” care J C-K. 





PEARLS; young woman; three years’ ex- 
perience genuine pearls, office work, 
seeking position cultured pearl line; 
sort, classify, string; Manhattan. Ad- 
dress “‘C., 2058,” care J C-K. 





WATCHMAKER; permanent position; 
light jewelry repair, engraving, diamond 
setting; U.H.A.A., Watchmaster certi- 
fied ; state salary. H. G. Thomas, Woon- 
socket, S. D. 


BOOKKEEPER-accountant, credits, col- 
lections, expert knowledge of all phases 
of jewelry business; extremely capable, 
outstanding record. Address “N., 1952,” 
care J C-K. 


MANAGER; 37 years old, married, two 
children; 17 years’ experience both 
credit chain and cash type stores; de- 
sires incentive proposition. Address “R., 
1954,” care J C-K. 


MANAGER; thorough knowledge all 
phases credit business, sales, display 
advertising, collections, promotions and 
personnel supervision; 25 years’ experi- 
ence. Address “D., 2020,’ care J C-K. 


DIAMOND salesman; highest calibre; 
executive type; available leading credit 
jewelry store within three hours by rail 
from New York. Address “A., 2054,” 
care J C-K. 

















EMPLOYED manager-salesman; age 49; 
available high class time payment store; 
minimum salary $12,000; further de- 
tails New York interview. Address “E., 
1938,” care J C-K. 





WATCH repair position in nice jewelry 
store; can furnish all tools and mate- 
rial including Watchmaster ; plenty ref- 
erences and experience ; South preferred. 
W.N. Phillips, Box 130, Many, La. 


WATCHMAKER, 15 years’ experience at 
bench, including selling’ in retail store, 
would consider taking complete charge; 
age 41, single. Tel De 9-2071, New 
York, or address “E., 1994,” care J C-K. 


TOP designer, Paris trained, formerly 
with largest manufacturers in fine and 
costume jewelry, interested working 
with progressive firm. Call Ci 7-4095 
P.M., New York. 


WOMAN for office work; knowledge of 
light bookkeeping and typing; midtown 














New York diamond office; five day 
week, pleasant surroundings; references 
required. Address “P., 2042,” care 
J C-K. 

BOOKKEEPER - stenographer; diamond, 
jewelry, watch experience; capable 


charge small office; accustomed assume 
responsibility ; efficient, dependable; 
handle stock; present employer retir- 
ing. Address “V., 1988,” care J C-K. 





POLISHER, young lady, reliable, compe- 
tent, conscientious, experienced in dia- 
mond rings, stone rings, repairs, rho- 
dium plating; desires permanent posi- 
tion Manhattan. Address “P., 1927,’ 
care J C-K. 


AVAILABLE for New York or out of 
town, experienced diamond buyer, able 





to manage office or store; excellent 
references; married; speaks five lan- 
guages; European contacts. Address 


“M.B., 1995,” care J C-K. 


JEWELER-diamond setter; all work top 
quality, over nine years’ experience, de- 
sires position in first class jewelry 
store; please give as many particulars 
as possible in first reply. Address “L., 
1925,” care J C-K. 








SALESMAN, top man; energetic, capable, 
creative, strong selling and executive 
background; fully understands inner 
procedure of credit jewelry operation ; 
will accept responsibilities. Address 
“W., 1958,” care J C-K. 


WATCHMAKER, A.J.A., age 28; Bradley 
graduate; H.I.A. certified; seven years’ 
experience; married; experienced in 
machine engraving; desires employ- 
ment in Los Angeles area. Address “G., 
1916,” care J C-K. 


SALESMAN, graduate gemologist, six 
years’ experience, 30, family man; high 
class store in Midwest or South; now 
employed; graduate member and as- 
sociate gemologist, American Gem So- 
ciety. Address “E., 1914,” care J C-K. 











BOOKKEEPER - secretary; top level 
skills; excellent diamond, jewelry back- 
ground including sales showroom; as- 
sume responsibility; attractive, person- 
able; A-1 references. Address “J., 2003,” 
care J C-K. 








IMMEASURABLY qualified 
) sccggiad crepe od eoenond 
lser, seeks attractive propositi 
hattan or any direction within ane 
miles; unquestionable reference A ’ 
dress “C., 1889,” care J C-K. . 


gg —, experienced 

woman, formerly employed by B 

diamond concern in Belgium can furnish 
references; will accept reasonable sal 
ary. Juilette Winquist, 132 Hudson ‘St. 
Hackensack, N. J. " 


salesman, 
merchan. 





young 





JOSEPH HUNT; diamond expert, includ 
ing practical diamond cutting’ experi. 
ence; available for diamond and dia- 
mond jewelry remodeling sales, in a 
fine retail jewelry store. Address 210 
W. 16th St. New York City 11.’ 





STONE setter, for plant work in Provi- 
dence; settings as hammered-in, pur. 
nished-in or point; high school ang 
college rings carefully set. John Me. 
a un 15 Hillside Ave., Providence, 





DIAMOND | setter and manufacturing 
jeweler; finest quality work in gold or 
platinum; 25 years’ experience; de. 
pendable; age 43; married; retail store 
only; references. Address “H., 1830,” 
care J C-K. 





SUCCESSFUL, young credit man desires 
connection with future; proven ability 
by past rapid advancement in large 
chain; finest references; past experi- 
ence includes credit store and depart. 
ment store management. Address “L,, 
1976,” care J C-K. 





DIAMOND expert, several years’ experi- 
ence, thorough knowledge of the dia- 
mond ring wholesale business; family 
man; will accept position as diamond 
sorter; dependable, intelligent; excel. 
lent references. Address ‘A., 2043,” 
care J C-K. 


MANAGER-salesman; retail credit jewel- 
ry; thorough knowledge all phases 
credit business, sales, display, advertis- 
ing, collections; promotional minded; 
looking for a permanent future; age 38, 
married; Southwest area. Address “E,, 
2032,” care J C-K. 








BUYER-manager-merchandiser; jewelry, 
appliances; thorough knowledge all 
phases of retail credit jewelry operation; 
chain store experience, excellent mar- 
ket reputation; married, college gradu- 
ate, fine appearance. Address “A., 1990,” 
care J C-K. 


WATCHMAKER, 16 years’ experience, 
seeks position with reputable firm in 
San Francisco Bay area; extremely 
skilled, competent, with much experi- 
ence on complicated watches; excellent 
references. Address “C., 1965,” care 
J C-K. 


MANAGER; 25 years’ thorough experi- 
ence all phases credit jewelry business; 
top flight salesman, buying, merchan- 
dising, window trimming, etc., can _as- 
sume full responsibility ; Southern Cali- 
fornia preferred; presently employed. 
Address ‘“H., 1998,’ care J C-K. 











TOP notch retail jewelry salesman, ex- 
perienced, personable, aggressive, a g0- 
getter with unlimited initiative; I am 
married, presently working, desires New 
York or North Jersey area; good future 
very important. Address “M., 1926, 
care J C-K. 


EFFICIENCY in handling customers, ac- 
counts, merchandise, and personnel as- 
sures good credit store manager; form- 
erly with large Eastern credit chain as 
manager, aggressive young man desires 
connection with promising future. Ad- 
dress “P., 1977,” care J C-K. 








MANAGER-salesman; personable, cap- 
able, aggressive; age 44; possessing all 
necessary qualifications for the compe- 
tent management of a retail credit 
jewelry operation; presently employed 
New England area; seeking opportune 
change. Address “R., 1973,” care J C-K. 





FOREMAN-production manager, experi- 
enced in all phases of jewelry manufac- 
turing, special orders, in charge of jew- 
elers, setters, polishers, distributing and 
rechecking work; married; 35; aggres- 
sive, responsible, personable; best ref- 
erences. Address “D., 1912,” care J C-K. 
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TION Southern jewelers; do you 
wt a capable hard working manager ; 
married, 34; 17 years’ retail credit 
jewelry experience, buying, sales, dis- 
play, advertising, promotion ; desire 
permanent change to join growing busi- 
ness with opportunity for future. Ad- 
dress “Y., 2014,” care J _C-K. 
TELER and diamond setter, fast, ef- 
int, good on repair work, new work, 
remodeling; factory experience, 10 
years with leading jewelry store; best 
reference ; willing to travel; experienced 
in making moulds for centrifugal cast- 
ing; store or shop. Address “G., 1943, 
care J C-K. 


diamond jewelry retail salesman, 
TChallfied to take full charge of a high 
class cash, diamond retail shop or dia- 
mond jewelry department; thoroughly 
experienced in trading, buying, estimate 
on fine special order work and apprais- 
als; A-1 window dresser and show card 
writer. Address “D., 1936,” care J C-K. 


MANAGER, top salesman; 31; married ; 
aggressive and neat appearance; nine 
years’ experience all phases, buying, set- 
ting up diamond rings, window trim, 
promotions, bookkeeping ; presently em- 
ployed; desires better future with top 
salary opportunity; will relocate. Ad- 
dress “T., 2050,” care J C-K. 


JEWELER, engraver and stone setter; 
highest standard of work; desires 
position with store of integrity; 
Florida only; inquiries answered by 
return mail. Address “J., 2036,” 
care J C-K. 


IF you need a good man, I qualify; 
experienced in watchmaking, sales, 
credits, managing; presently em- 
ployed; prefer South or West. 
Nolan Woodburn, 237 Page, 
DeLand, Fla. 


GENTLEMAN, well known for many 
years among manufacturers of jew- 
elry and silverware; personal con- 
tact with tops using precious metals; 
capable salesman, publicity; refer- 
ences the best. Address “E., 269,” 
care J C-K. 


GEMOLOGIST; graduate member, A.G.S., 
would like to associate with high grade 
establishment; thorough knowledge of 
diamonds, colored stones, watches and 
all fine lines of jewelry; buying, grad- 
ing, appraising, gem-testing and identi- 
fication; special order work; window 
dressing; 28 years’ experience. Ad- 
dress “P., 1736,” care J C-K. 


YOUNG man with ideas, now in man- 
agerial capacity with top Eastern chain 
desires connection with firm of reputa- 
tion; if you are seeking the services 
of a manager-salesman with the “know 
how” of a successful store operation, 
one who possesses a natural flair to 
gain customer confidence, reply today 
and avoid disappointments. Address 
“F., 1858,” care J C-K. 



































FACTORY production manager, with 
many years’ experience in the gold ring 
and jewelry field, will assume complete 
charge, including designing, purchasing 
stones, supervision of factory and office 
personnel; extensive mechanical knowl- 
edge of all manufacturing processes; 
recently in own business, desires re- 
sponsible position where ability, reputa- 
tion and “know how” count. Address 
“B., 1991,” care J C-K. 


QUALITY watch specialist, pioneer and 
organization minded, conscientious, hard 
worker, Swiss American executive back- 
ground, three languages, extensive ex- 
perience of production, costs, styling 
and wholesale, to better jewelers in part 
of Middle West, desires responsible po- 
sition with progressive nationally known 
watch concern or manufacturer of re- 
lated products, having office in Chicago ; 
available immediately. Address “H., 
2025,” care J C-K. 








MANAGER - salesman ; 35; outstanding 
combination of superior salesmanship 
and executive ability, full knowledge 
every phase credit jewelry business, in- 
cluding aggressive selling, windows, 
promotions, advertising, credits, per- 
sonnel training; 17 years intensive ex- 
perience New York and Midwest areas; 
now complete supervision unit doing 
$250,000 yearly; present income $10,000 
a year; will relocate; full resumé on 
request. Address “F., 1942,” care J C-K. 





NEED an assistant; versatile, 28, family 


man, six years repair bench apprentice ; 
capable of designing and special order 
work ; experience all phases retail store; 
knowledge of bookkeeping; thoroughly 
familiar with advertising and sales in- 
cluding mail order; college graduate, 
neat and personable; present (past five 
years) advertising and sales manager 
small Midwest manufacturer (not jew- 
elry) ; wish to relocate in South, prefer 
Gulf State; prefer association with re- 
tail jeweler, but would consider whole- 
saler or manufacturer; I’ve an appetite 
for work, and I enjoy the jewelry busi- 
ness; salary open. For additional details 
write, “M., 1978,” care J C-K. 


Lines Wanted 











MANUFACTURING jeweler, leaving 


bench, wants lines; prefers Washington 
and Oregon; what is your offer. Address 
“K., 1899,” care J C-K. 





SALESMAN, 18 years’ experience, well 


acquainted with retail stores in Middle 
Atlantic States as both wholesaler and 
manufacturer’s representative. Address 
“G., 2024,” care J C-K. 





INTERESTED in better gold pins, rings 


and men’s jewelry; we will supply 
stones where needed ; we have large dis- 
tribution facilities. Address “‘A., 2015,” 
care J C-K. 





SALESMAN, covering Middle West (large 


cities) 15 years, experienced in all lines, 
desires manufacturers with following 
above territory; commission, drawing. 
Address “S., 1985,” care J C-K. 





PACIFIC COAST salesman, desires ladies’ 


and gent’s stone rings in 14kt and 
mountings in 14kt and platinum; com- 
erm basis. Address “J., 1800,” care 





WEST COAST salesman has covered ter- 


ritory over 20 years, desires fine jewel- 
ry, gold and platinum for the finer 
trade; best references. Address “G., 
1799,” care J C-K. 





WEST COAST salesman, desires fine qual- 


ity jewelry for the very fine trade, or 
cultured pearls and diamond jewelry; 
commission basis; best references. Ad- 
dress “M., 1801,” care J C-K. 





MANUFACTURER'S representative, age 


39, married, experienced fine jewelry, 
luggage, jewelry displays; top sales- 
man; pleasing personality; gets things 
done; Middle West. Address “F., 2022,” 
care J C-K. 





SALESMAN, desires manufacturer’s line 


of costume goods, watch attachments, 
watches, gent’s goods, jewelry boxes, to 
the wholesale houses and chains, in 
Southern territory. Address “G., 1997,” 
care J C-K. 





AWARD, presentation, school, fraternity 


jewelry, trophies and allied lines, Den- 
ver and surrounding area; jobbing and 
commission lines; available July 1; ex- 
perienced, progressive salesman. Ad- 
dress “C., 1962,” care J C-K. 





ROCKY Mountain States - headquarters, 


Denver; salesman seeking quality line, 
or lines, for good volume; presently em- 
ployed by top watch house; experienced 
diamonds, watches, jewelry; available 
July 1. Address “A., 1961,” care J C-K. 





WESTERN factory salesman, over 20 


years in territory, has a very fine watch 
line; desires additional quality jewelry 
line for the very fine stores; commis- 
sion basis; references. Address “P., 
1802,” care J C-K. 





MANUFACTURERS; Canadian jobber 
selling to agents from coast to coast 
seeks additional appliance and gift 
lines. Send particulars to, Canadian 
Gift Sales, 594 Bay St., Toronto, 
Canada, 





FACTORY representative, with com- 
pany 10 years, desires side line for 
better retail jewelry stores New En- 
gland; interested in items this type 
of store would carry. Address “H., 
1917,” care J C-K 


EXPERIENCED salesman, familiar with 
all manufacturers and jobbers in New 
York City and Newark, selling mount- 
ings and castings; desires reputable 
strong line of above or diamonds; 
mounted line or sundry line; commis- 
sion only; finest references. Address 
“G., 1972,” care J C-K. 








MANUFACTURER’S representative, head- 
quartering in Denver, calling on better 
jewelers, gift shops, and department 
stores in Rocky Mountain area, for seven 
years, can satisfy your need for sales; 
am familiar with all types of merchan- 
dise carried by stores of this nature; 
covering territory three times yearly; 
can supply best references. Address 
“C., 1911,” care J C-K. 


MANUFACTURER’S __ representative, 
tremendous following, want top 
lines; results assured for watch im- 
porters, jewelry and costume jewel- 
ry manufacturers, promotional 
items, diamond and ring manufac- 
turers; Michigan territory. Address 
“M., 1921,” care J C-K. 


AVAILABLE; after many years in the 
wholesale business concentrating on 
the better class of jewelry, stone 
rings being an especially big item, 
I would like to obtain for myself 
some lines for direct sale to retail- 
ers; thoroughly familiar with Pa- 
cific Coast territory; can supply 
good references. Address “P., 1980,” 
eare J C-K. 











TOP notch sales representative avail- 
able at once, 25 years traveling 
Eastern States, desires strong jewel- 
ry lines to jobbers, credit stores, dis- 
count houses, large retail stores, 
department stores; have most direct 
connections; interested in gold 
lines, wedding rings, emblem line, 
platinum and gold diamond line, 
gold cuff link line, watch line, 
promotion lines; what have you to 
offer; commission basis; most dy- 
namic salesman in the _ industry. 


Address “K., 1919,” care J C-K. 


Side Lines 











MANUFACTURER'S representative, Chi- 


cago office, with established following 
in Midwest and South, seeks additional 
line to jobbing trade: references. Ad- 
dress Circular 309, Room 1420, Hey- 
worth Bidg., Chicago 2. 





MANUFACTURER'S representative wants 


manufacturer’s line of costume jewelry 
to sell to jobbers only, in Minnesota, 
Iowa, and any surrounding territory 
open; also wish import line of watches 
suitable for volume sales. Address “K., 
1948,” care J C-K. 





REPRESENTATIVE of top rated firm 


calling on the finest direct mail and 
catalogue organizations throughout 
the country, seeks additional line. 
Address “J., 2026,” care J C-K. 








SALESMAN, 36, car; married; 12 years 


in field selling to jobbers, wholesalers 
and retailers in near Mid-West, Eastern 
Canada, and entire Eastern Seaboard, 
seeking permanent connection with 
sound organization requiring hard work- 
ing, mature man. Address “B., 1963,” 
care J C-K. 








SALESMAN ; we are a newly established 
firm and we have, we feel without a 
doubt, by far the most outstanding lines 
of 14kt men’s jewelry, ladies’ gold ear- 
rings and ladies’ cultured pearl and dia- 
mond earrings; also a line of gold 
bangle bracelets; we need three sales- 
men with followings in better retail 
stores; New York City, East Coast, 
West Coast, Chicago and Middle West. 
Address “S., 1955,” care J C-K. 





JEWELRY salesmen, retail following, sell 
one of the hottest ideas in gold stone 
rings today; Vari-Gem, the only line 
where retailer himself can interchange 
and reset stones in 60 seconds; compact 
side line, excellent commission ; the fol- 
lowing States are open: Ohio, Western 
Pennsylvania, West Virginia, Virginia, 
Texas, Oklahoma, Arkansas, Louisiana, 
and New England area; protected terri- 
tories; supply references and experi- 
ence; confidential. D. Pfeffer Co., 106 
Fulton St., New York City. 





(Continued on page 210) 
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SALESMEN, following wholesale, retail ; 
sterling marcasite jewelry; high com- 
mission. Address “G., 2034,” care J C-K. 





OPPORTUNITY to add to your present 
line a full line of ladies’ white gold 
watch cases and attachments for dia- 
monds. Address “B., 2016,” care J C-K. 





SALESMAN, experienced, small, new line, 
standard brands, easy to sell items, for 
New Jersey. Lasner Jewelry Corp., 65 
Nassau St., New York City, Re 2-3853. 





A SHORT line of fine diamond set rings 
and wedding rings is offered to an ac- 
tive salesman who sells to the better 
stores; commission basis. Address “N., 
2007,” care J C-K. 





IMPORTER of fast selling, non-competi- 
tive line of costume jewelry seeks sales- 
men; choice territories open; commis- 
sion basis: state experience, references. 
Address “E., 2021,” care J C-K. 





SALESMAN, to the better retail stores, to 
earry a short fine line of diamond watch 
cases and attachments of our own man- 
ufacture; commission basis. Address 
“L., 2006,” care J C-K. 





SALESMAN with following amongst bet- 
ter retail trade to represent manufac- 
turer of a top line of ladies diamond 
rings and mountings; all territories 
open; commission basis. Address “Y., 
1989,” care J C-K. 





WANTED, an experienced salesman for 
the Middle West, and a salesman for the 
Pacific Coast, to carry a well made and 
popular priced fancy ring mounting 
line; territories now open. Address “P., 
2046,” care J C-K. 





SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10K 
and 14K gold to the jobbers and large 
chain stores; commission basis; man 
for Chicago: also man for Pacific 
Coast. Address “F., 1828,” care J C-K. 





SALESMAN with following; New York 
City, New Jersey, Long Island, also 
west of Denver, for side line of costume 
jewelry, smokers articles and other sales 
tested gift items in gold filled, sterling 
and 14kt. Address “S. W., 2038,’ care 

C-K. 





SALESMAN wanted to represent a manu- 
facturer of jewelry of the finer grade, 
with a non-conflicting line; a very fine 
and quick selling line; strictly commis- 
sion basis; state territory and experi- 
ence and what side line you now carry. 
Address “H., 1959,” care J C-K. 





LEADING mounting line for Middle West 
jobbers from established manufacturer, 
is offered to a hard-working producing 
salesman; can have one or two other 
secondary lines; drawing against com- 
mission, if desired. Address ‘“‘P., 2008,” 
care J C-K. 





SALESMAN wanted with non-conflicting 
lines for Chicago and Middle West, to 
carry manufacturer’s complete and fine 
line of ladies’ 14 kt gold fancy mount- 
ings and wedding rings; submit de- 
tailed and full particulars in first letter. 
Address ‘S., 2010,” care J C-K. 





SALESMEN, with following among retail- 
ers, to sell outstanding line of earrings, 
necklaces, bracelets, charms, tie clasps, 
and cuff links, made with genuine gem- 
stones, retailing from $1 up; give full 
details and references in first letter. 
Address “‘D., 1890,” care J C-K. 





SALESMAN calling on the wholesale 
trade to carry a line of emblematic 
jewelry in gold, platinum and pal- 
ladium; commission basis. Address 


“W., 2052,” care J C-K. 





CULTURED pearl importer has some 
territories still open for salesmen 
carrying non-conflicting side lines; 
give all details first letter; confiden- 
tial. Address “‘N., 1979,”? care J C-K. 





SALESMAN ; experienced, represent man- 
ufacturer religious jewelry, gold and 
silver, excellent side line; territory New 
England States, and New York State 
except New York City; car necessary ; 
established accounts, commission basis; 
joe Address “W., 1871,” care 





SALESMEN, with following, to sell non- 
competitive religious jewelry article to 
jewelers, department stores, religious 
supply houses, churches; 15% commis- 
sion; all territories open; state terri- 
tory, experience, references and _ lines 
now being handled. Address ‘“D., 2019,” 
care J C-K. 





SALESMEN wanted by Detroit manufac- 
turer to carry a side line of fine quality 
die struck mountings with a complete 
catalogue and some advertising helps; 
one man for Illinois, Wisconsin and 
Iowa, and one for Texas and nearby 
area; 15% commission on all rings. Ad- 
dress “R., 1904,’’ care J C-K. 





EASTERN and New York City salesman 
is desired by manufacturer of ladies’ 
gold and platinum mountings; we have 
a good following for an active and am- 
bitious man to take over and develop; 
drawing against commission ; secondary 
side line not objected to. Address “B., 
2055," care J C-K. 





SALESMEN, with non-conflicting line to 
represent manufacturer of gold mounted 
personal leather accessories consisting 
of billfolds, cigarette cases, key cases, 
pass cases, memo books, etc.; strictly 
on commission basis; most territories 
open; give full particulars. Address “K., 
1974,” care J C-K. 





SALESMEN, sterling silver hollowware; 
good opportunity for the right man to 
contact department stores and jewelers; 
several choice territories open; give 
complete details of territory covered; 
all applications will be held in strict 
confidence. Arrowsmith Silver Corp., 132 
W. 22nd St., New York 11, N. Y. 





SALESMEN, with good retail following, 
to sell ladies’ and men’s birth stone 
rings, diamond dinner rings, crosses, 
cuff links and tie holders, in 10kt and 
14kt gold; state territory you are cover- 
ing and references; drawing against 
— Address ‘“S., 1810,” care 





SALESMAN; with established following 
of best retail stores for fine line 18kt 
gold and diamond precious and semi- 
precious stone rings; small compact 
line; sure to be a good money maker 
for man who has entry into fine stores. 
D. Schneider, 74 W. 46th St., New York 
50, IN. &. 





SALESMAN wanted with non-conflict- 
ing line, with following to jobbers, 
to carry complete line of fine qual- 
ity watch attachments, in the Mid- 
west. Address “Y., 2053,” care 
J C-K. 





NATIONALLY advertised quality 
watch; opening in several important 
territories for side line salesman; 
top commission; give all details, 
confidential. Address “A., 1933,” 
eare J C-K. 





WEST COAST salesman, with one non- 
conflicting line, wanted to carry well 
established advertised line of 14K 
gold and pearl jewelry, including 
watches, bracelets, chokers, pins, 
earrings, discs and a complete line 
of men’s gold jewelry. Address “‘L., 
2039,” care J C-K. 





HIGH grade salesman wanted with fol- 
lowing among fine jewelers, department 
and leather goods stores with proven 
sales record, to sell custom quality 
leather watch straps and sterling silver 
comb and file sets in fine leather cases; 
can be handled in conjunction with non- 
conflicting lines on a commission basis ; 
all territories open. Address ‘‘K., 1924,” 
care J C-K. 





SIDE line; eight half-tray, compact 
quick selling ring line; manufac. 
turer to retailer and department 
stores; consisting of ladies’, men’s 
and children’s birthstone and onyx 
rings; ladies’ and gent’s zircon 
rings; wedding rings; commission 
basis, plus bonus; give full particy. 
lars; most territories open. Address 
“C., 1826,” care J C-K. 


STRAPLESS earring line; originator of 
brand new earring, with patent illusion 
of pierced ear, offers outstanding op. 
portunity for top representatives; open 
for New England, solid South, Chicago 
area, the West except Oregon, Washing. 
ton, Idaho, Utah and Montana; rush 
answer, containing one reference, only 
if well introduced with retailers ; big aq 
breaking immediately; protected terri. 
tories; 15% commission; $1 to $5 re. 
tailers. Norma Originals Mfg. Corp., 30 
E. 10th St., New York City. 





AGRE OO ROS AIT EE ME RELA cea 


Help Wanted 


WANTED; A-1 jeweler, who can repair 
re: = stones. Address “V., 1461,” care 


WANTED, two A-1 watchmakers; per. 
centage basis only. Address “T., 1460,” 
care J C-K. 


SALESMAN wanted; medium and high 
priced rhinestone line, commission basis, 
for Midwest and Pacific Coast; all re. 
plies confidential. Address “L., 1920,” 
care J C-K. 


SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 


JEWELER, who has the knowledge of 
setting stones and also capable of tak- 
ing charge of a few men; write in de- 
tail in first letter. Address “V., 1949,” 
care J C-K. 


WATCHMAKER who can turn out qual- 
ity work and do some jewelry repair- 
ing; at once, in a lovely city, in South 
Florida; wire collect if you like. Ad- 
dress “W., 1907,” care J C-K. 


RING mounting manufacturer has open- 
ing for top jewelry salesman with large 
following in jobber-wholesaler trade; 
give all details in first letter. Address 
“V., 1906,” care J C-K. 


SALESMEN wanted; fine line watch 
straps to wholesale jewelers ; many ter- 
ritories open; only experienced men 
with following apply; excellent commis- 
sion. Address “D., 1966,” care J C-K. 


FIRST class working jeweler mechanic 
with a thorough knowledge of super- 
vising; state in first letter, married or 
single, experience and where in the past 
employed. Address “T., 1951,” care 
J CeoK. 


EXPERIENCED jeweler with from 15 to 
20 years’ knowledge, capable of produc- 
ing new creations, also understanding 
production ; a wonderful opportunity for 
a mechanic with ability. Address “K., 
1950,” care J C-K. 


SALESMEN ; watch bands, a combination 
of metal and leather, strong promotional 
line for volume users, to the jobbers 
and department stores; bands retail for 
$1.19; furnish details. Allyn Mfg. Co., 
1758 W. Wellington, Chicago, Ill. 


WANTED, salesman, experienced, aggres- 
sive man, for retail cash-credit store in 
Vermont; must know window trim- 
ming; good opportunity; permanent; 
state salary and previous experience. 
Address “E., 1891,” care J C-K. 


WATCH material man; capable and ener- 
getic, desiring to live in Southwest and 
be connected with firm that offers op- 
portunity for advancement; permanent, 
and ideal working conditions; confiden- 
tial. Address “V., 1956,” care J C-K. 


RING mounting manufacturer expanding, 
requires four additional salesmen; non- 
conflicting side line permitted; com- 
plete details first letter with buyer ref- 
erences and pertinent information. Ad- 
dress “T., 1905,” care J C-K. 
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HELP WANTED—Continued 


—_————————— 


r MAKER, experienced; five day 
bogs ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
Zz C-K. 
1 ttle 
and clock salesmen, with follow- 
ba igre retailers, wanted by im- 
porters of low-priced, fine, Swiss watch 
line and imported clock line, for Texas 
(neighboring States) and Middle West. 
Address “M., 2040,” care J C-K. 

















SALESMAN, for Southern States, prefer- 
ably resident, to carry major mounting 
line to wholesalers and volume users ; 
many active accounts in territory ; com- 
mission basis; no objection to _non-con- 
flicting side line. Address “E., 1967,” 
eare J C-K. 








SALESMAN wanted with a following in 
the Southern and Southeastern States 
to represent a well established manu- 
facturer of fine jewelry, platinum and 
gold diamond ring mounting and wed- 
ding rings; will not object to a non-con- 
flicting line. Address ‘“R., 2009,” care 
Je Cam. 





SALESMAN-manager; privately owned, 
Flint, Mich. ; must be thoroughly experi- 
enced all phases jewelry store opera- 
tion including buying, selling, diamonds, 
merchandising, advertising and office 
credit procedure; full charge; excellent 
opportunity; write full details, confi- 
dential. Address “V., 2012,’ care J C-K. 


WATCHMAKER; permanent position 
for experienced man; ideal working 
conditions with full employee bene- 
fits; must come well recommended. 
Wire or write, Hillman’s, 612 Wa- 
bash Ave., Terre Haute, Ind. 


RETAIL salesman, experienced in all 
phases of jewelry sales including dia- 
mond remodeling work; must be clean- 
cut and personable; permanent position 
to right man with possibilities of man- 
agership; please state experience and 
salary required. Address, Curtis Jewel- 
ers, 431 Santa Monica Blvd., Santa 
Monica, Calif. 











SALESMEN, with following, to sell an 
outstanding promotional line of 14K 
white gold diamond watch cases for 
brand name movements; watch attach- 
ments, wedding and fancy diamond 
rings as well as a good competitively 
priced watch line; may be carried as 
od ee Address “B., 2056,” care 





SALESMEN, calling on retail and depart- 
ment stores to carry a fine exclusive 
line of gold and platinum diamond set 
watches and attachments; nationally 
known line; can carry non-conflicting 
side line; for East, South, Southwest 
and Midwest; commission basis; give 
full details in first letter. Address “P., 
1903,” care J C-K. 





MANAGER to become associated with 
owner of fine jewelry store, substanti- 
ally credit operation; a young, ambiti- 
ous man with business ability, practical 
sales promotional background, a flair 
for artistic window trimming, knowl- 
edge of credits and advertising; Middle 
West, nearby Chicago; correspondence 
held strictly confidential. Address “R., 
2048,” care J C-K. 





SILVER plated hollowware manufac- 
turers, long established, splendid 
opportunities for top flight sales- 
men; fine territories open, also 
Metropolitan area; state qualifica- 
tions; replies confidential. Address 


“W., 2013,” care J C-K. 


SALESMEN wanted, calling on retail 
stores South and Southwest; largest 
line of fine scarab jewelry; 14K and 
gold-filled; trade marked, advertised 
and well known; competitively 
priced; drawing account; address 


sie ce 1918,” care J C-K. 








SALESMEN, to call on retail jewelers 
with a manufacturer’s fine line of 
diamond-set and unset 14kt dinner 
rings, together with bridal sets and 
gents mountings; special considera- 
tions to right man. Address “C., 
1819,” care J C-K. 





CLOCK salesmen for established line, 
alarms, chimes, 400-days, novelty, 
cuckoos; Metropolitan, U pstate, 
Pennsylvania, New Jersey and other 
territories open; opportunity for ex- 
perienced men; no objection other 
line; full particulars first letter. Ad- 
dress “H., 2035,” care J C-K. 





MULTI-STORE credit jewelry chain 
wants store managers for Metro- 
politan New York area; experience 
necessary in windows, selling, 
credits, collections, etc.; tremendous 
opportunity for right men; applica- 
tions strictly confidential; our or- 
ganization knows of this ad. Address 


“M., 2005,” care J C-K. 





EXPERIENCED credit jewelry store 
manager and buyer for Ohio city 
300,000 population; locally owned 
credit store, present volume $100,- 
000; must be top salesman and 
understand the credit jewelry busi- 
ness thoroughly; top references; 
liberal guaranteed salary plus bonus, 
Write, Box “S., 1928,” care J C-K 


for personal interview, confidential. 





OLD established diamond ring house 
that has ready acceptance, has sev- 
eral territories open Middle West, 
and New England, and Southwest; 
no aspirants; very liberal drawing 
account against commissions; _lib- 
eral commissions; our men know of 
this ad; all information kept in 
strict confidence. Address “H., 


1944,” care J C-K. 
EXCEPTIONAL opportunity; diamond 


ring house, well known to the retail 
trade, has an opening for a sales- 
man with established following in 
the industrial Midwest territory; we 
have established trade for many 
years in the territory yielding to 
date $15,000 to $20,000 per annum 
income; liberal commissions and 
liberal drawing against commissions 
to the right man. Address “‘J., 1945,” 
eare J C-K. 








EXPERIENCED woman wanted as 
manager in Southern City for art- 
ware (crystal, china) and silverware 
departments; would be located in 
main store and supervising four 
other stores; would mean two trips 
to market per year; would have to 
be capable of buying and merchan- 
dising; write in confidence, giving 
complete personal and business his- 
tory and salary wanted to start. Ad- 
dress “F., 1892,” care J C-K. 





IF you’re what they call a darned good 
man, here may be just the opportunity 
you’ve been looking for, managing a 
fine modern credit jewelry store doing 
a large volume in a lovely scenic town 
of 50,000 in Southern New York State; 
you must be thoroughly experienced in 
every phase of store management; you’re 
between 388 and 50, you want a perma- 
nent. happy association with a healthy 
future; we have three stores; we have 
two swell managers; we need one more; 
if you think you fill the bill then write 
in confidence stating age, experience, 
salary record; thank you. Ed Freed, 
care of Alpert’s, Elmira, N. Y. 


MANAGER wanted for large credit 


jewelry chain store New York City; 
top salary plus percentage of vol- 
ume; present manager on same ar- 
rangement earning approximately 
$10,000 yearly; to qualify you must 
have had experience managing large 
store; special emphasis on window 
trimming, merchandising, selling; 
credits and collections under sepa- 
rate head; all replies held in strict- 
est confidence; our manager knows 
sc 7 ad. Address “K., 2004,” care 





SUCCESSFUL chain wants managers 


for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jewel- 
ry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 





SALES representative wanted; estab- 


lished nationally advertised line of 
quality watches offering the most 
complete selection of waterproof 
and self winding dress watches in 
the industry; many exclusive fea- 
tures; salesmen have full backing 
of a growing concern; two openings 
for qualified men, drawing against 
commission; (1) New England and 
upper New York; (2) Ohio, Western 
Pennsylvania, Kentucky, West Vir- 
ginia; side line considered for lat- 
ter; give full details in first letter 
stating age, experience, etc. Address 
“N., 2041,” care J C-K. 








For Sale 


Stores, Stocks and Businesses 








JEWELRY store, established 54 years, 


Central Pennsylvania, fine location, good 
schools, churches, “Y.” Address H. A. 
Love, Brookville, Pa. 





ARCADIA, Florida, jewelry store; estab- 


lished more than 50 years; stock will 
inventory about $6,000; rent reason- 
able; selling account health. Morqus & 
Son. 





SMALL, one-man jewelry store, Brook- 


lyn, N. Y.; established 25 years; very 
good for competent watch repairer; in- 
ventory approximately $3,000. Address 
“A., 1884,” care J C-K. 





FOR SALE, modern jewelry store in rich 


Flathead Valley; will sacrifice for in- 
ventory, plus fixtures; details furnished 
upon request. Lohes Jewelry, Ronan, 
Mont. 





FLORIDA jewelry store, Miami area; 


living quarters attached, center of town; 
can reduce stock to sell for $5,600 com- 
plete, with furniture. Address “T., 
1957,” care J C-K. 





MCDERN, cash jewelry store, Northeast 


Iowa, population 3000, established 60 
years; excellent location; low rent; 
clean stock; $13,000, cash or terms; re- 
tiring. Write, Kobes Jewelry, Orange 
City, Iowa. 





MODERN jewelry store, excellent loca- 


tion, established on the North Shore of 
Long Island since 1913; real opportu- 
nity to take over; retiring from busi- 
ness on account of old age. Address “‘A., 
1908,” care J C-K. 








(Continued on page 212) 
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(Continued from page 211) 
FOR SALE—Continued 


FOR SALE; small modern jewelry store 
in Southeastern Michigan; only store 
in town of 2500; stock and fixtures at 
inventory, about $6,500, or will sell for 
as little as $1,000 down on fixtures. 
Address “B., 1910,” care J C-K. 

















WELL established jewelry and watch re- 
pairing store, 100% location in heart 
of business district in Waterbury; good 
lease, small investment ; excellent stock ; 
reason, death. B. Stoll, 56 S. Main St., 
Waterbury, Conn. Plaza 5-1418. 





MODERN jewelry store, ideal year around 
resort area, Mississippi Gulf Coast; 
with ultra modern gift department, cash 
and credit; 100% location; nationally 
advertised lines. Address “R., 1983,” 
care J C-K. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 


FOR SALE; well established jewelry and 
gift store; quality stock, attractive fix- 
tures, fine repair department ; one of the 
best locations in rapidly growing Colo- 
rado Springs; owner wishes to retire. 
Address ‘‘N., 1603,” care J C-K. 








JEWELRY store, modern, cash business; 
Hamtramck, Michigan, established 20 
years; excellent location; fine clean 
stock and new fixtures; lease to suit 
tenant; enjoying A-1 reputation; owner 
has other interests. Address “F., 1915,” 
care J C-K. 





MODERN cash jewelry store established 
50 years in Southern industrial city of 
35,000; annual business approximately 
$100,000 ; will require $50,000; reason 
for selling, retirement; no brokers; all 
major lines silver, china and crystal. 
Address “K., 2037,” care J C-K. 





TRADE old established cash jewelry store 
in Ocean Beach, California (suburb of 
San Diego), for cash jewelry store in 
small or medium size town in Midwest 
of approximately equal value ($30,000) 
or sell for cash. Glen Jewelers, 4973 
Newport Ave., Ocean Beach, Calif. 


ESTABLISHED jewelry store 40 years, 
Missouri city, population over 75,- 
000; modern fixtures, clean stock; 
lease to suit. Address “B., 1934,” 
care J C-K. 


ESTABLISHED Dallas wholesale-retail 
operation can be purchased right; mod- 
ern fixtures, ground floor location, air- 
conditioned, exceptionally clean stock, 
all nationally advertised lines; terrific 
potential for right party ; approximately 
$26,000 handles. Address “V., ‘ 
care J C-K. 











FOR SALE, going jewelry store; average 
business for eight and one-half year 
period $120,000 a year, in Central 
Kansas town located near large perma- 
nent military post; reason for selling, 
have two other businesses requiring too 
7 . time. Address “B., 1886,” care 

a i 





RETAIL jewelry; leading old established 
cash store in Long Island town, on 
main highway, ideal for credit man; 
more repairs than can handle; leading 
franchises; original price $35,000; due 
to health will entertain reasonable offer 
for immediate cash sale. Address “P., 
1953,” care J C-K. 





MODERN, exceptionally beautiful, air- 
conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock; $10,000 without stock; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 


SUCCESSFUL established modern jewelry 
store, South Shore Long Island; 40 miles 
from New York City; fine repair de- 
partment, clean stock, also handling 
traffic appliances and luggage; good 
lease, excellent location; desire to sell 
because of other investments; priced 
reasonably; terms available. Address 
“V., 2051,” care J C-K. 











JEWELRY store in Maryland; if you are 
willing to invest about $30,000 (can 
finance part) in fast growing commu- 
nity, this is an unusual opportunity ; 
modern repair department doing good 
volume, adaptable to any type of op- 
eration as location is 100%; store is 
large, and practically no competition ; 
will consider active partner-manager. 
Address “S., 2049,” care J C-K. 


CHICAGO; well located cash jewelry 
store established 34 years; excellent 
reputation, location and opportunity 
for credit; fine stock, fixtures and 
repair business; 36 foot front at 
good transfer corner; reasonable 
rent; retiring; $39,000. Vogel’s, 
801 E. 79th St. 


JEWELRY store, in Illinois industrial 
town 12,000 population, having highest 
wage scale in State; labor-industrial 
relations good; 100% location, com- 
pletely remodeled inside and out, air 
conditioned, limed oak counters and 
cases; gross $90,000, good lease; actual 
net value $58,000; will sacrifice key for 
$30,000; immediate possession ; partner- 
ship disagreement, reason for selling. 
Address “T., 1987,” care J C-K. 


JEWELRY store for sale, established 
for 20 years; modern fixtures, safe 
and diversified stock ; $10,000 mini- 
mum required; your inspection in- 
vited; no auctioneers, liquidaters 
apply. Normandy Jewelers, Inc., 
1148 Lexington Ave., New York City 
near 79th St., Phone Butterfield 
8-4307. 

















FOR SALE; practically new, co 
watchmaker’s setup, bench, tools, —_ 
chinery and equipment, also Polishing 
motor, engraving block and _ solderin 
machine; complete or any part. Tohe 
K. Shacklett, New Smyrna Beach, Pig, 





. Se | 

TOOLS, equipment, complete new plat. 

ing plant, gold, silver, nickel, copper 

hundreds buffs, scratch brushes, sup- 

plies, three new Green rectifiers, buff. 

ers, vats, $3,000; write details, Moses 
George Jewelry, Thibodaux, La. 








———————————E 
Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad. 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce. 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular. 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 











See page 193, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How. 
ell, Mich. 


ANTHONY J. Gregory, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago, Ill. 26. 








JEWELRY store in Charlotte, N. C., by 
owner; no merchandise, completely, 
newly remodeled in 1952, all fix- 
tures and equipped modern, ready 
to continue operating; only mer- 
chandise needed; will sell accounts 
and sell, or rent fixtures; wonderful 
opportunity. Sidney Kosch, 119 S. 
Tryon St., Charlotte, N. C. 


OLD established jewelry store in fast 
growing and thriving Southern Michi- 
gan city; national survey shows this 
city to be 67% above national average 
retail business; catering to high class 
clientele, all the finest lines represented ; 
this is a profitable, prosperous business 
“Owner is retiring’; send for brochure 
for complete information. Raynor B. 
Snyder Real Estate Sales, Realtor, 147 
N. Main St., Adrian, Mich. Send all 
inquiries to the attention of Mr. Snyder. 








MODERN credit jewelry store in Southern 
California; volume over $165,000 a 
year, choice location; have too many 
other interests, wish to retire; estab- 
lished over 20 years; fine reputation; 
will sell for inventory; will include fix- 
tures at no extra charge; all cash; in- 
ventory around $65,000; can be reduced ; 
clean merchandise; is possible with this 
location to do one quarter million dol- 
lars. Address “A., 1628,” care J C-K. 


BEAUTIFUL credit jewelry store in 
Omaha, Nebraska; established 15 
years, in excellent location; grosses 
$70,000; store is air conditioned, 
has beautiful ultra modern electri- 
cally equipped fixtures, new modern 
store front, and enjoys a _ good 
name; can be purchased with or 
without stock. Contact, D. C. Fogel, 
312 So. 15th St., Omaha, Neb. 
Phone Atlantic 9798. 





Por Sale _ 


Tools, Equipments 








———— | 


USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 


NEW Hermes model GT engravograph, 
all attachments, six type letters: other 
shop items. Write, Charles Ziegler, 
Route 15, Richmond, Va. 











MR. JEWELER, in the South, how about 
an auction sale conducted the way you 
wish; I have conducted more sales in 
Texas than any other auctioneer. Morris 
Fair, 915 Gulf States Bldg., Dallas, 
Texas. 


RAISE cash immediately through a 
dignified auction sale. Colmes & 
Brill, auctioneers and appraisers, 
15 W. 47th St., New York; see our 
display ad page 191. 








PARTNERSHIP desired by factory pro- 
duction manager and designer; many 
years experience in gold ring and jewel- 
ry field; excellent reputation; thorough 
knowledge of manufacturing; will in- 
vest with services in established con- 
cern. Address “C., 1992,” care J C-K. 


MANAGER; wanted with retail credit 
jewelry experience for credit store; one 
eager to make a change to go into own 
business ; small investment required ; no 
other will be considered; all replies are 
strictly confidential. Address ““W., 1931,” 
care J C-K. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass, 














CASH for your store, regardless of 
amount; if you really want to sel 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 


- 81 Madison Bldg., Suite 701-2-3, 


Memphis, Tenn. Phone 5-0660. 


WANT TO SELL out, reduce stock, 
raise cash, etc.; our method of con- 
ducting flat sales or auctions has 
proven so successful in the past that 
we don’t hesitate to finance an auc- 
tion or flat sale for you; references 
from satisfied jewelers upon request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 








212 


THE JEWELERS’ CIRCULAR-KEYSTONE 








~~ ie ee 


ce 2 Sans F 


-—- & mm! 


* 
’ 
n 





DON E. KNAPP, for a dignified 
jewelry auction service; now con- 
ducting a going out of business sale 
for one of Nebraska’s well known 
jewelers; write or wire now; turn 
assets into cash at once with a 
Knapp auction; no contracts or 
agreements to sign; we operate by 
the golden rule. Don E. Knapp, 
1804 Willow Circle, Colorado 
Springs, Colo. 











AFFILIATED auctioneers, 30 years’ 
experience conducting successful 
auctions and promotional sales in 
area from 1000 to 7,000,000 popu- 
lation; most modern methods of ad- 
vertising drawn up to suit your in- 
dividual operation; exploitation 
ideas that create buyers interest; we 
furnish everything 3 yes, even 
money; best of trade references. Af- 
filiated Auctioneers, 217-02 Jamaica 
Ave., Queens Village, N. Y. 





WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Wilson Sales 
System, 420 Madison Ave., New 
York, Telephones PLaza 8-2110- 
2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out- 
of-business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, 
New York, N. Y. 





DO you need cash? Examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693 ; 
See page 123 for additional details. 


ie 
Wanted to Purchase 


WANTED to buy a 
z 1 good watch and cl 
repair store in Southern California. aa 


oon 1102 Boynton St., Glendale 5, 











ESTABLISHED jewelr 
: y store and watch 
repair, up to $10,000; prefer a fair 


traded town. Hauss Jewelers 504 1 
St., N.W., Washington, D. Cc.’ i 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
Staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WELL established jewelry store with 
good watch repair business, around 
$10,000 or less; New England or near 
vicinity. Address “G., 1894,” care J C-K. 





INDIVIDUAL will purchase stock and 
fixtures to move; pay cash; desirous 
of large stock, $35,000 to $100,000. 
Adam Nacol, 3211 Martin, Wichita 
Falls, Texas. 






HAVE an opening for one more good store 
for first class watch repairing ; all work 
guaranteed ; reasonable prices. Richard 
* Smith, 757 Clermont Ave., Lancaster, 

a. 





CASH for watches, movements, solid gold 
cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 


SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service. I. Altay, 22 W. 48th St., New 
York 36, N. Y. 





WISH to buy gem testing microscope, 
Dimolite or other dark field illumina- 
tion gem-test binocular microscope. 
Write full description to, Milton Ar- 
bettor, Alamo Jewelry Co., 209 Alamo 
Plaza, San Antonio, Texas. 





WANTED; interested in buying cash 
jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 


STERLING silver flatwear and standard 
brand watches; immediate payment or 
estimate by return mail; references, 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 


$$$ WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas, 


WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, ete.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 














WE pay cash; send us your surplus 
jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weiman’s, Dept. K, 108 
Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 


FREE handy pocket price list on our 
guaranteed watch repairing to all jewel- 
ry stores and salesmen. Zeiger Bros., 
727 Sansom, Philadelphia 6, Pa. 


WATCH repairs, satisfaction, service, sav- 
ings, Watchmaster service; price list 
supplied on request. G. S. Watch Repair, 
91814 Main St., Mt. Vernon, Ill. 


ONE week’s service; one year guaranty; 
expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
re. 48 W. 48th St., New York 36, 

















COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8 ; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





BOSTON, Mass.; expert and guaranteed 
watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





COMPLETE watch repair service; time 
specialists since 1945 ; watch, clock, tim- 
ing devices; prompt service, reasonable 
prices; write today for new price list. 
Cincinnati Watch Repair Co., 414 Wal- 
nut St., Cincinnati 2, Ohio. Cherry 1075. 


CHRONCGRAPHS cleaned, $6.50, postage 
prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed ; 
week service; year guarantee. Time 
—- 35 S. 13th St., Philadelphia 

> Pa. 


MODERN watch repair service; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen ; 
work electronically timed and adjusted ; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service ; 
work fully guaranteed for one year. 
Ed Falkenhayn, 6266 N. Leona Ave., 
Chicago 30, Ill. 








| emmemmmeceenenennceicn comaemnee 
To Let 


BENCHES for rent in complete manufac- 
turing shop; Midtown New York. Pl 
77-1542. 


BOOTHS still available for diamond 
brokers, wholesale jewelers, jewelry sup- 
plies, setters, etc., in nation’s most 
modern jewelry exchange, third largest 
jewelry center; real traffic area; all 
facilities, display booth, safety deposit 
vault, porter, armed guard, light, heat, 
air-conditioning included in nominal 
rent. L. A. Diamond Exchange, 325 W. 
5th, Los Angeles 13. Madison 9-3381. 














Special Order Work and 
Repairs for the Trade 


PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 











WEDDING rings overlayed and chased 
with orange blossoms; extra heavy gold 
shells used, any color; also platinum; 
in business more than 35 years. Harry 
Raeburn, 40 W. 48th St., New York 36, 
N. Y. Dept. JC. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings: lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 


- ememmmemmmemnen cocaine 
Miscellaneous 


WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 


HOMEWORK; exceptional bookkeeper, 
typing, billing, commission statements ; 
nine years’ jewelry experience ; reliable ; 
accurate; volume worker. Barbara 
West, 2771 Bainbridge Ave., New York 
58. Sedgwick 3-2851. 
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Colorful Display 
From Mr. Tara 







AL Golden Gift Ideas 
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A colorful display, shown in the photo, 
highlighting advertising for Mr. Tara 
men’s jewelry in Esquire magazine is now 
available through wholesalers from Heller- 
Tara Inc., 411 Fifth Ave., N. Y. 

It is offered free with a special assort- 
ment of new Mr. Tara styles which feature 
“Everlasting Finish.” Also offered is a free 
merchandise bonus with a retail value of 


$11. 





Ostrin Company 
Expands Facilities 


Herman Ostrin, president of the Ostrin 
Co., monufacturer of fine watch cases, 
has announced the acquisition of the Wm. 
B. Ogush Co. plant, machinery and equip- 
ment. The move gives the company added 
facilities, including a completely modern- 
ized design department. 





Gemex Offers 
Band ‘Exhibitor' 





Gemex is offering its new 42 watchband 
“Exhibitor,” shown in the photo. The 
unit displays 10 Gemex bands and four 
smooth sliding trays in back hold eight 
bands each. A handy red velvet jeweler’s 
pad is an extra feature. Retail value of 
the 42 bands is $347.10, F. T. I., with no 
charge for the “Exhibitor,” display No. 
A-42. 
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Westinghouse to Expand 
Portable Appliance Sales 


R. M. Oliver, manager of portable 
appliances for the Westinghouse Electric 
Appliance Division, recently stated the 
company’s broad objectives for portable 
appliances this year. “Westinghouse,” 
he said, “will expand its portable appliance 
sales force to 150 per cent of its 1954 
size and materially step up advertising 
and promotion in a 1955 drive aimed at 
record breaking sales objectives. 

“Expansion of wholesale distribution 
to meet these goals has been virtually 
completed.” 


Time Plays Stellar Role 
At Premier of 'Underwater' 


The U. S. Time Corporation’s Timex 
watch played a stellar role recently in a 
publicity and merchandising tie-in with 
the world premiere of the three million 
Howard Hughes-RKO Superscope film, 
“Underwater,” starring Jane Russell. 
The film was shown 20 feet underwater 
at Silver Springs, Fla., and viewers 
watched from aqualungs or through port- 
holes from specially equipped small sub- 
marines. 

The 200 guests at the premiere were 
presented with Timex watches, including 
Miss Russell, Debbie Reynolds, Richard 
Egan, co-star of the film, and _ other 
Hollywood luminaries. According to the 
company, all guests reported their water- 
resistant Timex watches running accurate- 
ly after emerging from the lake. 





Orange Blossom Extends 
Promotion Allowance 


Frank H. Smith, director of sales and 
advertising for Orange Blossom rings, has 
announced details on a liberal dealer 
participation program. Traub Mfg. Co., 
maker of the Orange Blossom line, has 
extended a five per cent local advertising 
and merchandising allowance to all its 
franchised dealers. 

With no package plan involved, the 
plan is geared to the individual needs 
of each dealer, such as sales aids. The 
new program is the first phase of an 
aggressive promotion. 


Crocheted Place Mats by 
American Commercial Inc. 


American Commercial Inc., 212 Fifth 
Ave., N. Y. 10, is offering crocheted 
place mats to match its new “Celebrity” 
china patterns. A _ do-it-yourself item, 
the customer can crochet her own mats. 

The place mats are designed to match 
ACI’s four Celebrity patterns “Celeste,” 
“Concerto,” “Elite”? and “Golden Leaf.” 
Direction sheets on how to crochet each 
pattern are offered free to the consumer 
through magazine ads and are available 
to stores. 





Paper Mate Introduces 
Its Fine Point Pen 


OREN 


PAPER MAE ge P\pin Mang 





Expanding its current line, Paper-Mate 
Pens has introduced a new fine point pen 
for accountants, stenographers and others 
liking a fine writing line. The new pen 
and the regular medium point come in 
both the De Luxe model at $1.69 and 
the Paper Mate “Capri” at $2.95. 

Shown in the photo is a counter display, 
CD-18, for the new fine point. To promote 
it, ads will be taken in Life and the 
Reader’s Digest. 





Guild Art Expands 
Diamond Ad Program 


An expanded advertising program has 
been initiated to increase spring sales 
of Guild Art diamond rings, Allan 
Ruvelson, Phil G. Ruvelson, Inc., Minne- 
apolis, has announced. Retailers will be 
given every assistance in cooperative ads 
on TV and in newspapers. 





New Lighter—'Airfiam' 
Ignites Itself from Air 

Murphy Reier, Inc., 55 E. Washington 
St., Chicago 2, has announced the dis- 


tribution of “Airflam,” an imported wind- 
proof cigarette lighter that ignites itself 





from the air. According to the company, it 
uses no flint, wick, gas, battery or moving 
parts. 

When the lighter cap is removed, 4 
catalyst unites oxygen from the air with 
vapors from Airflam’s special fluid, and 
it burns without smoke, odor or taste. 

Shown in the photo, it is in a black and 
gold cylinder, two inches long, and weighs 
less than an ounce. It is $3.95 retail. 
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Time, Diamonds and Silver 


Time means different things to different people. The 
musician, the historian and the convict each conjure 
up a different immediate thought at the mention of the 
word “time.” 

Likewise, the word “diamond” has a different meaning 
to the young girl admiring her engagement ring, than 
it has for an oil-well driller looking upon the diamond- 
bearing bit of his drill. 

Even the word “silver” has its different mental response 
depending upon whether one is a dentist, a pullman 
porter, or a couple celebrating their twenty-fifth an- 
niversary. 

It is all a matter of association and viewpoint. 

For a jeweler, time means watches—diamonds mean 
jewelry—and silver means tableware. He sees them as 
means to profits and a livelihood. 

Watches, diamonds and silver are particularly pleasant 
words to him because they usually mean sizable sales 
of big-ticket items. Therefore, he rightly spends a great 
amount of his time and money in promoting these depart- 
ments. 

However, considering that the bulk of jewelry store 
merchandise is bought as gifts, the jeweler too often 
thinks in terms of promoting by departments, while the 
customer considers a gift purchase in terms of the amount 
of money he has to spend. 

Now, it is right that the jeweler should never neglect 
those categories of merchandise which pay off with 
big-dollar profits, but he must also consider the rela- 
tively limited number of times those in his community 
will call upon him for high-priced gift items—compared 
to the great number of frequently occurring gift occa- 
sions on which the giver is prepared to spend $7.50— 
$12.50—$15.00—or $20.00. 

Because of the natural fascination of big-ticket sales, 
the jeweler has traditionally overlooked the great poten- 
tials offered by the lower-priced items to bring him 
additional volume and— most important — additional 
store traffic so he can better promote, in person, the 
big-ticket items in his store. 


In this issue, we present a series of articles on vari- 
ous phases of this interesting subject. The information 
we uncovered in our search for article material made 
us stop to think. 


We expect it may cause some of you to act. 


Creeping Sickness 


We have carried many articles on the value of good 
publicity for the retail jeweler—and offered suggestions 
on how to get it. Always, we have emphasized that 
editors are interested in news, not “puffs” about a busi- 
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ness. If you want to advertise something about your 
business, buy space and advertise in it. If you believe 
you have a real piece of news, call up your paper’s 
editor. But don’t try to hoodwink him. 

All editors aren’t morons. You should credit yours 
with intelligence. He probably knows the difference 
between a news item and an advertisement. 

What we are trying to caution you about is: be carefyl 
not to expose yourself to creeping sickness—that is, 
trying to creep under the turnstile instead of putting a 
dime in the slot—for editors react to the disease with 
revulsion. 


An Advertising Tip for Suppliers 


Every so often there seems to be a rash of complaints 
reaching us from retailers, concerning suppliers’ care- 
lessness in the display of cost prices on the outside areas 
of direct mailing pieces. 

Such exposure of retailers’ markups, where everyone 
handling the mails can see them, breeds misconception 
in the mind of the public who do not know all the facts, 
but jump to the false conclusion that there are exorbitant 
profits in our business. 

Suppliers should warn their advertising people in this 
connection, that literature prepared in such a thought- 
less manner is a waste of promotional money. 

Such literature, arousing the immediate animosity of 
the merchant receiving it, is predestined to failure. 


What's in a Name? 


Last month we received two very interesting com- 
munications bearing upon the current wave of diamond 
“contests.” We quote the word “contest” because so 
many of these retailer “guessing games” are about as 
difficult for the average person to solve as for Einstein 
to total up a grocery list. 

Though these communications (postmarked from 
towns in Massachusetts and California) were interesting, 
they were unsigned. 

Had they been signed we would have published one. 
Being unsigned, we couldn’t even acknowledge their 
receipt. 

Please sign any letter you write. If you don’t wish to 
be quoted, just say so. If you don’t want to be identified 
at all with the thoughts in the letter, perhaps it’s best not 
to send it. Too unsatisfactory for you—and too frus- 
trating for us. 
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Flair Spreader Set for cheese and snack spreads. 
Value: $7.20 retail. Limited time special: $3.95. 


Flair in 1847 Rogers Bros. “Pattern of the Year.” First 
all-emodern pattern in silverplate history. 


Here are the two hottest traffic-makers in silverplate this 
season! Flair Spreader Set and Flair Entertainment Set 
..-both priced to bring in customers a dozen at a time! 


Wonderful gift items, natural business-getters for you! 
FEATURE THEM, then SELL 52- and 54-piece sets 
to every silverware prospect! 

Order them now through your “1847” representative or 
your approved wholesale distributor. 


Entertainment Set for serving candy, nuts, jams, jel- 
lies, etc. Value: $7.25 retail. Limited time special: $3.95. 


Fiair 64-piece Service for twelve, in sculptured, 
modern, tarnish-resistant chest, to retail at $99.75. 


1847 ROGERS BROS. 


AMERICA’S FINEST SILVERPLATE 
A product of The International Silver Company 





A great new pattern 


sets an exciting precedent 


Brand- new OS ene 





magazine 
and TV 


advertising... 





Never, no, never before, has any silverware pattern South Seas’ appeal. For here is a totally new ideain 

N won such instant acclaim. If you're a new bride, design. Newly proportioned pieces give your table, 

A | OL UNL. — or wishing for a new, complete silverware service, fresh, delightful, contemporary look. New-size fu. 

2 : it’s for you! For South Seas* brings the spirit of tional place knives and forks are equally at how 

we é 2 today to your table—with beauty and quality at a casual buffet or at your proudest dinner party 

ld f ” n ep W ili unmatched by any other silverplate. And this brilliant new Community* pattem is 
And if you’ve thought modern must be severe, easy to own. Convenient budget terms. 52-pe, da 


FOR ONLY 69%. you con own this $2.50 value you'll be enchanted by South Seas’ graceful, free- ner service for eight, $79.75, including handsome 





pierced tidbit server in South Seas pattern. A lovely piece for form handles, impressive weight and gleaming pure- anti-tarnish chest. Proudly made and guaranted 
serving relishes, nuts, cheese. But hurry! Your silverware 


store has only a limite ty! silver finish. But beauty is only the beginning of by Oneida Ltd. Silversmiths. 


TODAY'S LOOK IN FINE SILVERWARE 





special offer... 


: This page will appear in full color in LIFE (Mar. 21), Seventeen |Mc 
Ladies’ Home Journal (Apr.), Woman's Home Companion (Mo 


FOR THE OUT-FRONT PATTERN 
THAT STARTED IT ALL! 


For details of Community’s all-pattern promotion, 


please turn to pages 35, 36 and 37. 
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SU i SEOs will be the only flatwear featured in the National Gira 


Jewelry Week promotion in LIFE (Apr. 25 issue, on newsstands April 21). IY 
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